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Lhe [nstallation Barrier 


ACK in the early 30’s, ELectricAL MERCHANDIS- 

ING, recognizing that installation charges for ranges 

and water heaters were proving an effective barrier 

to volume sales, began a campaign to urge utility companies 

to absorb a portion of such wiring costs. The results ex- 

ceeded even our own hopes. In a two-year period, about 

120 important utility companies were paying for all or part 

of the cost of range and water heater installations. Sales 
began to climb from that time on. 

Today, with sales breaking all time records, due to con 
sumer demand for our products, we are faced with a similar 
barrier to future volume business. Wiring, labor and ma 
terial costs have sky-rocketed since the war. In addition, 
electrical contractors in many communities, enjoying an 
unprecedented volume of commercial and industrial wiring 
and maintenance work, appear indifferent to residential 
installation jobs. When they do handle them, it becomes 
a costly proposition. Further, we have to recognize that 
only a handful of utility companies are maintaining their 
subsidies for installation costs. 


W ITH over 500,000 ranges and 300,000 water heaters 

sold in the first five months of this year, it is obvious 
that this installation problem has erupted into a major 
issue in many cities. Prime example, of course, is Mil- 
waukee, where the public were treated to the unedifying 
spectacle of two branches of the electrical industry washing 
their dirty linen in the public prints—a sad commentary on 
the state of “electrical interdependence” in that city. Back- 
ground of the fight between the appliance dealers and the 
electrical contractors, in attempting to fix responsibility 
for high installation costs of ranges and water heaters, is 
the long-standing effort on the part of progressive elements 
in the industry to modernize Milwaukee’s building code, 
which permits only rigid conduit to be used. This code was 
relaxed somewhat during the war years to speed emergency 
construction projects—all of which have proven uniformly 
safe and dependable. But the electrical unions and the 
contractors are loath to forego a code which puts almost 
double the amount of money in their pockets for range and 
water heater service entrances. The use of non-metallic 
sheathed cable for range wiring installations, which has the 
blessing of the National Electrical Code, would cut the 
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cost of such installations and double the number possible 
to connect in a given time. Yet the unions continue to 
raise the bogey of “safety” and insist on the retention of 
a code long since outmoded. Maybe the electrical con- 
tractors ought to bear in mind that the honeymoon is not 
going to last forever and that the sales of two or three 
million units of ranges and water heaters a year is going 
to provide a tasty bit of business in the days when things 
are not so bustling as at present. The residential market 
has always proven virtually depression-proof in the past 
and, by numbers alone, if not by size of individual jobs, 
has provided a good backlog of business. 


HILE we are on this subject of installations, it might 

be well to point out another area of gravity—the 
barrier being erected by the plumbing fraternity in the sale 
of piped items by electrical appliance dealers. It’s all part 
of the whole picture. In one area we are faced with the 
astonishing fact that a branch of our own industry shows 
little desire to cooperate ; in another area, we are confronted 
with the rise of the “merchandising plumber”, who, because 
of a sudden interest in the profit possibilities of appliance 
selling, is using his unique position to corral all sales of 
automatic washers, water heaters, dishwashers and food 
waste units in his own bailiwick. 

We hope that both these situations will eventually be 
ironed out. The future and continuing sale of many im- 
portant major appliances depend on it. It is idle even to 
discuss the subject of appliance prices when installation 
costs may be equal to the wholesale prices of some appli- 
ances in some communities. Or where the customer, who 
has bought in good faith, cannot even get the appliance 
installed. 

Maybe it’s something the utilities, harassed as they may 
be with shortages, should begin to do something about. 
Maybe they’ll want to do some load-building some day. 


Qurtuice Are, 7 


EDITOR 














James H. McGraw, Jr. 


Curtis W. McGraw Eugene Duffield 


President Vice-President and Treasurer Executive Assistant 
for Publications 
Nelson Bond Joseph A. Gerardi J. E. Blackburn, Jr. 


Director of Advertising 


Secretary Director of Circulation 


McGRAW-HILL PUBLISHING COMPANY, 


JAMES H. McGRAW, Founder and Honorary Chairman 


Publication Office, 99-129 North Broadway, Albany 1, N. Y. Editorial and Executive Offices, 330 W. 42nd St., New York 18, N. Y. 





INC. 





monthly Price 35 
U. S. and Latin America; all other countries, 50 cents a copy. Allow at least ten days for change of address. 


Electrical Merchandising. September 1, 1948. Vol. 80, No. 5. Published twice cents @& copy 
in 3 

Publication office 99-129 North Broadway, Albany, N. Y. All communications about subscriptions should be 
addressed to J. E. Blackburn, Jr. (Vice-President for Circulation Operations). Subscription rates—United States 
and possessions: $2.00 a year, $3.00 for two years, $4 00 for three years. Canada $3.00 a year, $5.00 for two years, 
£6.00 for three years, payable in Canadian funds at par. Pan American countries $5.00 a year, $8.00 for two years, 
$10.00 for three years. All other countries $15.00 a year, $30.00 for three years. Entered as second-class matter 
August 22, 1936, at Post Office, Albany, N. Y., under the Act of March 3, 1879. Printed in U. S. A. Cable address 
“McGraw-Hill, New York.’ Member A.B.P. Member A.B.C. Copyright 1948, by McGraw-Hill Publishing Co., 
Inc., 330 West 42nd St.. New York 18, N. Y. All Rights Reserved. 














IVA . 


THIS TERRIFIC WESTINGHOUSE 
5-STAR FALL ACTIVITY WILL 































ng i 


1 Free Hot-lron Holder Deal 


2 Swap and Save Vac Sale fs 
3 New Electric Sheet Announcement Push = 
4 Cash in on the “Leader” Roaster Campaign : 
5 Christmas Gift Appliance Activity : 
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ELECTRICAL 
MERCHANDISING 


The CONSUMER and HIS MONEY 


From its 1948 Survey of Consumer Finances the Federal Reserve System 


has concluded that since Americans are receiving high incomes, have 


some savings and are optimistic about their economic future they will 


continue their record buying of appliances and other durable goods 


between nine and 12 million 

American family spending units 
will have paid out, by their own esti- 
mate, an average of $340 each for 
major appliances, radios and furniture. 
lf they have underestimated the expen- 
liture as much as they did in 1947 the 
total is likely to be closer to six billion 


Bi THE END OF THIS YEAR 


dollars. 

Last year Americans spent over five 
billions for consumer durables other 
than automobiles, but at the beginning 
of 1947 they only expected to spend a 
maximum of $3,400,000,000. Many of 
the factors which caused that extra 
buying are still active in our economy 
—increasing production, generally ris- 
ing incomes, and a widespread holding 
if savings. 

A study of these factors has been 
provided by the 1948 Survey of Con- 
sumer Finances conducted for the Fed- 
eral Reserve System by the Survey 
Research Center of the University of 
Michigan. 

The researchers based their findings 
on 3,500 interviews in 66 sampling 
points. As in previous surveys, the 
unit of interview was the spending 
unit, defined as all persons living in the 
same dwelling and related by blood, 
Marriage or adoption who pool their 
incomes for major items of expense. 
This article will use the term “family” 
48 synonymous with the survey’s 
“spending unit.” 

For the appliance dealer, the impor- 
tance of the survey lies primarily in 
how much how many people will spend 
for his merchandise, which people will 
provide him with customers, how they 
will pay him, and what resources they 
have upon which to draw. 









ELECTRICAL MERCHANDISING—SEPTEMBER 


By ROBERT W. ARMSTRONG 


The Background 


During the year 1947 total money in- 
come increased more than 10 percent, 
distributed among almost half of all 
48.4 million families. However, pro- 


portionately fewer of the nation’s fam- 
ilies held savings in the form of check- 
ing accounts, savings accounts or gov- 
ernment bonds. This, say the surveyors 
is the first sign of weakening in con- 
They also point to a 


sumer finances. 


sizable increase in family indebtedness. 
More than one-fourth of all families 
spent more money than they made— 
which simply means that they spent all 
their income plus some of their:savings. 
In 1946 these “dissavers” were concen- 
trated most heavily among peopie 
whose incomes were $3,000 or below, 
but in 1947 the concentration had 
spread up to the $5,000 level and even 
included many people with incomes up 
to $7,500. 
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SAVINGS ARE DECLINING: “While consumer savings and other liquid 
assets continue to be held in volume, last year’s trend showed they were 


being used up at a faster rate.” 


1, 1948 





Who Bought in 1947? 


In 1947 about 17 million families 
bought furniture, refrigerators, radios, 
washers, ranges, and other large ap- 
pliances. About half of these buyers 
had incomes of less than $3,000. At 
the end of the year 15 families had 
made refrigerator and washer pur- 
chases for every 10 families that had 
earlier said they would buy. They were 
more accurate in estimating how much 
they would spend. They said they would 
spend $310 per family and, according 
to the survey, they spent exactly that. 
This vear they plan to spend $30 more. 


WHO WILL BUY IN 1948? 

Table | on page 40 provides an in- 
dication of who will buy durables this 
year. It shows that early in 1948 over 
10 million families pkanned to buy. It 
also shows that less than one-tenth of 
aH families with incomes under $1,000 
are in the market for appliances and 
other durables. One-fifth of those with 
incomes between $2,000 and $3,000 and 
one-third with incomes of at least 
$5,000 expect to buy. 


How Will They Pay? 


\ccording to the survey figures, 49 
percent of prospective durable goods 
buyers plan to pay cash. Forty-two 
percent will buy on the installment plan 
and nine percent aren't sure how they'll 
go about paying. 

In 1947 some 58 percent of buyers 
paid cash and 42 percent bought on 
time, a substantial increase over the 35 
percent who utilized installment plans 
in 1946. This year and next will see a 
continuing rise in the use of installment 

(Continued on next page) 
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The CONSUMER AND HIS MONEY (Continued) 








TABLE 

Consumer Intentions to Buy Selected Durable Goods Other than 
Automobiles in 1948, 1947 and 1946, and Actual Purchases 

in 1947 and 1946 


Millions of 
spending units 


Purchases planned, 1948 9.2-11.9 
Actual purchases, 1947 17.0 
Purchases planned, 1947 8.4-11.0 
Actual purchases, 1946 13.1 
Purchases planned, 1946 11.8-14.4 


TABLE 


Average 
expendi- 


ture 
$340 
$310 
$310 
$310 
$320 


Total expenditures 
in billions of dollars 


3.1-4.0 
5.3 
2.63.4 
4.1 
3.8-4.6 


Actual and Prospective Purchases of Selected Durable Goods 


Purchases 
planned 
Type of goods 1948 
Furniture 
Estimated number of spending 4.2 
units in millions 
Median expenditure $250 
Radios: 
Estimated number of spending 2.3 
units in millions 
Median expenditure $120 
Refrigerators: 
Estimated number of spending 3.0 
units in millions 
Median expenditure $240 
Washers: 
Estimated number of spending 1.5 


units in millions 


Median expenditure 


TABLE 


Actual 
purchases 
1947 


6.8 


$200 


5.0 


$60 


4.7 


$240 


22 


Purchases 


planned 
1947 


3.7 


$200 


$100 


3.3 


$200 


$120 


Actual 
purchases 
1946 


6.3 


$200 


3.1 


$50 


2.4 


$190 


1.3 


$120 


Actual Buyers of Selected Durables in 1947, by Price of Purchase 
and Income Group 


Buyers as a percentage of all spending units within income group 


All 
income Under $1,000- $2,000 
groups $1,000 $1,999 $2,999 
Under $100 9 6 12 10 
$100-$199 8 4 7 9 
$200-$299 6 1 4 7 
$300-$499 6 2 3 6 
$500-$749 3 1 1 3 
$750-$999 1 1 
$1,000 and over 2 0 1 
All cases 35 14 29 39 


$3,000 
$4,999 


Nn-e-wovdvd o 


39 


$5,000 


and over 




















INSTALMENT SALES INCREASING: °’ 


on the instalment plan, compared 


plans as a result of (1) increasing pro- 
duction of goods that are typically sold 
on a credit basis and (2) proportion- 


ately fewer buyers holding liquid assets. 


Actual and prospective buyers of 
selected durables are compared for the 
years 1946 through early 1948 in Table 
II on this page. The table reveals that 
in 1946 over three million families pur- 
chased radios. In 1947 only 1.7 million 
expected to buy them, but five million 
actually did so. Some 2.3 million have 
declared themselves in the market in 
1948. This figure is not an accurate 
representation of the number of radio 
units that will be sold because (1) it 
involves only the number of families 
that will buy, not the number of radios 
that will be bought and (2) people 
usually buy table radios on impulse, 
without advance planning. 

In 1946 only 2.4 million families were 
lucky enough to be able to find refrig- 
erators to buy. In 1947, 3.3 million 
planned to buy and 4.7 million did buy. 
ELECTRICAL MERCHAN- 
DISING for January, 1948, a total of 
3,400,000 refrigerators were produced 
in 1947. The 1,300,000 units difference 
is not accounted for. 

Washing machines were sold to 1.3 
million families in 1946. In 1947 they 


According to 
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INCOMES ARE HIGHER: 
cent—but more than one-fourth of all families spent more than they made.” 








In 1947, 42 percent of buyers bought 
to 35 percent the year previously 


were bought by 2.5 million families al- 
though at the beginning of the year 
only 1.4 million thought they would 
buy. According to ELEcTRICAL Mer- 
CHANDISING statitstics, 4,188,000 new 
washers were sold in 1947. The 1,688.- 
000 discrepancy between this figure and 
the 2,500,000 washers reported by the 
survey is not explained. The survey 
reports more refrigerators sold than 
did the magazine, some of which may 
have been used models, but the survey’s 
figure of washers sold is less than the 
actual sales total. 

Plans to buy washers in 1948 have 
been expressed by 1.5 million families. 
Actual unit sales will be much larger. 
For the first five months of the year 
they already totaled 1,873,090 standard 
size washers, according to the Ameri- 
can Washer & Ironer Mfrs. Assn. 

How Much Will They Spend? 

Since March there have been sev- 
eral price increases in the home appli- 
ance field. Therefore any projections 
of 1948 purchases based on the January 
intentions of consumers should be used 
with caution. Some indication, how- 
ever, of how much people plan to spend 
this year for durables other than cars, 








“During 1947 total money income increased 10 per- 
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obtained from the following 
table : 

15% will spend less than $100 

18% will spend between $100 and $199 

19% will spend between $200 and $299 

20% will spend between $300 and $499 

10% will spend between $500 and $999 

5% will spend $1,000 or more 

13% don’t know how much they'll spend 


In 1947 consumers underestimated 
how much they would spend in most of 
the lower brackets. They hit it on the 
nose between $500 and $1,000 or more 
ind overestimated how much they'd 
sgend in the bracket between $200 and 
Table III on page 40 shows 
w much percentages of varying in- 


S300, 


me groups spent for appliances and 
ther durables. 


WHO GOT THE MONEY 
IN 1947? 


\s stated earlier, people made more 
mey during 1947 than in 1946. In 
round numbers the increase in family 
ncomes was about 20 billion dollars 
ind was divided among half the 48.4 
families. Only nine million 
families reported income declines. As 
aresult of this increase in income the 
proportions of varying income classes 
we changed. Only one-third of the 
families were in the $3,000-or-better 
‘lass in 1946, but in 1947 this propor- 
tion had changed to two-fifths, or about 
19,440,000 families. 

The increases were fairly well spread 


million 


ut among various occupational groups. 
Three-fifths of professional, clerical, 
sales, skilled, and semi-skilled workers 
reported increases. Less increases and 
more decreases than any other groups 
were reported by the self-employed, 
farm operators, and unskilled workers. 

The median (middlemost—not aver- 
ige) income of 1947 was $2,530, nearly 
ten percent better than the $2300 me- 
1946. The gain was 
partially offset, however,,by increases 
nthe cost of living, since many people 
complained that they were worse off at 
the end of 1947 than in 1946, despite 
neome increases. 

Managerial and self-employed people 
had the highest median income in 1947, 
$4,500. Professional workers were sec- 
ond with $4,000. Skilled and semi- 
skilled ‘workers had a median income 


lian income of 








Income Changes from 1946 to 1947 and 1945 to 1946 as Reported by Spending Units in Various 


Percentage distribution of spending units within occupational groups 


All 


Managerial Skilled Clerical Farm 
Change in annual spending Professional | and self- and self- and sales Unskilled | Operators 
money income units employed | _ skilled personnel 
before taxes 1946 1945 | 1946 1945 | 1946 1945 | 1946 1945 | 194619 45 1946 1945 | 1946 1945 


to to 


—— 49 


Income larger. . 


TABLE 


IV 5 
Occupations 


to to 


62 46, Al 42 58 41 


42 
Larger by 25% or 18 17 18 14 17 17 20 17 
more 
Somewhat larger.... 31 25 44 32, 24 25 £38 24 
No substantial change in 30 27 19 29 35 29| 24 21) 
income 
Income smaller... . 19 28 18 24, 22 27 16 36) 
Somewhat smaller 1 #16 0« 1414 C285 Dt 
Smaller by 25% or 8 12 7 10 9 12 7 15) 
more 
Not ascertained... .. 2 3 1 1| 2 2 2 2 
All units. 100 100 100 100 100 = 100 = 1 
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of $3,000. Clerical and sales people 
were fourth with $2,900 and unskilled 
workers were last with $1,800. Farm 
operators’ median income was esti- 
mated at $1,500, but the figure is weak 
because farmers derive much income 
in the form of food that is not counted 
as money. A complete breakdown on 
income changes is provided by Table 
IV on this page. 

In general, consumers are still opti- 
mistic about their chances for income 
improvement during 1948. It is this 
optimism that makes them willing to 
dip into their reserves and savings for 
wanted goods. 


Characteristics of Income Groups 


Two-fifths of the families which 
made less than $1,000 during 1947 were 
single person units—farm operators, 





SALES WILL CONTINUE IN ‘48: “In 1947, about 17 million families bought con- 


Sumer durable goods. 


ELECTRICAL MERCHANDISING—SEPTEMBER 


The 1948 survey indicates no slackening in demand.” 


1, 1948 





widows, unemployed, retired, ete. 
\bout half of the heads of these less- 
than-$1,000 families were 55 years of 
age or older. 

In striking contrast to the lowest in- 
group is the $5,000-and-over 
Three-fifths of this group is 
composed of families with three or 
more members. Over half of them are 
headed by professional, managerial, or 
self-employed people. One-third are 
headed by skilled, semi-skilled, clerical 
and sales personnel. Four-fifths of the 
class’s families were run by people be- 
tween the ages of 25 and 54. 

Among the in-between income 
groups of $1,000 to $4,000 there were 
many families with two or more per- 
Skilled, semi-skilled and un- 
skilled workers comprised about three- 
fifths of the group. 


come 
] 


Class. 


sons, 


WHO HAS SAVINGS? 


A knowledge of how the average 
family is making out income-wise needs 
to be supplemented by information 
about consumer holdings of liquid as- 
sets in order to obtain a true picture 
of financial strength. 

The rate at which consumers added 
to their savings slowed down between 
1946 and 1947. In the earlier year they 
increased their savings about seven 
billion dollars. In 1947 they only added 
five billion dollars. The total holdings 
at the beginning of 1948 were about 
130 billion dollars, excluding about 20 
billions held as currency, a figure so 
large that people will be able to con- 
tinue to buy large quantities of goods 
and services for some time to come. 

At the beginning of this year ap- 
proximately 35 million families held 
liquid assets, but the 


some type of 


TABLE V 
Distribution of Spending Units, By 
Size of Liquid Asset Holdings, 
Early 1948, 1947 and 1946 


(Percent) 

Amounts 

of liquid 
assets held 1948 1947 1946 
None 27 24 24 
$1-$199 15 14 15 
$200-$499 13 12 14 
$500-$999 12 14 14 
$1 ,000-$1 999 12 14 14 
$2,000-$2,999 6 7 7 
$3,000-$4,999. 6 7 6 
$5,000-$9,999 5 5 4 
$10,000 and over 4 3 2 
All units. . 100 100 100 


Median holdings of $350 $470 $400 
all units 

Median holdings of $820 $890 $750 
those with assets 





median amount held was less than in 
1947, and, although the total number 
of holders was the same as in 1947, the 
proportion of holders was smaller. 
During 1947 people spent about 15 
billion dollars from liquid assets alone. 
Some two and one-half billions of it 


went for automobiles, appliances, tur- 
niture, and other durables. 
How Much Savings? 
Table V on this page shows how 


liquid assets were distributed in 1946, 
1947 and early 1948. Among all holders 
of savings the median amount held at 


(Continued on next page) 
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THE CONSUMER AND HIS MONEY (continued) 





COST OF LIVING INCREASING: ‘Constant rise in cost of food, shelter 


and clothing may offset prospective purchases of consumer durable goods.’ 


the beginning of the year was about 
1947. If you 
non-holders as well as those 
assets, the median in 1948 
was $350 compared with $470 in 1947, 
As the table shows, 
one-fourth of all 


$820, $70 less than in 
consider 


with some 


a little more than 
families had no as- 
had $1 to $199; one- 
$999: and 


sets ; One-seventh 
fourth had $200 to 


2 more 
than one-third had at least $1,000 


Relations Between Income and Assets 


holdings 


Liquid 


large measure, 


isset depend, in 


upon the size of income 


received, Therefore there is more than 
i little variation between the asset 
holdings of various income groups, as 


shown below 


Families Holding Liquid Assets, By 
Income Groups 


Percentage of family in each 
income group having any 


Annual income liquid assets 


before taxes 1948 1947 1946 
Under $1,000 44 49 49 
$1,000-$1,999 59 65 68 
$2,000-$2,999 73 80 85 
$3,000-$3,999 83 89 92 
$4,000-$4,999 90 92 94 
$5,000-$7,499 97 100 98 
$7,500 and over 99 100 100 
Even the families with $7,500 in 


omes don’t all have liquid issets 


now, 

but they did in 1947 and 1946. Every 
4 7 1 8 
single income group has shown a de 
cline in asset holdings. The decline is 
‘ est among the groups with in- 
comes up to $3,999 \ccording to the 
urvey, more people have drawn on 
bonds for cash than 

© r savings accounts 


H Vvevel trie rovernment yond Ss st ll 
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Money Makes Money 


Some increases occurred last year in 
the proportion of liquid assets held by 
people with big incomes. A total of 
43 percent (about 55 billion dollars) of 
all liquid assets were in the hands of 
the 10 percent of the families with in- 
comes of at least $5,700. In 1946 this 
group held only 39 percent (about 
$50,700,000,000) of the assets. 

Despite this concentration of wealth 
in the hands of the high income groups, 
the proportion of assets held by the 
other nine-tenths of the families was 
still large in early 1948. The 40 per- 


cent of the families whose incomes 
were under $2,100 held 17 percent 
(about 20 billion dollars). The re- 
maining 50 percent of the families, 


with incomes ranging between $2,100 
and $5,700, held 40 percent of the assets 
(about 50 billion dollars) 


Occupations affect asset holdings as 
well as incomes. Professional and 
business people hold relatively large 
amounts of assets. The majority of 
clerical and sales personnel hold less 
than $1,000. About half of the un- 
skilled workers hold no assets at all. 
\bout one-fourth of the farm operators 
and two-fifths ef retired people have 
no liquid assets. Table VI on this page 
provides complete data on the size of 
liquid assets holdings within occupa- 
tional groups. This table reveals the 
decline between 1947 and 1948 in the 
proportion of clerical, sales, skilled, 
semi-skilled and unskilled workers 
holding liquid assets. It also shows the 
decline in the median holdings of all 
occupational groups except professional 
and business people. 


Characteristics of Savers 
During 1947 approximately one- 
third of all families saw their liquid 
assets one-fourth had in- 
about one-sixth reported no 


decrease ; 
creases ; 
change. 

General characteristics of liquid as- 
set holders include the following: 

(1) People in large city areas have 
larger savings than those in smaller 
cities and rural areas. 

(2) Four-fifths of big-city dwellers 
have some liquid assets, but only three- 
fourths of those in other urban areas 
and two-thirds of those in the country 
have some liquid assets. 

(3) Among people with 1947 in- 
comes under $2,000 one and a half 
families decreased their assets for every 
one that added to them. 

(4) Twenty-seven percent of these 
with incomes between $2,000 and 
$2,999 increased their assets in 1947, 
but 35 percent decreased them. 

(5) Thirty-one percent of the fam- 
ilies with incomes between $3,000 and 


$3,999 added to their assets; 39 per- 
cent diminished them. 
(6) In the $4,000-$4,999 income 


group, 33 percent increased their assets, 
40 percent decreased them. 

(7) Forty percent of those with in- 
comes between $5,000 and $7,499 de- 
creased their assets whiie 38 percent 
increased them. 

(8) The only group to show an in- 





crease in liquid assets was over $7,500 
Forty-six percent put money 
away; 30 percent took it out. 


class. 


Where Will Savings Go? 


What all these income groups did 
with the money they took out of say- 
ings in 1947 may indicate what they 
will do with their liquid assets in 1948, 

People with incomes in excess oj 
$2,000 used their assets as much for 
durable goods, houses, or investment as 
they did for nondurable goods and 
services. This is a good indication that 
in their present optimistic frame oj 
mind consumers are willing to draw 
on their reserves to purchase the things 
they want or need. 

Of all the liquid assets spent in 1947 
about one-half went for houses or in- 
vestment. One-third went for nondur- 
ables and about one-fifth was used to 
buy cars, radios, furniture, washers, 
and other appliances. Approximately 
half of the people who used liquid as- 
sets to buy durables, including cars, 
spent less than $500. 


Consumers’ Other Resources 


The survey classes insurance, houses, 
stock and bonds among nonliquid as- 
sets, but these reserves have an effect 
on people’s buying capabilities. 

Nine percent of the 48.4 million fam- 
ilies own either stocks or bonds. Forty- 
five percent own houses or farms. 
Seventy-eight percent carry life insur- 
ance on at least one member. 

The overall picture of income, liquid 
and nonliquid assets is one of strength 
and stability and, despite the previously 
mentioned decline in liquid asset hold- 
ings and: the rise in the cost of living, 
the American public will very probably 
continue to buy the houses, automobiles 
and durables that are the hallmark oi 
its standard of living. Consumers have 
expressed confidence in the economic 
future; they have dipped willingly into 
their reserves to buy; most of them 
have some liquid and nonliquid assets. 

Perhaps the best proof of their status 
and their confidence is that even with 
today’s record appliance production 
they are buying that production as fast 
as it is made available. End 








TABLE VI 


Size of Liquid Asset Holdings Within Different Occupational Groups, Early 1948 and 1947 


Managerial Skilled Clerical 
and self- and semi- and sales 
Amounts of total Professional employed skilled personnel Unskilled Retired 
liquid assets held 
1948 1947 1948 1947 1948 1947 1948 1947 1948 1947 1948 1947 
None oe 6 6 11 10 27 22 17 12 53 48 38 40 
$1-$499 23 20 21 18 34 30 32 31 26 28 17 18 
$500-$1 999 28 32 26 32 23 30 31 34 15 19 19 17 
$2, 000-$4,999 24 19 18 22 12 13 14 17 5 5 10 13 
$5,000 and over 19 23 24 18 4 5 6 6 1 16 12 
All units 100 100 100 100 100 100 100 100 100 100 100 100 
Median asset holdings.. $1,350 $1,300 $1,400 $1,250 $250 $400 $500 $600 $50 
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MEAL PLANNING 4eéeo oct¢ HOME FREEZERS 

















AN INVENTORY is kept on a cupboard door, and a record maintained of every- 
thing put in the home freezer or withdrawn. 


Working women find this appliance 


supplements their electric refrigerator 


By TOM F. BLACKBURN 


SALESMAN casually walked in- 
Av Julia Kiene’s office one sum- 

mer day many years ago just 
after she had gotten started on an ex- 
tension job in Topeka, Kansas. 

“I'm a neighbor of yours,” he said. 
“I even know that you are getting 
milk from Romilk’s Dairy and want to 
congratulate you on it.” 

“Yes,” agreed Julia, “Romilk’s is 
about the only dairy in Topeka that 
supplies pasteurized milk, and I 
wanted it for my two little girls.” 

“T see,” replied the stranger. “But I 
don’t understand why you go to all that 
bother when you are so careless with 
the milk after you get it inside your 
nouse, 

“What do you mean?” bristled Julia. 
“We've got a Bohnan refrigerator and 
the bottles are stood in it at once.” 

e stranger nodded. “That proves 
You lose interest in that milk. | 

from a U. S. government bulle- 
that milk can’t be kept sweet at a 
(And that’s as low 
iperature as you can get with an 


temperature of 50. 
efrigerator. I can’t see why you 


pay a premium for milk, and run both 
k and a chance of wasting money.” 
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“What else can I do?” asked Julia 
Kiene. 

“Well, there are ways and means of 
keeping milk at a temperature below 
50, so that it stays as sweet and fresh 
as when you got it.” 

You’ve guessed it. The man was 
leading up to the presentation ef the 
food preservation story and it wound 
up by Julia Kiene buying an electric 
refrigerator for $375, which was still 
running when she left Topeka in 1937. 

What the salesman did was analyze 
He learned that Julia 
Kiene was a widow, taking care of a 
couple of small daughters, and figured 
that anyone willing to pay a premium 
to get pasteurized milk was a logical 
prospect for an electric refrigerator. 
He followed the lines of her interest, 
and the net effect was a sale. 


his prospect. 


Today with the home freezer in vir- 
tually the same pioneering position as 
the domestic refrigerator was twenty 
years ago, there is need, home econom- 
ist Julia Kiene opines, for salesmen 
who will intelligently classify their 
prospects. 

The two little girls that Julia Kiene 
(Continued on page 182) 
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HERE’S THE FOOD in the freezing compartment of the refrigerator, moved up 
ready for the meals. 








How Meal Planning Works Hand in Hand 
* With a Home Freezer 


A sample taken from Julia Kiene’s home 
in Mansfield, Ohio 


MONDAY 

Frankfurter macaroni loaf 

Snap beans—from Freezer 

Carrot-pineapple tossed salad 

Bread and butter 

Gingerbread upside down cake—From Freezer 


TUESDAY 

Veal shoulder roast—From Freezer 
Browned potatoes 

Lima beans—From Freezer: 
Grapefruit salad 

Hot rolls—From Freezer 

Rhubarb pie—From Freezer 


WEDNESDAY 

Roumanian potato cakes with creamed cooked meat 
Buttered broccoli—From Freezer 

Stewed tomatoes 

Bread and butter 

Plums—From Freezer 


THURSDAY 

Chinese omelet 

Buttered peas—From Freezer 

Cooked vegetable tossed salad from left-over vegetables, if any; otherwise, 
head lettuce 

Hot rolls—From Freezer 

Peach cobbler—From Freezer 


FRIDAY 

Scalloped salmon 
Succotash—From Freezer 
Cranberry salad—From Freezer 
Ice cream, cookies—From Freezer 


SATURDAY 

Roast chicken—From Freezer—stuffed before freezing 
Mashed potatoes 

Buttered carrots 

Bread and butter 

Ice cream and cake—From Freezer 
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BASEMENT SELLING for privacy, demonstrations, use of the complete G-E traffic to nearby departments. Left is Tom Nolan, appliance manager, studying 
kitchens and laundry supplement the main floor department, get advantage of plans with Ralph Eyre, sales manager and partner in Elfstrom’s 


Kitchen Specialists 


I you wanted to examine the selling The R. L. Elfstrom Co., Salem, Ore., is doing a that other departments can offer every- 
















t 


power that makes electric kitchen thing that is needed to complement the 


equipment move in and out of the profitable business in selling complete kitchens appliances that go into the complete 

R, ] ritstror (Co Salem, Ore... just kitchen. To go erith the electric sink, 
mut last a 7 seneral Electric ¢ an because it considers it a specialty, backs it up with range, reirigerator, trathe appli inces 
upply it, you'd have to look straight and steel cabinets from the appliance 
up t ire barre For the entire appliance-home furnishings organization department, Elfstrom’s offers the cu 
os % 7 —e tomer an opportunity to buy in that 
orwse ts vell as housewares and same store the lighting fixtures, kitchen 

— nd an outside sales furniture, linoleum, insulation, kitche 





1 and sale the city of Salem), and the energetic partments in the R. L. Elfstrom Co. curtains, and a complete assortment 0! 
complete kitchens the full backing ules-managership of partner Ralph are potential prospects for the kitchen housewares, for the new kitchen. 
Eyre. Because to a greater extent than salesmen. Sales manager-partner Ralph Coordinated through Ralph ! 
Jehind Elfst uccé n selling in the sale of any single appliance, Eyre knows this and sees that the the store’s departments build each 
| coord les of kitchens are tied in closely various departments give their full co-  other’s volume by exchanging 
ent, made po vith home building, modernization and operation to the kitchen salesmen in The sale of 2,000 sq. ft. of carpeting 
lead ng, the customers and pros- the appliance department. He feels indicated a refurnishing or remodeling a 
| every one of the ce that the store has been managed so (Continued on page 186) 
EL 
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ELFSTROM’S TOOK THE $5,000 PRIZE KITCHEN RIGHT IN ITS STRIDE 


wt Mrs. Raymond Terhaar of Mt. Angel, Ore., won first place 
in a national jingle contest sponsored by Swift & Co., she had 
the choice of either $5,000 cash or a $5,000 General Electric kitchen. 
When she chose the kitchen, it placed a sizable over-the-transom 
order in the hands of the R. L. Elfstrom Co., Salem, Ore., the nearest 
G-E dealer handling a full line of kitchen equipment. It placed a lot 
of responsibility too, for the Terhaar house is considered one of the 
oldest homes in Mt. Angel. Putting in a 1948 all-electric kitchen 
required complete remodeling of the kitchen area. 

It was then that Elfstrom’s kitchen selling organization showed how 
it was organized to back up every kitchen sale with a complete 
service that would carry a job right through to the finish. Ray 
Bonesteele, then manager of Elfstrom’s appliance department, worked 
with Mr. and Mrs. Terhaar to find out how they would like the kitchen 
arranged, how they wanted it equipped, gave them complete knowl- 
edge of the appliances available, the extent and the limitations in 
remodeling. With their ideas outlined, Bonesteele sent the data to 
the General Electric Home Bureau at General Electric Supply Co., 


BEFORE Elfstrom’s took hold, this was section of the kitchen of Mr. & Mrs. 
Raymond Terhaar, Mt. Angel, Ore., winners of $5,000 G-E kitchen. Five doors, 
bare bulb lighting, exposed plumbing, breakfast table for work surface, wood 
burning range—facilities inadequate and inconvenient for the parents and 
six children. 


BEFORE another corner of the room was re-designed, the Terhaars had to 
eat at this table, store dishes behind cloth curtain in cupboard. New Philco 
refrigerator, won as regional prize in Swift's contest before national judging 
gave Mrs. Terhaar complete kitchen, reposes against unused door. The need 
for improvement was obvious. 
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Portland, Ore. Shortly, Bonesteele was able to show the Terhaars 
a photograph of what their new kitchen would look like if they 
approved the design. With this approval, Bonesteele took the working 
blueprints supplied by the home bureau and got underway. 

Elfstrom’s showed the completeness of its services by being able to 
supply not only the G-E appliances, but the lighting fixtures, linoleum 
for counters and floor, insulation for the outside walls, curtains for 
the windows, and some of the new pots and pans. The structural 
changes were sub-let to a general contractor, but all the other work 
was handled by Elfstrom’s staff, including the painting, laying of 
linoleum and installation of the appliances and cabinets. The result 
was efficient handling of a job involving approximately $2,200 worth 
of equipment and $1,750 in construction and installation. The result 
to Mr. & Mrs. Terhaar and their six children is the possession of what 
the local newspapers termed a “Cinderella Kitchen,” a perfect 
example of how the well-organized appliance industry can trans- 
form a dingy, aged, labor-wasting workroom into a bright, pleasant, 
efficient and important room for homemakers. 


AFTER Elfstrom’s finished installing a complete electric kitchen for the 
Terhaars. This is same view as in “A”. Wide window over a dishwasher- 
disposal sink replaced long window. Exhaust fan over window. Small window 
and door eliminated, replaced by continuous work surfaces, metal cabinets, 
automatic electric range. Fluorescent lighting overhead. 


~ 


AFTER the same corner was redesigned by Harry Wiggers of Portland G-E 
Supply. and installed by Elfstrom’s, the Terhaar family of eight had this 
oversize corner eating nook, plenty of light from new window, adequate storage 
space in many new cabinets. Structural changes and installation cost about 
$1,750: anpliances, cabine’s, cther equipment, about $2,200. 








BULLOCK’S HOME ECONOMISTS turned 
the fair booth display into a scene of 


CORRECT PROCEDURE in ironing is explained to Bullock’s customers by Miss Coleen King, of the Carolina Power & Light Co., 


juring a special demonstration recently By 
A. B. WINDHAM 


Tht te . 
iH} i } Eg BAL HE three old-timers who own P 
x ii ui : . othc 


—— and operate Bullock’s, Inc., in 
a == Raleigh, N. C., figure they've 
learned enough about selling kitchens 

to write a book on the subject. 

“The best way to sell kitchens—or 
anything else—is to work like hell,” Con 
says J. O. Bullock flatly. Mr. Bullock 
is president of the firm. His sentiments _— 
are echoed by C. E. Fowler, vice-presi- 
dent and by Vann B. Covington, Jr., 
secretary-treasurer. And the partners 
can point toa $300,000 a year volume 
of sales to back up their argument. 

“The average dealer is missing a lot 
if he doesn’t keep his eyes and ears 
open for opportunities to tie-in with 
events in his home town,” says Mr. 
Covington, spokesman for the firm. 
“We made some kind of a record in 
selling kitchen appliances last year, 
mainly because we were able to take 
advantage of several local promotions 
by tying in with them.” 

There was the annual “Farm and 
Home Week” held last fall on the 
campus of North Carolina State Col- 
lege, for example. This event draws 
people from all over North Carolina 
and is designed primarily to acquaint 
the Tarheelers with the products of 
their own state. But Bullock’s saw an 
excellent opportunity to demonstrate 
the way to better living by the use of 
electric kitchens, and a tie-in was mad 
with the sponsors of the event, 


firm 
kine 


futu 


can 


our 
(om 


Displays Are Arranged 


The firm’s display was designed in 
Inc., was the ‘Farm and Home’’ Week on the North keeping with those arranged by the 
left, sales representative for General Electric, held a crowd of Raleigh college and by other exhibitors, and 


the result was pleasing to both college 


ONE OF THE MANY local promotional tie-ins utilized by Bullock’s, 
Carolina State College campus. Johnny Walker 
housewives spellbound with his demonstrations 
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fevered activity. They cooked everything 
from hot biscuits to roast beef. 





J. O. BULLOCK, president of the firm which bears his name, makes a last minute inspection of the company’s booth at the 
Carolina State Fair. The complete kitchen display proved a major attraction to fair visitors. 


E} TOWN” PROMOTIONS 














Bullock’s, Inc., one of Raleigh, N. C.’s most modern shops, has done an outstanding 


job of selling kitchen equipment by utilizing opportunities presented by local tie-ins 


officials and visitors to the event. The 
firm plans similar participation in all 
kindred events at the college in the 
future 

“We learned that a college display 
can be as effective as a state fair,” Mr. 
“With our home 
economists on the job every minute, 
our salesmen closed in and we sold five 
-omplete kitchens. We could have sold 
more if we’d had the merchandise.” 

Nor was the annual State Fair itself 
overlooked. When October rolled 
around, Bullock’s was ready for it. 
Mrs. Mavis Barber, the firm’s regular 
home economist, got the help of two 
workers from the Carolina Power & 
Light Co., and arranged a booth which 
presented washers, ironers, freezers, 
ranges, dishwashers, water heaters, re- 
frigerators and small appliances on a 
scale rarely shown at the fair. Work- 
ing from 9 a. m. until 11 p. m., the 
demonstrators determined to make the 
display one of activity rather than a 
simple static exhibition of appliances. 
They cooked everything from hot bis- 
cuits to roast beef and invited the on- 
lookers to share it as they passed 
through the booth. It was just like a 
home kitchen in action and even pro- 
vided competition for the hamburger 
stands, Mr. Covington recalls. 

Recordings were made on small plas- 
tic records for the customers and pre- 
sented to them as souvenirs. Needless 
to say, Bullock’s proved to be one of 
the most attractive booths at the fair 
and, according to Mr. Covington, 
orders are still rolling in as an after- 
math. 
\nother purely 


Covington says. 


angle 


“home town” 
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utilized by Bullock's was on the occa- 
sion of the store’s first anniversary. 
The event was not advertised exten- 
sively but as customers came into the 
store, they were réminded that the firm 
had served them and other Raleighites 
for a year and looked forward to serv- 
ing them many more years. Seven out- 
side representatives from distributors 
and manufacturers in the district were 
on hand to help greet the customers 
and to answer questions. The customer 
usually appreciated the informality of 
the occasion, felt that he was getting 
special attention and expressed his ap- 
preciation in a flood of orders. 


Location Provides Customers 


Still another local angle which the 
firm has utilized is one which came 
about more or less accidentally. The 
building occupied by the shop formerly 
was the office of the Carolina Power 
& Light Co. Electric customers there- 
fore knew the location well. Mr. Cov- 
ington says some of them still come in 
to pay their electric bills. The customer 
is directed to the right office but such 
unsolicited traffic is of course welcome 
to an appliance shop and many sales 
have resulted from the error. 

As specialists in the sale of kitchens, 
Mr. Covington points out that the firm 
utilizes almost every possible opening 
wedge into the field where they are 
most likely to be sold. Women’s clubs, 
Parent - Teacher Association groups, 
church organizations and school units 
all have been contacted and invited to 
attend demonstrations both at the store 
and at other places. Many sales pro- 


motional ideas other than the conven- 
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VANN B. COVINGTON, Jr., right, and C. E. Fowler, two of the owners of Bullock’s, 
Inc., are old timers in the appliance business. They have found the idea of tying 


in with local events a profitable one. 


tional cooking school or freezer forum 
have been used. 

For example, Mrs. Barber is in con- 
stant touch with the high school home 
economics teachers of the Raleigh area 
and frequently invites them in for an 
informal chat on new appliances. The 
teachers are thus afforded a chance to 
brush up on new equipment and receive 
helpful ideas which they can use in 
their lectures. Mrs. Barber suggests 
sometimes that the teachers bring along 
their entire classes for a demonstration. 
She particularly favors groups of girls 


from the third year high school classes, 


among whom she has had her best 
success demonstration work. Mrs. 
Barber also makes a concerted effort 


demonstrations in homes of 
Raleigh housewives, since she feels this 
is the best means of advertising the 
firm can obtain. 

Meredith College, a woman’s insti- 
tution of higher learning located in the 
city’s outskirts, also provides a fine field 
for Mrs. Barber and her fellow work- 


to stage 


ers. A keynote of cooperation between 
(Continued on page 174) 
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They NEVER STOPPED 








PLANNING # 8 8 Partners Charles E. Mitchell (with telephone) and Alfred 


B. Goodwin (leaning on phone book) talk over next year’s advertising plans with 


representative from the Nassau County telephone book in which Island 





Appliance the ygest advertiser 
HARI MITCHELL and Al _ yearly gross of about $500,000 with 
Goodwin were competitors in innual sales of between 2,500 and 3,000 
the early 20's. Mitchell was sell vashers, still the company’s specialty. 
ners trom door to Talking about the sales methods em- 
1 vodwin was doing the sam« ployed 15 years ago, Charlie Mitchell 
t! ureka Since both were ivs, “We used to leave a washer in 
vorking Long Island, N. Y., it was t home for three or four months be 
inevitable that the vould run into tore we closed the sale.” The only 
1 othet not once but several lifference between that technique and 
t One e leaving after a the one used today is in time—now 
ce tul le ist the other was they limit home trials to 60 days 
it to g the he Such encounters We still make home demonstra- 
ree nducive to a tion Mitchell says, “and not just 
ft dly relation np. and it must have mce in a while. We do it often. At 
occurred t wot men that thers least halt our washer sales are mace 
‘ t ffort such cot on a door-to-door basis, even auto- 
itive cany matics. We've been handling Black- 
When the l wa loomed ton example, about 10 years, 
wer the ‘ rizol i big profit ind, big as it is, we take it into the 
builder t el the opportun! me and demonstrate it.” 
' , No Charge, Madam 
Ol { 4 1 
machine t seemed only logical that rh willingness, even eagerness to 
the t nstance make demonstrations in prospects’ 
logic led to t ! t ynclusion, and homes is one of the keys to the com- 
t ‘ Lin any continued merchandising suc- 
t | G S t ess. Home demonstrations per se are 
Het pst 1 1 not a sure fire recipe, claims Mitchell. 
Freeport t It We don’t make anv charge whatevet 
] demonstratiot ns he SaVs, 
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SELLING 8 8 8 Even at 5:15 the main show room is a busy place, as this 


picture shows 


strate it in the lady’s home. 


‘even if the appliance is left there for 
two months and the prospect doesn’t 
buy it. That’s a risk we take, but it is 
a calculated risk. The first pitfall that 
confronts a dealer is to charge for a 
demonstration. It should be completely 
without strings. No obligations, no 
signing, no nothing. The minute you 
charge for a free trial you have per- 
verted its purpose. It has become a 
rental and the customer no longer feels 
any moral obligation to the dealer. 
Moreover, a charge rules out trials as 
good-will builders.” 

Second keystone in Island Appli- 
ance’s arch of sales is specialization, 
both by the store and by its personnel. 
The only appliances sold are washers, 
ironers, stoves and 
That's all. Note that the list 
excludes small appliances, radios and 
television, the last of which is cur- 
rently booming in the Long Island 
area. Since its inception, the firm has 
never handled radios. 

Limited as the lines are, they include 
several franchises. Among them are 
Bendix, Blackstone, General Electric, 
\pex, Easy, Maytag and Thor wash- 
ers: Hoover, G-E, Eureka and Pre- 


refrigerators, 


cleaners. 
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In the foreground one of the firm’s experienced and well-trained 
salesmen tells some prospects about a Blackstone washer 


He'll be glad to demon- 


Kelvinator and 
Apex, Ironrite, 
Thor, 
Kelvinator and G-E 


mier cleaners; G-E, 
Crosley refrigerators; 
Maytag, Bendix, 
G-E ironers; 


Easy and 


ranges, 
Salesmen Specialists 


The other half of their specialization 
system concerns the salesmen. The 15 
outside men are divided into three 
crews, each under a crew manager who 
helps close, and assigns blocks and 
streets for each day’s work. Within 
each crew are specialists. Some sell 
washers only, others devote their et- 
forts to cleaners, still others to ranges 
There is even a division between auto- 
matic and conventional washer sales- 
men. Men in the sales crews earn be- 
tween $75 and $150 a week on a dr 
and commission basis. The crew n 
agers, who do no canvassing the! 
selves, are paid an override, report 
the sales manager. Together, 
crews cover Long Island within a 
mile radius. It’s old-fashioned, dow! 
to-earth selling, the kind that gets 


sales. 


None of this sales organization ce: 
he possible, explains Mitchell, wit! 
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DISPLAY s s s Corner locations are much to be desired, say Island Appliance partners Mitchell and Goodwin 
This, their main store, is at the corner of two main thoroughfares in Hempstead, L. |. 





L. I., has continued with in-home demonstra- _ 
tions, sales and service specialization, and 
timely promotions and salesman education 






























I nd thie company’s Service section to back 
mrit t up. The service crew totals 15, just 


any men as there are on the out 


sales force Many of the sales 
have been with Island Appliance 
to 15 years, but so have many of the 
pair torce Chey too, are specialists. 
zatior You can’t ovet emphasize the im 
he 5 ortance of service after an article is 
three sold,” claims Mitchell “We trv to 
r who get a man out within 24 hours after a 
s and call. There are three men who service 
Vithir nothing but Bendix; two repair only 
e sel spinner-type washers; two work only 
I 0 ranges. Somebody goes out and 
al checks up on the operation of every 
major appliance within 48 hours after 
it is installed. A demonstrator—our 
rn | own—goes out after every ironer sale 
ct nd spends up to four hours on a post 
demonstration.” 
' Servicemen Salesmen 
oO 
lhe servicemen are not confined to 
vice. “Our outside servicemen are 
’ lesmen in disguise,” Says Mitchell. 
Jur servicemen are absolutely trained 








canvass homes and to interest cus 
ers in appliances. While the serv- SERVICE s s s Equally as important as the sales staff is the large service organization, responsible not only for 


(Continued on page 176) maintenance but also the rebuilding of appliances for resale. Ten percent of major sales are made n a trade-in 
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NO, THIS IS NOT A MAN FROM MARS! 


Chattanooga, Tenn 


by storm and brought him a sizable hunk of publicity 


ances, as he suspected it might 


wearing one of his famous radio hats which took the town 


It’s Jack Olmsted, appliance dealer of 


It also helped sell appli- 
of the local newspapers 


When it comes to innovations in the selling field, Jack Olmsted of Chat- 


tanooga, is full of ‘em. He’s building new business and adding to his profits 


by thinking up new angles to intrigue customers and boost sales 








BY MOUNTING A HOME FREEZER on oa utility truck attached to the salesman’s car, Mr. Olmsted has been able to quadruple 


his freezer demonstrations and to increase his sales of this appliance. 


The housewives and the kids get a free popsicle 


while the salesman lists the freezer’s good points 
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THE CZECHOSLOVAKIAN MINISTER of Foods, Dr. Mirek Kerner (right) and his 
wife got a full explanation of American appliances from Jack Olmsted during 
their visit to Chattanooga. The tie-up gave the firm a choice place on page one 


F you happen to be in Chattanooga, 
Tenn., and you get a glimpse of a 
man walking around with a Buck 

Rogers contraption on his head or 
some other outlandish get-up, don’t be 
alarmed—because it’s probably just 
Jack Olmsted trying out one of his 
many new ideas to boost the sale of 
electrical appliances. Mr. Olmsted 
knows it takes ideas to sell appliances 
and he’s just the man who has ’em. 


The Hat Story 


l‘or example, there’s the radio hat— 
a gag which had Chattanoogans talking 
tor days and which brought Olmsted a 
load of free attention which a regular 
publicity man might envy. Back in 
1946 when he had only a demonstrator 
refrigerator and little else to sell, he 
saw a squib in the paper about how two 
college students had invented a radio 
hat. He got in touch with the inven- 
tors, got permission to use the idea 
and brought out 10 hats in his home 
city. The hats—really pith helmets— 
had built-in earphones and an aerial, 
with two tubes and batteries skilfully 
built into the crown, forming a com- 
plete walking receiving set. It was a 
novelty, of course, but the editors went 
for it, splashed it on the front pages 
and the radio department of Olmsted 
& Co., received plenty of calls and in- 
quiries from people all over the area. 

“We did not sell the hats,” explains 


Mr. Olmsted. “We just used them jor 
advertising purposes by letting service 
men and members of the sales staff 





1948—ELECTRICAL MERCHANDISING 











THE 


ance 
oug! 
of v 


weal 
calls 
whic! 


a cre 


Al 
prov 
a We 
door 
ticed 
ona 
and 
vers: 
ter p 
of w 
aver; 
f the 
press 

“y] 
Olm 
chec! 
It dc 
get 
conv 
ance 
ber 
larly 
chec 


Chat 


T 
Olm 
push 
has 

attac 
car: 
froz 








100g4, 
e ofa 
Buck 
ad or 
n’t be 
just 
of his 
ale of 
Imsted 
lances 
‘em. 


hat— 
alking 
sted a 
egular 
ick in 
strator 
ell, he 
ww two 
radio 
inven- 
e idea 
home 
nets— 
aerial, 
cilfully 
1 com- 


s went 
pages 
Imsted 
ind in- 
e area. 
xplains 
em ior 
service 


s staff 








THE OLMSTED MERCHANDISING policy centers around the plan of specializing in the sale of appli- 
ances such as this home freezer which other dealers in the area are not promoting too heavily. A thor- 
ough demonstration holds the interest of this young married couple. In this way they’ll get a good idea 
of what a freezer can do in their own home. 


went out on 


wear them when they 
calls. You can imagine that every hat 
which appeared on the street, soon had 
a crowd following along behind it.” 


Pressure Gauge Useful 


Olmsted idea which has 
proved highly successful is the use of 
a water pressure gauge by door-to- 
door salesmen. The routine as prac- 
ticed by Olmsted salesmen is to call 
on a housewife, introduce themselves 


Another 


and in the course of the opening con- 
versation, to produce an ordinary wa- 
ter pressure gauge. Stating that 40 Ibs. 
of water pressure is necessary for the 
average home, the salesman then asks 
f the housewife would like to have the 
pressure in her home checked. 

“It doesn’t mean anything,” Mr. 
Olmsted points out, “except as a 
check-up on the pressure of water, but 
it does give the salesman a chance to 
get inside the home and to direct his 
conversation into the channel of appli- 
ances. You'd be surprised at the num- 
ber of sales we have made—particu- 
larly in washers—as a direct result of 
checking water pressure for people in 
Chattanooga.” 





Freezer Trailer 


The newest idea developed by Mr. 
Olmsted centers along the line of 


pushing the sale of home freezers. He 
has rigged up a utility trailer which is 
attached to a salesman’s car and which 
carries a home freezer loaded with 
The housewife gets a 


frozen foods. 
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practical demonstration right in front 
of her own home, and according to 
Mr. Olmsted, the idea works fine, in- 
creasing fourfold the number of de- 
monstrations which the firm makes. 
“When the housewife comes out to 
the street and sees a freezer actually 
full of frozen naturally she is 
interested,” he says, “and when ghe 
eats a free popsicle out of it while the 
salesman explains its use, its savings 
and its value, the reaction is excellent.” 


foods, 


Publicity Angles Used 


Mr. Olmsted knows how to take ad- 
vantage of almost every possible angle 
in publicizing his firm. One of his best 
stunts was staged recently when Dr. 
Mirek Kerner, Minister of Foods for 
Czechoslovakia, visited Chattanooga. 
Mr. Olmsted pulled a few strings and 
got Dr. Kerner and his wife to visit the 
store for a look at the operation of 
food appliances upon 
which they might report back to their 
native country. Of course, the visiting 
dignitary wasn’t in the market for any- 
thing and Mr. Olmsted didn’t expect to 
sell him anything, but the newspaper 
photographers were on hand and Olm- 
sted & Co. again made page one in a 
big way. 

A smart bit of advertising is the 
slogan which Mr. Olmsted adopted 
when he went into business back in 
October, 1945. At that time, he coupled 
the phrase “Radio, Television and 
Appliances” with his firm name and 
has consistently used it ever since, 


various new 
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though television tor Chattanooga is 
still a long way off. Nevertheless, Mr. 
Olmsted today finds himself as the 
only dealer in that city listed under the 
heading “Television” in the classified 
telephone directory and he figures he 
has a two year start on his contempo- 
raries. 


Advance Guard for Video 


“My idea is to keep the public 
conscious of the fact that we are con- 
cerned with television and when it 
arrives, we'll be regarded as old timers 
in it,” he says. ‘““We had the faith and 
the foresight to label ourselves as tele- 
vision dealers when television was re- 
mote and we expect it to pay off in the 
future.” 

Mr. Olmsted has made a careful and 
thoughtful survey of his selling terri- 
tory and figures he has developed a 
policy which should 
better considerably his sales mark of 
more than $100,000 last year. 


merchandising 


Anticipating Competition 


“What we are concentrating on at 
present is the sale of equipment which 
everybody isn’t trying to sell,” he ex- 
plains simply. “That is—freezers, dry- 
ers and ironers, disposal units and dish- 
washers. We aren’t specializing in any 
particular line but it is reasonable to 
assume that if we concentrate in those 
fields where competition isn’t so ter- 
rific, we are bound to sell a good vol- 
ume of appliances in those fields.” 

To carry out this policy, Mr. Olm- 
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LIKE TO HAVE YOUR WATER pressure taken? An Olmsted 
salesman offers to check up on the pressure in a Chattanooga 
home for this housewife. The move is designed to get him in 
the house and to look over the need for appliances. 


sted direct mail 
which than 500 
literature and buying suggestions on 
selected appliances. In 
contacts his salesmen pass out blotters 
instead of cards because he feels that 
cards often find their into the 
wastebasket whereas a blotter is in 
continuous use in the home. 


uses a campaign in 


more names receive 


door-to-door 


way 


Saves on Rent 


Mr. Olmsted’s shop is off the beaten 
path in its 123. Market 
Street in Chattaneoga, approximately 
10 blocks from the center of town. He 
selected the location deliberately, he 
says, because of the fact that 80 percent 
of his selling is done by outside sales- 
men and the savings in rent can be 
added to the salesmens’ commissions. 
Nevertheless, his shop is located in the 
center of the laundry, dry-cleaning and 
grocery area and has a large parking 
lot nearby. For this reason he appeals 
to the cash and carry trade in radio, 
advertising a 10 percent discount on 
radio service through classified ads in 
the newspapers. The shop is 25 feet by 
80 feet and contains a repair and 
trade-in department as well as a full 
basement for storage space. 


location at 


Former Engineer 


Mr. Olmsted, before going into the 
appliance business, was a civilian radar 
operator at Wright Field in Dayton. 
With the ideas he has developed to 
boost his sales he fully expects “to be a 
better dealer than an engineer.” End 
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GUINEA PIG CLASS held 
in the Merritt Evening 
School of Business, Oakland, 
California, proved the work- 
ability of the program. This 
school has one wing out- 
fitted as a store, with soft 
goods and, during this per- 


iod, one wall devoted to 





appliances. The business at- 
mosphere is complete, with 
cash register and sales slips. 
It is used during the day for 
the training of part-time 
salesmen, who learn here, 
while working for their em- 
ployers during the remainder 


of their time. 


Hascometo TRAIN SALESMEN 


The Northern California Electrical N 




















Merritt Evening Business School un- 
der the direction of Mrs. Margaret C 


Tiffany, conductor of district educa- 


| - sa sles ctpaencienes dane Bureau starts a comprehensive program ‘ 
a 


cr to aid dealers who plan to increase 


¢ ( t. Ranks of the les tion. The group started with 42 en- 

taffs of all organizations had dropped their sales staffs in the near future selleen, of which 20 tales te Gu 

vn t ! luring the period session course, receiving certificates oi 
those that did re completion. 

to bad ways. The The purpose of this test group was 


‘i By CLOTILDE GRUNSKY TAYLOR to iron out any “bugs” and to supple 





t ( g effect ment the course as planned with any 
t manv electrical dealers additional details, need for which was 
preferred to start with entirely developed during the sessions. Per- 
w material rather than to attempt to sonal reactions of the participants wert 
retrain wartime personnel out of it employed had no great need of sales are sold through the same store or de- obtained by personal interviews at 
icquired habit f indifference and  manship to be able to dispose of articles partment. To avoid duplication, the their own place of business, following 
ometimes of active discourtesy toward o greatly in demand planning committees of the two organ- completion of the course. Their ap- 
the public. On the other hand, it wa he committee in charge of this izations got together to see where their proval and enthusiasm was testimony 
obvious that the vast market for ele project therefore decided not to start fields overlapped. It was decided to to the careful work of the committee. 
trical equipment would require at ts training until the demand was suffi- divide the training into two parts—the , 
equivalent army of new blood to take cient to warrant a comprehensive pro- first to be a course in general sales- oyannn Oe Te 
are of the selling end. Many of the gram. In their opinion that time has manship which would be sponsored by Following this test group, the course 
newcomers would have had no sales come. Many dealers have already be- both groups, with a second specialized is to be made available to the entire 
experience at all. The salesmen who gun to add salesmen to their staffs; series of classes devoted to individual northern part of the state. In com- 
had gone to war and were returning others are planning to do so before appliances, in which gas and electric munities where a coordinator is avail- 
would need a refresher course long They need help in training equipment will be treated separately. able, it will be conducted by this local 5 
— their new employees. Industry opinion —— leader. Elsewhere, a visiting teacher 
seems agreed that the competitive mar- > nw will be arranged. ? 
[he Northern California Electrical ket is already here on many items and The general sales course as worked There is to be no charge for the 
Bureau, industry cooperative agency that it will soon be here on all. This out by the joint committee was tested course; all expenses will be met by the 
handling promotional programs in tl means that a refresher course in sales- on a “guinea pig” group in Oakland Sureau. Where local school authori- 
northern section of California, early anship will be of advantage to every- before being carried throughout the ties charge a customary fee for regis 
sounded out dealers to find out what one in the electrical field. state. The support of the Department _ tration for all extension work, they are 
they wanted in t regard he first \t the same time that the electrical of Education was enlisted, with the permitted to carry out their usual 
! t long after the war people were exploring the possibilities result that the final setup is being car- _ tice, but otherwise any charges are met 
ence ight to light the fact of a training course for dealers handl- ried out under the supervision of Dr. by the gas and electrical groups s 
t the time not yet ripe for su ng their equipment, the Gas Associa Ira W. Kibbey, chief of the state Bu-  soring the work. 
ictivity. Material shortages ar tion in this area was contemplating a reau of Commercial Education and of The visual-audio method is used in 
the ntinuing ers’ market” 1 training course addressed to salesmen Hugh M. Blowers, coordinator of re- presenting material, followed always by 
it unne : t gas appliances. In most cases in gional supervisors of district education. discussion periods in which the ind 
er of salesmet nd those who were lifornia the two types of equipment Che Oakland course was held in the (Continued on page 194) 
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Appliances “™ 
Hit the Road ,~ 
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With “everything from 
a light globe to a farm 


freezer’ aboard, a post- 





i | | a _— > war version of the trav- 

= eling appliance store is 
paying off for Vince's 
Electric, Salem, Ore. 


TOO SMALL for Vince's ambitions in the 
appliance business is his Salem store with 

less than 20-foot frontage on a side 
“get Yi street. So he took to the road. 











NEAT BUT CROWDED is Vince’s narrow store. Unable to expand here, he 
decided to take the appliance displays to the prospects’ homes. An extra result 
has been increased volume for this store 


By HOWARD J. EMERSON 





0] 

aret C 

edu 

42 en- PPLIANCES have hit the roadin Ford 1-ton chassis with a special Van 

1€  SIX- A Oregon, A traveling electric ap- _nette body. Including the paint job 

ate pliance store operated by Vince’s and extra equipment (heavy-duty bat 
Electric, Salem, Ore., is spending six tery and generator to handle the in- 

ap Wee “Ces days a week up and down the streets terior lighting load, and a large gaso 

eka > and lanes of the city and county. For  line-fired heater to warm the whole 

th al a . . the month of June, 1948, it produced interior) the complete outfit cost Vince 

ere AG ‘ | Be 1% $11,000 gross in the sales of appliances between $3,000 and $3,500. 

Per- i ’ a) Oe | and associated electrical goods, as well On the side of the truck reads 
ts sae ot as building an increasing volume of “everything in electric appliances,” 
le traffic for Vince’s store in downtown and in the newspaper advertising that 
‘% 6 ' ' Salem. creates interest in the traveling store, 
wis “It is just an old appliance selling Vince says “everything from a light 
me seh story dressed up for the post-war mar- bulb to a farm freezer.’ He has done 
eer ket,” says Vince A. Rodakowski, who his best to present at the prospect’s 

has come up a long way since he door a wide variety of electrical goods. 
ree started in the appliance business 16 From his store in Salem, Vince stocked 
dpric years ago in a $5.00 a month shack, the truck with the following: 

a reconditioning and peddling vacuums 
n com- ; < Launderall automatic washer. 

: which he had bought at $1.00 each . 
s avail- “ ms gg Blackstone conventional washer. 
is local SELLING VACUUM CLEANERS is Vince Rodakowski’s (left) first love. He started trom other dealers. And Vince’s Trav- Coolerater or Gibson refrigerator (which- 
teacher 16 years ago by reconditioning and selling them. Today he backs up his sales eling Store Is the same old story that ever he can supply). 
with the completely equipped service department pictured below. has geen going on since the days of Deepfreeze model C-10, 10 cu. ft. home 
for the the itinerant peddler and which is _ freezer. 
by the being done elsewhere in the appliance Electromaster deluxe electric range. 
saieail ye V3 E 1. * business today. But it serves asa good Electromaster apartment size electric 
7 : ’ Tye example of the post-war version of the '"9¢- 
Migr : traveling store, how much it costs, and Assortment of socket eoptances lnctuding 
hey are ’ r . roasters, automatic toasters, coffeemakers, 
al where, why and how much ” produces mixers, hot plates, grills, waffle-irons, several 
ae ial ’ . in extra sales volume for the appliance m@kes of steam ond dry irons, kitchen and 
a: } ; . retailer. alarm clocks, corn poppers, electric lanterns, 
Vince’s traveling store is a 1947 cord sets, plugs, extensions, flashlight bat- 
us n 


7 wt For a one day trip with salesman Mix turn the page 


ISING 











MRS. HANSEN SHOPS AT HOME 





On May 6, 1948, Mrs. Charles C. Hansen, Route #2, Salem, 
Ore., shopped and made purchases at an appliance store 
without going further from her home than the mailbox in 


front of her house. 


The Hansens’ attractive white cottage, 


about 5 miles from the crowded shopping district of Salem, 
was on the route scheduled for that day’s operation of Vince's 


Traveling Store. 


She spent less than three-quarters of an 


hour away from the house, purchased 12 light bulbs, a waffle- 


iron and a kitchen clock. 


Following demonstrations of all 


major appliances, she became sufficiently interested in a 
Deepfreeze and a Launderall to warrant a special call-back 


by the salesman. 





Appliances Hit the ROA continues 


teries, all sizes of fluorescent and incandes 
cent lamps. Represented are General Elec 
tric, Westinghouse, Knapp-Monarch, Toast 
master, Proctor, General Mills, Nesco, Dor 
meyer and other manufacturers of table 


appliances 
All major appliar ire bolted to 
! they Y ind the rough 
, vewa the rural dis 
ible ipp! ince ire displayed 
ks on the right side between the 
gerator and the freezer to lighten 
e load on that le Much experi 


entation went into the positioning of 


pp! ince nm order to balance the 
eight tor easy and sate driving \ 
20 ot extensio1 rd arried in 
e rear of the truck, ready to plug 
emonstratior o1 tne Vasner table 
] ces und ») put o e lights of 
t i r 
Two Salesmen 

e operate iveling tore 
two salesmen, but only one goes 
the truck at a time. Howard 
takes the truck for three days, 
then turn t over to Robert Hughes 
next three Ly Vince found 
that three days of travel and constant 
| istratior nd sales presentations 
were enough for one man to handle 
i week. Furthermore, after three 
la the salesman had built up a 
l list of prospects that required 
1 calls whi ould be made with- 
the traveling display, and there 
ere appointments which he had made 
to meet prospects in the store for live 
rar t tion oO the Launderall, 

1 r | freezer 
The irge territory which can be 
old economically by this traveling 
tore i been split between the two 
alesmen, balancing city and rural sec- 
o » that each has equal opportu- 


} 


nity but never sells into the other’s 


For the present, the traveling store 
will be making new calls only. Vince 
knows that this lay and the contact 
of his salesmen with home-owners is 
serving not only to sell at the house, 


but that it is making these people 
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ir with Vince’s Electric in Salem 


uuilding a steady volume of 
nes So he wants the truck 
very home in the area before 


tarts making any return calls. 
When this is done, he plans to have 
h route covered every four months. 
By that time, he says, customers will 
ave had time to enjoy the appliances 
they bought on the previous trip and 
they will have had time to get more 
oney together to buy something else. 
Salesman Mix or Hughes takes the 
traveling store in a straight line all 
day, then returns over the same route 
in the early evening making only those 
call-backs which had been arranged. 
Using this method was found more 
practical than traveling a circle route, 
because an evening call-back was found 
necessary in order to talk to the hus- 
bands in the sale of some major ap- 
pliances. 
From long experience pounding 
e€ pavement with vacuum cleaners, 
Vince made the rule that his salesmen 
must call at every house on the route, 
regardless of the size or appearance. 
He no longer has to enforce this rule 
because Mix and Hughes can point to 
everal sales of major appliances that 
were made at homes considered least 
likely to want or afford them. 


“Shopping At Home” 


In operation, Vince’s traveling appli- 
ance store is a simple procedure. 
Manned by one of the two experienced 
salesmen, the truck is 
brought as close as possible to the 
prospect’s door. The salesman invites 
the housewife to look over the display 
of electrical goods. The technique 
within the truck is that of the experi- 
enced salesman and the prospect, a 
“pitch” here, a “demo” there. Vince 
has dressed it up but little. Because 
not only the prospect’s but some of the 
neighbor’s children are bound to cluster 
around the truck, the salesman is pro- 


appliance 


vided with a large stock of balloons 

which keep the kids happy and busy. 

Jecause the housewife must remember 
(Continued on page 56) 





and daughter, when the long early morning shadows on Salem’s So. Liberty 
street drape Vince’s crew as they load a Blackstone washer onto the travel- 
ing store, check the truck’s supply of traffic appliances and small electrical goods 


1 Mrs. Hansen is at home, just finishing preparing breakfast for her husband 











into town, Mrs. Hansen can take time for salesmen Robert Hughes and 

Howard Mix to present complete demonstrations of the truck’s stock of 
major appliances, as Hughes is doing above on deluxe Electromaster range 
Normally a refrigerator is located just above ‘3-284’ license 


4 Not being in a rush to do other shopping, as she might if she had gone 








take out the truck’s 200-foot extension, plug it into the Hansen’s house 

current. She will now see Blackstone washer in action. Normally only one 
salesman accompanies traveling store, both made this picture-making trip at 
request of ELECTRICAL MERCHANDISING. 


7 Mrs. Hansen’s expression of interest in the washer is cue for Hughes to 
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hou 


Accepting the invitation to see Vince’s display of modern 
electrical appliances, Mrs. Hansen is surprised at the 
variety of electrical goods on the truck. Shown the small 


has gone out to play. Mrs. Hansen has taken no extra time, made no special preparation 
to go shopping that day. Shortly after nine o’clock Vince’s Traveling Store pulls up to the 
house and salesman Howard Mix starts for the door. 


Breakfast dishes are finished at the Hansen home a few miles outside Salem, Ore. The daughter 3 


appliance that would be valuable in their semi-rural location, but never have 
taken time to go into an appliance store for demonstration. Traveling store 


provides excellent opportunity for Mrs. Hansen to get freezing story and demon- 
stration of this C-10 Deepfreeze. 


A For a long time, the Hansens have been interested in a home freezer as an 


With 110-volt line into truck, Mix gets Mrs. Hansen to see demonstrations 
of both conventional and automatic washers. He shows her features of the 
Launderall during “‘dry run’. At right is apartment size Electromaster range. 


Vince finds big demand for small electric ranges among the very small Oregon 
nomes. 
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things first, she buys kitchen clock. 














Standing in her front yard, Mrs. Hansen receives a salestalk on the Blackstone 
washer. Like others who visit the traveling store, she doesn’t hesitate to 
let salesmen give demonstrations because she is under no obligation, can 


walk away if she chooses. Thus at ease, the prospect listens—and is more 
easily sold. 


demonstrations of two ranges, two washers, a freezer, and several socket 


9 Mrs. Hansen has made necessary purchases, has received leisurely and private 
appliances. 


With a personal gift, a kitchen gadget, presented by Hughes 
with Vince’s compliments, she is ready to go back into her home, 50 feet away. 
Less than 45 minutes have passed. 
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Appliances Hit the Road 


Continued) 


Vines Elec ( resent vit] 

rn ill itt n ron back to 
é IOUS Always these filts ire 
ract le u rhe things \ she'll 
Keep rout na use ind ( CT 
V ince As a rule Vince gives a 
tchen gadget e of \ ety he 
ick I ty | t¢ to 
10Qe 


But iltl 1g the operatiotr pro 
cedure ple e travel ng ippl 
nee store method of merchandis 

g ha iny ole Vince's traveling 
tore to fill a need in his organiza 
tion, it has to fill a prospect’s need, and 


Financing and operating the travel- 
ing display does fill a distinct need in 


Vince Rodakowski’ electric business, 


vhereas it might or might not be prac 
tical for another dealer, even in 
Salem. Only an individual study of 


i store’s location, traffic, market area, 


competition and franchises, can de- 


termine the value of a traveling store 


just as such a study did favorably 
when Vince analyzed his position a 
year ago 

Store space is scarce in Salem, too. 


Vince considers himself lucky to have 
the space and the location that he does, 
but he knew that it was not the best 


location for an appliance store in 
but little street traf- 


ne It served well his needs for his 


Salem. There was 


irge vacuum cleaner repair business 
ind a eadquarte for his crew of 
icuum cleane salesmen, but there 
vas little chance of developing his 
) ince busine to the volur € he 
‘ ed 
Vince kn t vas pioneering 
my tively new appliance lines. He 
id full confidence in his Launderall, 
Coolerator and Electromaster lines, 
ind he knew that he could sell then 


1 1 


n profitable volume if he and his or 
ganization could get to the people with 


their sales story. Outside selling was 


the solution 


Shopping Difficulties 


Salem, as well as being the state 
capital, is the center of a large trading 
area, much of which is prosperous but 
country. Vince 
knew from experience that these pros- 


spread-out farming 
pects from the outlying areas usually 
come in to trade once a week. But 
he knew, too, that this shopping time 
is limited and as a result is usually 
confined to the busiest shopping dis- 


tricts where most of his competition 
was located Selling at the pt spect’s 
1ome was the logical solution 


Vines knew by then that he would 


ive to put on salesmen to sell out in 
the field, but two things bothered him. 
\ in old vacuu leaner man, he 
that a demonstration was the 
effective of selling And 
( couldn't ure it 1OW to get 
enough omen to agree to come into 
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THE TRAVELING STORE AT WORK 


On Tuesday, April 27, 1948, Vince's Traveling Store left Salem 
at 10:30 A. M. for the neighboring town of Valsetz, Ore. For 
six hours on Tuesday and another six hours on Wednesday, it 
By 6:00 P. M. Wednesday it was 
Following is salesman’s log. 


went from house to house. 


back in Salem. 
PROSPECT 


Mrs. N. E. Weaver 
Mrs. Ed Lytle 
Eugene Williams 
Mrs. Chas Anderson 
Melvin Ferguson 

E. C. Wallace 

John Est 

Shirley Cvitanovich 


Sold one plug 


R. Fournier - - - (not home) 
Wm. Carver - - - (not home) 
J. D. Hagen - - - (not home) 
J. H. Purdy 

L. R. Turner - - (not home) 


Ed Jacobsen 

Ed Morrison 
Chas. C. Meintz 
I. J. Kubena 
Frank Whitton 
Mrs. Leslie Willis 
James Gilmore 


Mrs. Al Downs 
Mrs. Ernest Johnson 


W. R. Birchfield 
Mrs. M. Rose 

Mrs. K. C. Hendrick 
Mrs. F. W. Wilson 


Mrs. F. E. Godsey 
Alvin Zuver 


Earl Fawcett 
S. R. Jacobsen 





Sold one Westinghouse roaster 

Deepfreeze demonstration, interested later 
Sold one waffle iron 

- - - (not home) 

Deepfreeze demonstration 


Sold model C-10 Deepfreeze 
Sold Telechron clock, gave Deepfreeze demonstration 


Sold model C-10 Deepfreeze, Hot-cake grill, Nicro 
coffee maker and 12 light bulbs 


Sold one Nicro Coffeemaker 

Sold one Launderall 

Demonstration of ironer arranged for store 

Ordered one Mixmaster 

Sold one Blackstone washer 

Sold one Gibson refrigerator 

Sold one Blackstone washer, 
roaster and one waffle iron 

- - - (not home) 

Sold one Universal waffle iron, wants Gibson refrig- 
erator and Blackstone washer next trip 

Wants pop-up toaster next trip 

Wants Westinghouse roaster and grid next time 

Wants washer and pump later 

Sold Universal waffle iron, interested later in steam 
iron and roaster 

Order for Westinghouse roaster and grid with stand 
for delivery next trip 

Ordered refrigerator for delivery next trip 

Sold one Nesco roaster 

Sold one Dormeyer mixer 


RESULTS 


one Westinghouse 








Salem for a demonstration at the store 
Che solution was as clear to him then 
He would 


nape} 
paper. 

] 
t i 


is it sounds here on 
take the l 


store display to the prospect's 


mes where his salesmen could do an 
effective job of demonstration and sell- 


ng He 


version ol! the 


would make up a post-war 
stores-on-wheels which 
had been used successfully by dealers 


elsewhere 
Serves the Customer 


Vince feels that the success of his 
traveling store is due greatly to the 
ways in which it serves the needs of 
the customers. The housewife, par- 
ticularly one living away from the cen- 
farms, can cut 
down on her shopping time when she 
comes into Salem. While shopping at 
the traveling store she can take time 
from her housework to look at 


ter of town and on 


iway 
the latest in appliances and can spend 
the time to hear a full story. If she 
spent that Vince’s 
Salem she taking the time 


time in store in 
would be 
iway from other essential shopping or 
vould be sacrificing time she planned 
to spend “looking” at hats, dresses, etc 
The housewife doesn’t have to get 
dressed up. She 


Salem in a washdress and apron, with- 


wouldn’t go into 


out her hai prettied up, but she doesn’t 
» to go out to the curb or onto 
dressed that 


prospects 


her driveway way. To 


more willing to 


ike 1¢ 


ieel that way, Vince has his salesmen 
dress neatly with a jacket instead of a 
The same informal idea of 
dress holds for the evening call-backs, 
too. The tired husband who could not 
be coaxed into dressing up for a drive 
into Salem to see an appliance, is more 
villing to put down his paper or glass 
of beer to go outside to the truck. 

\mong the younger women pros- 
pects, says Vince, the problem of what 
to do with the children when shopping 
is a constant problem. If she takes 
them into town with her, they wear 
her down and put her in no condition 
to visit an appliance store, to say 
nothing of listening patiently to a sales 
talk or demonstration. If she waits 
until Saturday and the family goes 
into Salem, it will be the father who 
gets impatient and wants to get the 
kids home. If she leaves the children 
at home with the husband, then seldom 
can a final decision be made on a major 
Vince feels that he has the 
answer with the traveling store. The 
kids become the truck’s problem, and 
that is taken quickly by 
presents, 


suitcoat. 


appliance. 


care ot 


No small service to the customer is 
the fact that all the display and selling 
is done outside her home. Vince knows 
that many women prospects had given 
to him and his vacuum, 
not because they were uninterested, but 
because they hesitated to let him into 


t quick “no” 
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a house that was upset either because 
there were dishes around and papers 
on the floor, or because there was sick- 
ness. Then there’s the lack of obliga- 
tion to buy. The prospect feels freer 
to listen to a sales talk or watch a 
demonstration if she 
didn’t go into the store and ask for it or 
that she didn’t invite the salesman into 
the house. Because she feels no obliga- 
tion, knows she can walk back into the 
house at any minute, sl 
tient and more attentive—and as qa 
result is more easily sold. 


feels that she 


1¢ iS more pa- 


Only the Beginning 


Vince's traveling store netted $650 
during the first month of operation, 
although it was not on full time sery- 
ice because of time out for installation 
of interior lighting and heating. A 
sample of its success on one trip is 
illustrated elsewhere in this article. 
Another indication of Vince's success 
is the records of Ben Sanderson, west- 
ern manager of Deepfreeze, which 
show that Vince’s Electric, Salem, 
Ore., sold more Deepfreeze 
freezers during the first half of 1948 
than any other appliance store in Ore- 
gon, including the large Portland 
stores. Vince says that the 
of the traveling store in demonstrating 
the home freezer at the homes of rural 
prospects was the major factor in his 
achieving this freezer sales volume. 

A checkup on the routing sheets of 
salesmen Mix and Hughes, shows that 
the women agreed to come out to the 
truck in 95 percent of the homes visited 
Including sales made later in follow-up 
calls, the reports show that sales were 
made to 90 percent of the people who 
visited the traveling store. These sales, 
however, include light bulbs, cord sets, 
plugs, etc., but Vince feels that the 
truck’s supply of lamps and wiring 
devices is one of 
Not only are these small-priced articles 
selling well—the truck averages $300 


} 
nome 


success 


its biggest assets. 


a month in lamp sales alone—but 
gets people accustomed to buying from 
the traveling store, it makes them 
customer of Vince’s Electric, and when 
the truck calls again they will remem- 
ber some small item they need and bx 
willing to go out to the truck. The ap- 
pliance salesman will take over from 
there. 


Good Traffic Builder 


Vince feels that the sales volume 
produced by the traveling store cannot 
be considered the full measure of its 
value or success. He has seen and 
checked on his store traffic in town, and 
has found considerable upswing caused 
by two new types of customers. There 
are the people who first bought from 
the traveling store and have started t 
trade regularly with Vince. And there 
are the people who couldn’t buy when 
the traveling store was at their hou 
but who remember the appliances t! 
were demonstrated and they reme! 
ber that they are available at Vine: 
Even if Vince should discontinue op: 
ation of the traveling store two or th: 
years from now, although that is di 
nitely not his intention, the operat 
would have built up a large voluw 
of regular customers for his store. / 
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PERKINSON SHOWS how television receivers on FLOATING CLOUDS, television programs coming ULTRA-MODERN store decorations and comfort 

. display in show window can be readily prepared through the air to displayed sets (actually working) aid the evening demonstrations at Music House, 

, for receiving through wiring permanently installed. —this is just one of the artful window displays that now “Television House,’’ too. Here manager Frank 

( Curled strands at top simulate reception. aid Music House’s switch to ‘Television House.” Perkinson adjusts a luxurious DuMont set 








west- 
\ 
( 
1948 
Ore- USIC House, 291 Delaware “Evening demonstrations,’ accord- 
tland \ve., Buffalo, N. Y., is aptly ing to Simon, “are just a case of, if 
iccess named. This aggressive firm you can’t make the mountain come to 
ating has won a place among the area’s you, you'd better go to the mountain. 
rural leaders in record, radio and musical “People know what they are going to 
n his nstrument sales. get out of a record, a phonograph or 
ne, When television recently came to a radio. They’ve known and used them 
ts of Buffalo, D. B. Simon, store owner, for years. But television is still new, 
; that and Frank Perkinson, manager, dis- and will be for some time. 
o the cerned what the “writing on the wall” “Television sets are not bought on 
sited would be if they didn’t accomplish a the salesman’s say-so. No sir! Every- 
yw-up new identification among their cus- one concerned—in other words, both 
wert tomers. That is, how was Music husband and wife—wants to see the 
ho House to sell television, a huge, profit- thing work, argue a little about price, 
sales ible market opening up? and argue some more about improved 
| sets Chey huddled and came up with a programs and reception ability. 
t the “T-Formation” which, in a nutshell, “All right, we're open most eve- 
iring has made the switch: “Music House nings, and we advertise the fact. We 
ssets ls Television House,” is the play they demonstrate to the general store crowd, 
ticles lammer away at, bucking the retailing A LARGE GROUP begins to gather around a Philco receiver to see an athletic or to couples, or to individuals. We 
$300 ne contest. Couples especially, according to store-owner D. B. Simon, like the find customers in a more leisurely, 
ut it Simon, the quarterback in our story, leisurely ‘‘shopping’’ that can be done in the evening. considering mood. 
frot hands the ball, expertly, to three “run- “They ask about program and re- 
e1 ning backs’ and gets darned good ception improvements, and we say, 
whet irdage. His backs are: ‘Sure, they’re coming.’ They ask 
met 1—Evening demonstrations. These, about price reduction, and we answer, 
nd be e reports, are selling television better ‘We can’t tell a thing about that as 
1€ ay than the average day-time in-store yet.’ We're as honest as we can be 
from lemonstration, because couples can about television.” 
come and see and consider, whereas The second “running back,” adver- 
luring the day, with hubby working, tising, gets a lot of drive from a heavy 
x vice versa, only half of the buying black advertisement which is sprinkled 
olume power is represented. throughout dailies, and is also included 
annot 2—Heavy, pointed advertising, that in larger advertisements. About two 
of its emphasizes that Music House is now by four inches, it has a black back- 
1 and Television House.” ground and the message is in white: 
n, and 3—Skillful in-store promotion “Music House is Television House.” 
‘aused through beautiful, restful demonstra- An asterisk after “house” directs eyes 
There tion areas, and expertly trimmed win- to the bottom of the advertisement, 
from low displays. where the address is given. Larger 
ted to Now let’s study these backfield aces advertisements reiterate that “Natu- 
} ttle e etal ae . » 172 
a“ pn ae Se Sane. AS OWNER, D. B. Simon studies a heavy adver- (Contes on page tS) 
tising campaign to get customers to identify 
— Music House as “’Television House.”’ 
mn 






met The proprietors of Music House of 
‘ = ss 
’ Buffalo, N. Y. came up with a new 
se p PVISIO | identity to attract video business 
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FORTY-FIVE ELECTRIC WATER SYSTEMS have been sold 


in a few months through use of this display fixture at Cocos’ St 
The pump throws actual water, running from the spigot back firm 
nto a stainle teel tank enclosed in the bottom 


other sales, William G. Cocos Co., Lemay, Mo., found; demonstrations did the trick 


tion eowners du the 
eve neg ou yn cde I ele ri 
1 t en hig ) 
table the \W G. Cor (Co 
le trical dealer at 738 I iV 
| vy Road, in Le vy, Mo 
Located opular iburb south 
of St. Lo vith inv farm homes 
within 1 tone throw’ Cocos’ 
beautiful new marble-glass showroom, 
Paul Heath on-in-law of founder 
William G. Coco is been agressively 
merchandising electric water systems 
r the past eleven months. “Water 
te! ive yven to be an ideal item 
for the contractor-dealer located in a 
ill town, or semi-rural area,” Mr. 
Heath explained. “Until we put in our 
rst line ind began advertising in 
local new pape! I had no conception 
of the actual market involved. Since 


found that there are lit- 


eTa I c OI ome VM it¢ 
] ettil by with ant 1ated te 
te har pum] or ettin Liong 
unsat i € ce wh 1 Ca 
« olved with the nstallation o 
’ ” 
n electric wate ystem 
The Coc tore carrie vate SVS 
tems in a large Variety Of capacities 
— > 1 
and sizes, ranging trom 3SUU through 
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A PUMP INSTALLATION in a farmhouse six miles from the 
Louis city limits is typical of the jobs done by the Cocos 

Here Mr. Heath is making final adjustments before 
the job is okayed for the customer. 


Demonstrating WATER SYSTEMS 


Besides being a profitable line in themselves, water systems laid the groundwork for 











THIS HALF-FINISHED HOME illustrates a type of construction which Mr. Heath 


encourages 
water softeners 


500 gallons per minute output, powered 
by either electric motors, or small gaso- 
line engines, and averaging around 
$135 to $165 in price. Not only imme- 
iate profit from water system instal- 
lations, but continuous sales of water 
softeners and conditioners, laundry 
equipment, modern cabinet sinks, wir- 


concrete housing for the pump. This opens up sales opportunities for 
150-gallon storage tanks, water heaters, etc., all housed here 


ing, etc., are involved in this field, 
according to Mr. Heath, who has sold 
40 installations since the first unit was 
brought into the showroom. 

In the left-front corner of the store, 
immediately behind an all-vision win- 
dow where it is seen by thousands 
of motorists driving by daily, is 
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a highly unusual display “demonstra- 
tion unit” which Mr. Heath worked 
out with the water pump many 
facturer. This consists of an 18;gallon 
galvanized tank, with electrically-pow- 
ered pump, mounted on top of a cir- 
cular 50-gallon tank which is entirely 
enclosed in a _ polished blondewood 
housing. Projecting from the side of 
the 18-gallon tank is a water tap, over 
an 8-inch circular hole, which permits 
the pump to fill the tank, and salesmen 
to demonstrate the unit by merely 
turning on the faucet and allowing the 
water to drain back into the tank at 
the bottom. “Perhaps nothing has 
helped us to sell water systems so ef- 
fectively as demonstrating the conveni- 
ence which such a system permits in 
this way,” Mr. Heath smiled. “We 
have found that all the photographs, 
conversation, urgings we can muster 
do not have one-half the potency of 
merely turning on the faucet and let- 
ting the customer see a large volume 
of water delivered instantly.” The 
blondewood fixture enclosing pump 
and tank, incidentally, has brought 
hundreds of interested housewives liy- 
ing out beyond the city water mains 
into the store all during late 1947 and 
1948—and many sales have been made 
“right off the floor.” 


Spots New Homes 


Not content with “drop-in traffic” 
however, Mr. Heath has developed a 
well-organized merchandising  pro- 
gram. First, utilizing the evening 
hours, he drives regularly around the 
residential districts surrounding Le- 
may, and spots new homes under con- 
struction, foundations being laid, etc., 
and immediately follows up by locating 


the owners’ names and_ addresses 
through building permits, and city 
offices. If the home is located away 


from the city water mains, the owner 
is a cinch to be a water-system pros- 
pect, according to Mr. Heath. Archi- 
tects and builders quite often give him 
friendly tips, and a cooperating or- 
ganization which digs wells for con- 
tingent use with the electric water 
systems has also provided many leads. 
“Our prospect leads come from a hun- 
dred different sources,” Mr. Heath 
said. “From satisfied previous users of 
electric water systems, from architects 
and builders, from answers to news- 
paper ads, the display in the window, 
and even the manufacturer himself.” 
All prospects are brought into the 
Cocos where they are 
shown not only the electric water sys- 
tem, but contiguous appliances which 
the water system makes possible in 
the home—with the emphasis in par- 
ticular on electric water heaters, elec- 
tric laundry equipment, etc. Mr. Heath 
usually arranges to drive out, pick up 
prospects, and bring them into the 
showroom during the evening hours, 
when husband and wife can be brought 
in together. Invariably, it is the w 
always mindful of washday, baths 
the family, dishwashing, etc., who | 
comes most enthusiastic over the wat 
system. The husband, on the ot! 
hand, is concerned about installation 
details, and such problems as whe 
(Continued at bottom of page 184 


showroom, 
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REMODELED 
For RECORDS 


Famous-Barr Co., St. Louis, took a 
look at the shortcomings of its record 
department and decided to try 
Now the firm thinks it has 


most of the answers 





CHAIRSIDE PHONOGRAPHS ore displayed attractively in the foreground, and beyond them is the 
largest radio-phonograph combination room for demonstrations. 


TREMENDOUSLY efficient 
new radio and record depart- 
ment, constructed after an anal- 

“weak points” and “bottle- 
necks” in selling had been made by the 
i outstanding feature of 
Famous-Barr Co., St. Louis, Mo. 

The huge new 8th floor department, 
as shown, has done away with such 
usually-standard features as individual 
listening booths (except for classical 
records), self-service displays, which 
always required more time to keep in 
shape than was saved by the customer 


in helping herself, etc, 


ysis of 


store, 1S an 


32-Ft. Listening Counter 


Outstanding feature of the depart- 
ment, as shown, is the popular record 
display on the left side. The record 
section, toward the rear, is split into 
two equal sections, counters on the 
right devoted to classical albums, and 
those on the left to popular records. 
Instead of listening booths, the cool 
gtay and green Formica counter, 32 
feet long, incorporates 18 “standup” 
listening posts. As shown, the counter 
slopes out sharply from the floor, to 
















GENERAL VIEW of the 18 listening posts in Famous-Barr’s new record setup shows the counter from the customer's 


point of view, with an eye-catching canopy display of popular albums. 
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elbow height, so that the customer may 
lean comfortably on the counter, with 
head between glass panels 3 feet apart, 
and listen to a record from a small six- 
inch loud speaker, set directly in the 
countertop in front of him. Beneath 
each of the 18 “listening posts” are 
automatic record players which make 
it possible to put on a stack of records 
and let the customer listen to all of 
them without assistance from a sales- 
person, until he has made his selection. 
Back of the counter are a dozen stock- 
bins at right angles, concealed by a 
blondwood partition, in which thou- 
sands of popular records and albums 
are alphabetically indexed for quick 
service. Over the “listening posts” an 
overhead canopy, sloped at an angle of 
45 degrees downward, shows more 
than 100 albums of popular bandlead- 
ers, illuminated by concealed fluores- 
cent lamps. Standing in the center of 
the department, a customer may read 
identifying description on all of the 
album covers without moving. 

On the right, a U-shaped counter- 
rail surrounds the classical music de- 
partment. 





1948 


Inset every three feet in the 

















REAR VIEW of listening posts (see front view at top of page), 


showing the individual automatic record players beneath the posts 


Formica top of the rail are glass cases 
for accessory items, such as needles, 
record brushes, life-time play, crystal- 
point needles. Here, too, the counter 
slopes out, so that customers ‘“‘may get 
their feet under” and stand extremely 
close, without obstructing traffic along 
the aisle. Classical records are kept in 
10 blondwood cases, which have double 
sliding-panel doors, each of which dis- 
plays 4 albums. Sam Gross, buyer, 
calls these “‘suggestion cabinets” inas- 
much as the albums on the face are 
changed daily, and reserve stock is kept 
behind the sliding doors, 


Listening Rooms, Too 


In the rear are five listening rooms, 
which, however, are reserved entirely 
for classical records. Cabinets of most 
popular classics are kept in each room, 
so that it is not necessary to give 
“booth service” except in exceptional 
cases, 

At the left-front corner of the de- 
partment is an 8x7 foot “children’s 
record” section, devoted entirely to 
juveniles. This, too, has a “listening 
post” only 34 feet above the floor, so 






that children may enjoy the same con- 
venience in listening to a record as 
adults. 

In the exact center of the depart- 
ment on the left is the radio repair 
shop, which accepts and returns small 
radios brought in for repair, which 
are transferred to a separate repair 
shop. To the right of the entrance is 
the radio tubes and parts sales coun- 
ter, a modernistic little shop, which 
carries replacement tubes 
known make of home radio, and goes 
into more advanced equipment for 
“ham” operators. 

Crowning eye-appeal point is the 
“Musaphonic” radio-phonograph com- 
bination room 12x12 feet, which shows 
15 beautifully radio-phonograph com- 
bination sets running up to $1250. 
Completely air conditioned, it has “pic- 
One 
switch will turn on all the sets in the 
room for quick demonstration. 

On the right side, a series of radio- 
phonograph combination rooms, five of 
them, each devoted to the product of a 
nationally-known manufacturer, allow 

(Continued on page 184) 
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ture windows” on each side. 
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CRAMPED SALES QUARTERS, due to a large inventory of many national brands BY ACQUAINTING THEMSELVES with customer problems and living condi- 


f appliances, is no handicap to Mrs. Pfeil when she enthuses over an electric tions Mr. (here demonstrating an electric blanket for a customer) and Mrs 
blanket being considered by a housewife. She knows what features will appeal to A. C. Pfeil paved the way for better than average sales volume in the com- 
prospects and emphasizes them parative newcomer among appliances. 


The Pfeils, at Girard, Pa., watch 


§ Mm a Sto [ p Tr C ks for homes without central heat- 


ing; listen to customers’ health 


In BLANKET SELLING © <sszs‘s—ics* 


R. and Mrs. A. C. Pfeil, part- Pfeil reasoned that these factors pro- 
ners in business as well as vokea situation not unfamiliar to many 
married life, achieved a siz- appliance dealers, especially in rural or 

able volume of electric blanket sales by suburban areas: 

carefully slanting their selling efforts Numerous dwellings are largely ina 

to meet customer problems. They own  semi-developed stage. Due to building 

and manage a comparatively small fur- material shortages, or materials being 

niture and appliance store in Girard, expensive and hard-to-get, often these 

Pa., slightly over 2,000 in population. houses temporarily lack a central heat- 
“We've had better than average suc- ing system. 


” 


cess in retailing blankets,” reported “This, in turn, accounts for a largé 
Mr. Pfeil, “because we literally moved number of unheated bedrooms, the wa) 
irom behind the sales counter and put we figure it,” explained Mrs. Pieil. 


ourselves in the customer’s place.” “But these rooms are wired for elec- 
He and his wife revealed the follow- tric appliances, and that’s a cue for us 

ing study of their class of trade in to go to work. 

merchandising plans for the blanket “We point out that the electric 

line (Universal) added some months _ blanket or quilt makes for solid, restful 

ago: sleeping comfort, especially in unheated 


First, they considered the store’s lo- bedrooms. Just an easy adjustment 01 
cation in a small rural community with the blanket’s controls, and the sleep 
diversified means for family income. can be oblivious of room temperature. 
It is some ten minutes drive from Erie, “You'd be surprised at the nun 
Pa., a bustling industrial city. Several of our customers, home-owners oF 
score of Girard’s residents are em-_ builders, that have found this point ap- 
ployed in Erie. pealing—we've learned that they have a 

In addition to a number of these stove set up in the living room, 
workers gradually setting up new and around it are spent their waking 
homes or houses in Girard and the hours of home life. In these circu 


- 








greater Erie area, local people other- stances the electric blanket becomes 2 
MR. PFEIL washes the small show window of his popular furniture and appli- wise employed are also building in the godsend.” 
e store in Girard, Pa., but size of the store has only slightly hampered the post-war housing boom, somewhat of a The partners have a long-standing 
I r growth of this aggressive firm national headache (Continued at bottom of page 1% 
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Timely premium promotion means 
extra Tru-Heat Iron sales for you 


The news breaks in mid-September in full-page color 
VN ads in Better Homes and Gardens, Good Housekeeping, 


Woman’s Home Companion, Household and Country 


La Gentleman. Leading newspapers from coast to coast plus 
AR: the Betty Crocker Magazine of the Air will reach millions 

















of other women. 


Better stock up on Tru-Heat Irons and the big three 
way Laundry Kit deal now. 
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TE tru feat tron | ‘Hang-Open | 3a Handy ALL THREE 
ondi- e ° 
Mre SPONSORED BY pin - Ne 
com- ’ LY 
hangs on the clothes- keep hands out of hot, 
line at easy reaching soapy water. Strong 
height and slides grip lifts clothes out of 
along line so it’s al- tub easily yet spring 
ways right where it’s action releases in- 
needed. Stays wide stantly. Smooth, light 
; : open so pins are easy basswood prongs are 22 
For faster, easier, better ironing. to get at. Saves stoop- inches long to keep fin- Y 
Tru-Heat features and modern ing, speeds hanging. gers way ieeun wenn. 
design are making women dis- Roomy enough for 
satisfied with other irons, eager lots of pins and for 
to own this sensational postwar storing line, too. 
iron. RETAIL 
FAIR TRADE PRICE $12.50 
= Each double premium (tongs = — 
<< and clothespin bag) comes 
_— in this handy, easy to handle, 
f easy to sell combination 
many ”. package. Limited quantity Bright windew streamer stops shoppers. Use it 
iral or . we ma 6 available. Place your order also as wall sign, wire hanger. 
yina a 
ilding ‘ Hang open © vo wor 
being Cj coves Reemne 
these 
he it 
larg 
e Wa 
Pie 
é Simple, colorful counter-window display unit 
for u turns shoppers into buyers. 
Streamer and display packed in carton with six 
ectt deals identify your store as the place to buy. 
, 
‘estful 
leat dd 
ent ol 
let per 
atur 
in 
rs or 
nt ¢ 






Betty Crocker 
isa 

trade name of 
General Mills 


General Mills, Inc., Minneapolis, Minn. 
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Campaign Strategy 
based on Factory- 
distributor-dealer 

cooperation 


Knitting a closer alliance of 
the factory-distributor-dealer 
set up, Motorola’s all inclusive 
new fall campaign stresses ad- 
vertising helps for every phase 
of radio and television mer- 
chandising. Realizing the tre- 
mendous importance of letting 
everyone “in the know,” Mo- 
torola is sending out a mighty 
barrage of promotional mate- 
rial to distributors, dealers, 
and the last key link, the re- 
tail salesman. It’s a big thing 

a carefully designed ad- 
vertising tie-in that just can’t 
miss anything short of smash- 
ing success! 


Dealers See 
New Profits 


Enthusiasm is running high 
among Motorola dealers all 
over the country. Seeing a 
clear path ahead toward new 
profits, dealers are unani- 
mously acclaiming the new 
Fall Motorola campaign as| 
the sellingest campaign of the} 
year! 





Applaud ‘Hard | 
Selling’ Ads | 
| 


In happy agreement with 
Motorola’s policy of getting} 
their “firstest with the hard-| 
est-hitting advertising’ deal-| 
ers, distributors, jobbers and| 
salesmen everywhere are sold 
on keeping Motorola adver- 
tising in work clothes. 


Sales Boosting 
“Selling Hints” book 
available to retail 
Salesmen 


A handy little refresher 
course in selling hints and 
techniques that'll go a long 


way toward briefing salesmen 
on things they already know 

but probably forgot due 
to the lazy sellers’ market of 
wartime. It’s a sure-fire help 
for salesmen who want to 
meet the challenge of the 
profitable, new buyers’ mar- 
ket! Available to all radio 
salesmen thru their Motorola 
distributor. 









| standard and 


MOTOROLA DOES IT AGAIN! 


NEW PROMOTION BIGGEST T0 DAT 


Surpasses Gigantic Spring-Summer Campaign! 


First Ads to 


Motorola TELEVISION Line 


Television’s clearest, brightest pictures on Golden View 
screens ... Motorola’s exclusive Golden Voice FM sound 
... Stunning, new Furniture Styled cabinets . . . these are 
the three outstanding highlights of Motorola’s new tele- 
vision line! Paraded before reading America in dynamic- 
ally illustrated, hard-hitting national ads, the new Motor- 
ola receivers are packed with the appeal that attracts fast, 
“plus” sales. The four shown below will be quickly recog- | 
nized as the most outstanding dollar-for-dollar values in 


the television field today! 





| THE NEW VKI0g CONSOLETTE big 


screened and beautiful, showing crystal-clear 
pictures with Motorola's exclusive Golden 
Voice FM sound 





VFIO3 EVERYTHING IN HOME ENTER- 
TAINMENT! A complete home theatre offering 
large-screen television, life-like FM, brilliant 
AM, an automatic record changer for both 
Long Playing’ records and 
plenty of record storage space. 







feature NEW 











“Sy a 
vTios . . GORGEOUS TABLE MODEL. A 
regular console-size screen in a gorgeous Fur- | 


, vooe,,s|Big Circulation list guarante 
vee *"'1T, 455,486 readers—Prospects 
see ads again and again and age 


Based on a_ conservative|mering national promo 
estimate of 2.7 readers per| will be seen by customer 
| Magazine, 177,455,486 poten-| practically every pos 
'tial customers see Motorola’s| reading taste, in almost é 
national advertising. Yes,| magazine they pick up. If 
that’s a good deal more|tremendous story told i 
people than live in the United | tremendous way to b 

States, so what this figure| Motorola dealers tremend 

|actually means is that each| new profits! 

Motorola ad will be seen by| Alert dealers all over 
PRICE. Bright television vith Seiden Volos ru | every literate American . . .|country are planning ti 
tebla model plonecred the west of ie idea |/not just once, but time after|campaigns to harness 

time. This continually ham-!salespower to their own 54 





that television had to be costly! 





Furniture Styling 


gets feature Spot 


in new Program 


Highlighting the breath- 
taking beauty of Motorola’s 
Furniture Styling, 
the new fall campaign is 


exclusive 


stressing new furniture beau- 
ty for the home with cabinets 
designed and finished to lead 
the field. Truly the smartest, 
most sell-appealing sets you 


lever laid eyes on. 





Dealers to get Selling 
Aids keyed directly te 
National Ads 


DISPLAYS — STREAMERS — MAT 


the teerst 
DOW yoo con attore the | 


sau 
Milena 


TELEVISA iti oe 


By keeping all advertising materia! in 






same family, Motorola increases its value maf 
fold. The use of like and similar techniques 
art and copy slants makes Motorola advertisi 
. establishes a strong 4s 
ciation in the customer's mind .. . leaves 4 last 
ing impression that rings cash. registers 
















easy to recognize .. 

















IT WILL BE SEEN BY OVER 


69,724,254 


ABLE-AND-READY-TO-BUY 
FAMILIES 


Here are the 
BIG CIRCULATION 


magazines that will 
sell for dealers. 


LIFE 















































Sept. 20th, 1948 5,447 406 
POST 
Sept. 18th, 1948 4,013,151 
HOLIDAY 
October, 1948 805,000 
ESQUIRE 
- October, 1948 650,000 
Television Conselette. a Ny 
Bi shows brilliant, = 
ssubeatensionsdb due = A, \ => THE AMERICAN WEEKLY 
nels. Gorgeous Furniture a hi : Sept. 19th, 1948 9,718,441 
Styled cabinet. a Wh : 
Model VK 106 
BETTER HOMES & GARDENS 
Medel VI71 October, 1948 3,302,161 


Gorgeous Table Model 


| =o yes | 319995 GOOD HOUSEKEEPING 


October, 1948 3,067,000 
plus eerie! 
end instelletion 
" LADIES’ HOME JOURNAL 
in thousands of homes Ce teat 
ee": 
Television’s Greatest Value! LOOK 
Sept. 28th, 1948 2,910,404 
records, FM and AM Wait no longer —for now you can afford the new, exciting miracle of 
tadio, record storage, es . ' . a Die , 
Forni Seyled cabinet television in your own home! Here is television's clearest, brightest, 
Model VF103 smoothest picture on a direct-view screen—accompanied by incomparable N EW SW E E K 
Motorola Golden Voice sound—in a hand-rubbed, Furniture Styled October 11th, 1948 741,211 
cabinet. It’s engineered for /ightness (weighs only 26% lbs.) so you can 
carry it from room to room. Simplified controls make it easy to operate. REDBOOK 
Thousands of more-than-satisfied customers call it the finest—and, wonder Oo 
é ? ctober, 1948 1,911,588 
of wonders, the best costs less. See a demonstration soon. 
cows @ @eeeeeeeeeeceeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee THIS haat (2 issues) 


Sept. 19th, Oct. 24th 17,856,582 


DENVER POST 


el » TELEV \S\ 


nning ti 


arness 


Sept. 12th, 1948 373,271 

COMIC WEEKLY 
Price wd ie 5 loating Aen NAAM Radio Aurome, October 24th, 1948 8,532:334 

ond postabtes aE a 
DALLAS TIMES HERALD 
MOTOROLA INC. ¢© CHICAGO 51, ILLINOLS (comics) 

Prices slightly bigher in south and west. Installation extra on all television receivers. Look in Your Classified Phone Book for the name of your nearest Motorola Dealer. October 24th, 1948 138,000 
NATIONAL GEOGRAPHIC 
October, 1948 1,610,236 


You know about the success of the spring and summer campaign TOTAL 


Plan now to get in on the EVEN BIGGER fall campaign CIRCULATION 
WRITE, WIRE or PHONE YOUR Motorwta DISTRIBUTOR NOW! 65,724,254 
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OD Exclusive! 
“LIFE-BELT”* ELEMENT 


The wide band of gentle external 


Sy, 


~ 
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heac that prevents destructive 
lime formation Operating at 
“black heat,” it’s practically burn- 
out proof. The only element with 


a ten-year guarantee, 


«3 Exclusive! 
“IONODIC’* SYSTEM 


More than just a magnesium rod. 
Controlled internal tank protec- 
tion that prevents rust, stops cor- 


rosion, doubles tank life. 


«) Exclusive! 
TEN-YEAR GUARANTEE 


A new element, new tank, or a 
whole new heater if failure occurs 
within 5 years. After 5 years, and 
up to 10 years, a new element, 
new tank, or new heater on an 
elapsed-service basis. No other 


guarantee is so liberal! 
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McGraw Electric Co., Clark Division 














NOTHING EVASIVE about the “Toast- 
master” Water Heater 10-year guar- 
antee! 


IN PLAIN WORDS, every partof the‘Toast- 
master” Water Heater necessary for 
long, satisfactory service is covered by 
the guarantee. That goes for both the 
tank and the ELEMENT! 


NO OTHER electric water heater gives 
your customers so much value for their 
money. And only the “Toastmaster” 
Water Heater gives you such a clear, 
convincing sales story! 


FOR FULL DETAILS on the profitable 
“Toastmaster’* Water Heater fran- 
chise, fill in and mail the coupon. A 
few desirable appointments are still 
available. So act now. 


5201 W. 65th St., Chicago 38, Ill. 
or 1055 W. 5th St., Azusa, Calif 


Please send me full details on the profitable Toastmaster’’ Water Heater franchise. 


SEPTEMBER 
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EQUIPMENT THAT REQUIRES DEMONSTRATING is a smal! dealer’s meat. Read 
























































’ MANUFACTURERS’ DISPLAYS are carefully thought out and should be used, he 
: about Sherley Mason’s trick washer presentation. says—and he uses them. 
j 
‘ 
. ’ lealer should add an extra which is neglected by many dealers 
x I ut Don t Over oOo Gealer Brot ad an extra which 15S negilectec yy many Geales . 
7 A string to his bow by handling He got his literature out to his pros- 
~ commercial refrigeration, says pects. 
"e Sherley Mason of New Albany, Ind. He opened a service department in 
Ns (pop. 25,404). It gives him some _ the nearby town of Hamburg—where 
. extra business in a bracket where there he could get space—and services all he 
»4 is less competition. It brings him in _ sells for a radius of 25 miles out. One 
os touch with the bigwigs of the town man is assigned to commercial work. 
x who are also important buyers of Another leaf he took out of his dis- 
household appliances. It enables him tributor’s book was the keeping of 
to do business with folks who regard records. All too many dealers neglect 
refrigeration from a dollars and cents _ this, he says. 
standpoint. Last of all, as a com- In the 16 ft. wide store Mr. Mason 
mercial operator you have added pres- has carried out the color scheme and 
tige in the community. display that were recommended by the 
The Sherley Mason story is the story Frigidaire organization. 
of a distributor’s man who deliberately “T realize that they don’t work out 
Sherley Mason, New Albany, Ind., finds entered the retail field. It is the saga these displays and designs up at Day- 
° ° ° ° " of a salesman who traveled all over the ton just for the fun of it,” he says. 
if gives him extra prestige and profit territory and who learned the peculiar- “They must sell merchandise or they 
ities and foibles of small town custom- wouldn’t be recommended to us.” 
ers. Slowly but surely he won a wel- 
Truth is, Sherley Mason had the come from New Albany families. With 
choice of three franchises when he the furniture stores, as he suspected, 
indicated that he would like to open appliances were a side line, and they 
a shop of his own. He chose New’ were glad to send prospects over to 
Albany, right across the river from him. The town is German, and slow 
Louisville, because that vicinity had to take in changes, but the time came 
been his stamping ground for years when the Rotary asked him to join, 
and he knew people. In opening in and the country club extended an in- 
New Albany several years ago he was _ vitation. 
diplomatic in not stepping on the toes “The 1937 floods in Louisville en- 
of dealers already there. For example, abled me to win some more friends,” 
he avoided asking for a Maytag fran- he said. “The high water put a lot 
chise because a popular dealer already of people temporarily behind the eight 
carried it. He.got a downtown loca- ball. The finance houses at Louisville 
tion with good traffic and decided to came over and repossessed a lot of 
be an appliance specialist. For one merchandise from these families in 
thing, the town had three furniture distress. The result made them mad 
dealers who carried appliances as a enough to want to trade at home in 
minor line. He knew if he didn’t com- New Albany. 
pete with furniture, they would send With refrigerators still scarce, you 
la him appliance business when they can’t give people good trades, he says. 
couldn’t sell it. Today only one deal in eight results 
E-98 ~~ ina trade-in refrigerator. The others 
go to friends and relatives inasmuch 
For the first two years he stayed as the family can make a better deal 
open until eight each night just to than the store can. 
give people a chance to come in while Within three years, however, more 
downtown and visit at the new store. than 80 percent of the refrigerator 
COMMERCIAL UNITS are as easy to sell and service as domestic refrigeration, He did one thing which as a distribu- sales will involve trade-ins, Mr. Mason 


a ‘ ; ‘ 
Sherley Mason declares. tor’s man he knew was important and (Continued on page 180) 
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Afraid you’ve missed 
your big opportunity? 


t 


fe 


HERE’S THE REFRIGERATOR LINE THAT MAKES 
THE FAMOUS DOOR WORK FOR YOU! 


<The eh ae 


ey 





Look it over .. . note the variety of models .. . compare 
their advantages with those of any other refrigerator line. 
No wonder thousands of dealers the country over are 


finding themselves “on velvet” with a Crosley franchise. 


as” F ry 
of ’ 
eee 
Mibha, Sth eS 








Crosley MODEL SD-108 —s — . MODEL F-108 : - MODEL SD-88 
capacity: 10.5 cu. ff. re- capacity: 10.5 cu. ff. re capacity: 8.6 cu. ff. re 
frigeration, plus 1.53 cu frigeration, plus 1.5 cu frigeration, plus 1.4 cu 

m e S ft. Ever-Dry Storabin ft. Ever-Dry Storabin ft. Ever-Dry Storabin 


GREAT SELLING FEATURES 


Every service convenience is embodied in the 1. FREEZIN-COLD COMPARTMENT for Frozen Storage 





Shelvador* . . . abundant extra space for 

bottles and other tall articles . . . 5 separate 2. NORM-COLD COMPARTMENT with Meat Holder 
storage compartments . . . the right tempera- 

ture and moisture for every kind of food . . . 3. CONVENIENT CRISPER for Leafy Vegetables 
easy access ... better arrangement, And onl 

the Crosley Shelvador* viilembie offers all 6. CORSET SHORTEN for Gatre Ory-Rerege 

5 of these advantages . . . 5. EXCLUSIVE SHELVADOR* Time-and-Work-Saver 
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CROSLEY 


FRANCHISE 


One glance tells you why this famous door is far and 





away the greatest selling feature in modern refrigeration. 
To the housewife it’s an eye-filling dream of finger tip 
convenience .. . extra front-row storage . . . perfect food 


arrangement that eliminates fumbling, spills, lost time 


SER TEE RE OER TT IS MME LN PT Ie STL LE TE ee 


and effort. To you it means an exclusive sales advantage 





so convincingly superior it sells itself. 
Let this famous door open the way to more sales, 


more profits. 











NOW MORE THAN EVER THE GREATEST EXCLUSIVE 
FEATURE IN THE APPLIANCE BUSINESS 
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THERE’S A MODEL 
FOR EVERY MARKET 











aS 7 





There are no lost sales fsr lac!s of the proper model when 
you have the complete Crosley line. 5 popular sizes . . . 
5 different price appeals . . . a Shelvador* for every 






MODEL D-88 MODEL M-88 


capacity: 8.6 cu. ff. re- capacity: 8.8 cu. ft. re- purse, for every need. 
frigeration, plus 1.4 cu frigeration, plus 1.4 cu 
ft. Ever-Dry Storabin ft. Ever-Dry Storabin 





CROSLEY QW, 


Division— 4Z¥EO Manufacturing Corporation 
Cincinnati 25, Ohio 







Shelvador* Refrigerators @ Frostmasters @ Ranges @ Radios @ Radio-Phonographs @ FM e Television @ Shortwave 
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Heres Your Lucky 


MANNING BOWMAN ANNOUNCES A COMPLETE 


LINE OF HANDSOME, QUALITY HEATING 


Manning Bowman now offers you the fin- 
est line of heating pads—one you'll warm 
up te fast! And so will your customers. 
Yes, and these quality heating pads offer 
seven big advantages: 


J. Now there’s a Manning-Bowman quality 
heating pad—priced right—for every use, for 
every customer. 


2. You can assure customers that only the 
best materials and finest workmanship go into 
these heating pads. Manning Bowman qual- 
ity craftsmanship has been known since 1857. 


3. All Manning-Bowman heating pad covers 


are handsomely designed and are easily re- 
movable for cleaning. 


4. Manning-Bowman heating pads range 
from 3-speed heats to 3 specific heats, from 
moistureproof to waterproof. All are thermo- 
statically controlled; all carry the Under- 
writers’ Laboratories approval. 


5. On the long, 8-foot cord of Manning- 
Bowman heating pads there’s a handy thumb 
switch that can easily be clicked to low, me- 
dium, high or off positions even in the dark. 


6. Manning-Bowman heating pads are flex- 


ible—easy to wrap around arms and legs. 
They're perfect bed warmers, too—and swell 


for taking chilly dampness from bedding. 

7. Packages are attractive, eye-catching. 
Covers are colorful and in good taste. There’s 
a Manning-Bowman heating pad to fit every 
pocketbook, every purpose, every decorative 
plan. 

In heating pads as in other things, 
“Manning Bowman Means Best.” In fact, 
during all our years of making heating 
pads, we’ve never had a single complaint 
about them! Better phone your distribu- 
tor and stock up on this new Manning- 
Bowman heating pad line. You'll have the 
highest quality line in town! 


Manning Bowman Means Best 


Master Craftsmanship in Quality Home Conveniences Since 1857 


Manning, Bowman & Co., Meriden, Connecticut * In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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THE FIFTH FREEDOM is here being preached by J. B. Carver, Nashville 


dealer with ideas. 


His “Freedom Trailer” became a familiar sight to house- 


wives of the Nashville territory, who heard Mr. Carver tell them all about 


“Freedom from wash day drudgery.” 


The Freedom Trailer 


By tying in with a popular idea, J. B. Carver of Nashville, 
Tenn., found he could double the sale of washing machines. 


EMEMBER the “Freedom Train” 

and what a big hit it was? Well, 
so did J. B. Carver, a man of ideas, 
who operates the appliance shop bear- 
ng his name at 127 Eighth Ave. No., 
Nashville, Tenn. 

“I got to thinking about the ‘Free- 
dom Train’ and the ‘Four Freedoms’,” 
says Mr. Carver, “and I just decided 
to do a little liberating of my own. I 
rigged up a truck trailer with a Bendix 
aundry on it, dubbed it the ‘Freedom 


railer’ and went around the country- 


side preaching a fifth freedom—‘Free- 
dom from wash day !’.” 

The stunt smash hit with 
housewives in Nashville and Davidson 
County, just as Mr. Carver figured it 
would be. His procedure of exploita- 
tion was first to thoroughly advertise 
his “Freedom Trailer” in the local 
newspapers, welcoming calls for free 
demonstrations and bearing down hard 
on the idea of “freedom from wash day 
drudgery.” People liked the idea fine 
and the response, according to Mr. 


was a 


All Ranges Connected 


Every dealer would like to have all the ranges on his floor 
connected so that they might be demonstrated where they stand. 
rhe expense of 220-v. wiring is such that this is generally out 
of the question and the average store is lucky if it has the range 
in the exhibit kitchen hooked-up to show the customer the opera- 


tion of tell-tale lights and other features. 


The El Paso Electric 


Company has suggested to the dealers in El Paso, Texas, a method 
of at least providing that the light will come on when a switch is 
turned, at a cost of not more than a few cents per range. 

First secure some extension wire that will reach from a -.all 


outlet (120-v.) to the range outlet where small appliances are 


wii 


plugged in. Then by putting an attachment plug cap on both ends 


of the cord, you may hook up your range. 
into the range outlet, then into the wall outlet. 


First plug the cord 
It will now be 


possible for you to show your customers how the lights, pilot 
lights and the clock work. The cooking units will not get hot, 
of course, because the power delivered is 120 and not 220 v. This 
method makes possible the connection of all ranges on the floor, 


or of any range desired by simply attaching such a cord and plug 
It is easy to install and can be 


at the time of demonstration. 


removed without trouble when the floor sample is sold. 
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Carver, was terrific. He somethimes 
had twice to three times the number of 
calls he could get to. 

The next step was to set out with his 
trailer, upon which the Bendix washer 
had been secured with a load fastener 
to eliminate vibration, and to begin his 
demonstrations. 


Wife Handles Demonstrations 


“My wife handled the actual demon- 
strations,” he says, “and I went along 
to do the driving and to suggest meth- 
ods of financing. The actual demon- 
stration took approximately a little 
more than an hour and many machines 
were sold on the spot. We finally had 
such success with the idea that we had 
to work out an all-day schedule of 
‘freedom’ demonstrations. We worked 
from 8 till 11 a.m., and from 1 to 5 p.m. 
and later on, added the hours of 6:30 
to 9:30 p.m. It was a back-breaking 
schedule but it more than doubled our 
sale of washers. We sold ’em solidly 
at 20 percent down and the balance in 
24 months.” 

The trailer was equipped with a 
metal tool box carrying extra fuses, 
hose pipe and electric cable in 25 foot 
sections. Using faucet connections on 
the washer, the machine was plugged 
in on a range outlet to the customer’s 
back yard and a full scale demonstra- 
tion was staged for every customer. 

“We figured if we could get a Ben- 
dix in the back yard and show: people 
how it worked, we could sell ’em—and 
we did,” says Mr. Carver. “Many 
people who had never seen a demon- 
stration before thus got an opportunity 


to see one, and remarks such as ‘I 
can’t believe that’s all you have to do’ 
were frequent. My usual come-back 
was to the effect that mother doesn’t 
bake the cake—she simply puts the in- 
gredients together and the range does 
the rest, and so it was with a washing 
machine. This usually got a laugh and 
proved a good entering wedge.” 


Other Promotions Used 


Mr. Carver, who opened his present 
shop in August 1944, has used several 
other promotional ideas in his busi- 
ness, but none of them has been more 
successful than the “Freedom Trailer”. 
The next most profitable idea he has 
worked up is the installation of a small 
soda fountain in the front of his shop 
to draw traffic into the store. The 
fountain operates from 7 a.m. until 11 
p-m., as well as on Sundays. As Mr. 
Carver says, customers “lick ice cream 
cones and eye appliances”, and many 
large sales have resulted from a casual 
drink at the fountain. The bank which 
financed his original venture in busi- 
ness, Mr. Carver recalls, looked ask- 
ance at the fountain when it was first 
installed, but finaly agreed that it was 
a fine idea as a traffic puller. 

By careful buying of close-out lots 
and at special sales, Mr. Carver makes 
a heavy profit in small appliances. At 
one period in 1947, he declares, he was 
selling close to $1,000 per day in this 
field. 

At present, Mr. Carver sums up, his 
“Freedom Trailer” has given him a 
lot of freedom from worry over de- 
creased sales. End 











YOU’RE NEVER ALONE 


in Robertson’s kitchen, 
strange voice is always talking to you. 





says Mike Cool. A 


An Automatic Voice Tells the Story 


When visitors step into the model 
kitchen at Robertson’s department 
store in South Bend, they unwittingly 
trip an electric eye which starts a 
phonograph and a loud speaker going. 

Presently they become aware that 
they are not alone in the kitchen. A 
strange voice is telling them of the 
merits of the things they see on dis- 


play. A loud speaker on top of the 
refrigerator accomplishes the trick. 
When the visitors leave, a second in- 
terruption of the electric eye cuts off 
the speaker and resets the record. 

It’s very startling and impressive to 
prospective customers, declares Mike 
Cool, who sponsors the idea. 

(More Ideas on page 72) 


PAGE 69. 








Zhe cx veo WM ite 


[FOX 


Westinghouse 









the name you know in 


LAMPS 


Large, full-color, easel-back DISPLAY CARD 
for window or counter. Size: 22" x 28" 
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Neak Lamp-Buying Season 


er 


NOTE: Send this coupon to your Westinghouse Lamp dis- 
tributor or to... 


WESTINGHOUSE ELEctTrRIC Corp., 
Lamp Division, Bloomfield, N. J. 


Please send me, no charge, the Fall Promotion 
Display material. 


NAME.... 
COMPANY 
ADDRESS 


CITY STATE. . 


G 
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WITH 
MONEY ORDERS 


You need more customers 





to sell more goods—and 





the way to bring them in is 





to let your neighborhood 
know you handle AMERICAN EXPRESS 
MONEY ORDERS. 

Millions of people want them. Recent sur- 
veys show that, once inside your store, three 
out of four customers buy additional items 
on sight! Seeing makes them buy—but 


MONEY ORDERS BRING THEM IN. 


*% Now is the time to install a sub-agency 
for American Express Money Orders. For 


particulars write or phone: 


AMERICAN EXPRESS 


Money Orders 


F. A. FASSIG, Mgr. Money Order Div. 


65 Broadway New York 6, N. Y. 


Whitehall 4-2000 
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EFFICIENCY IN THE SERVICE and repair department is enhanced con- 
siderably by tables and work benches which eliminate stooping and squat- 
ting. This specially-built refrigerator work table has a raised shelf on 
which the refrigerator stands, making all parts of the machine easy to 
get at. Connection tubes for freon, sulphur or methyl are handily placed 
at the front of the table and a gasket board at the right shows what is 
needed at a glance. Gordon A. Dacy, Asheville, N. C. dealer, designed 
this one. 


Sell Them Two 


Here’s an idea which comes from Canada through the medium 
of The Tie-In, dealer publication of the B.C. Electric Railway 
Co. It has to do with the occasional difficulties which come 
in selling a three-burner apartment-size electric range. The 
housewife may feel that three burners are not enough to meet 
her cooking needs. Jack Lofthouse, of Lofthouse Bros., Van- 
couver, B.C. has countered such an objection by asking just what 
the various burners will be used for. One is inevitably reserved 
for the heating of the water in the tea-kettle. Well then, he points 
out, three burners are all that are necessary for handling the 
ordinary cooking processes. Why not make full use of the small 
range for these purposes and purchase an electric tea-kettle to 
take care of the hot water situation? The result is a double sale 
—the range and the tea-kettle as well. And the customer is per- 
fectly satisfied. 
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NEVER OVERLOOK SMALL OPPORTUNITIES to advertise or call atten- 
tion to your store! That’s old, tried and proven advice which has found 
another outlet in the above painted board erected by the Radio Center 
just 30 feet ahead of its store in New Orleans, Louisiana. The “Stop” sign 
on the board follows the conventional yellow pattern and outline of 


street signs of the city. (MORE IDEAS ON PAGE 76) 
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WILCOX-GA 





Sensational New 


Recording 
Radio-Phonograph 


from microphone or built-in radio. Plays all 
records up to 12 inches. Weighs less than 18 
















pounds. Compact carrying case 
covered with brown and tan fabric. 
Retails for only $89.95. 


Roscoaverre by Wilcox- 
Gay is making sales history from coast to coast. And the reason is simple. 
Dollar for dollar, RECORDETTE is the best value on the radio’ market. 
RECORDETTE, and on/y RECORDETTE, offers a RECORDING radio- 
phonograph for only $89.95. Now you can sell home recording to 


every home—because RECORDETTE is within reach of every budget! 


And remember—every RECORDETTE sale is followed by many more 


profitable sales of RECORDIO Discs and RECORDIOPOINT Needles ! 
(Above) RECORDETTE CHAIRSIDE 





.. recording radio-phonograph combination 


By the nite] 403 of "440 @) 18) 18) in attractive mahogany finish cabinet. 


Finished on all four sides; fits all room 


WILCOX-GAY CORPORATION Ei eae 
CHARLOTTE, MICHIGAN 


In Conada: CANADIAN MARCONI COMPANY 
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Gas has got it for you with these top line Automatic Gas Ranges 


CALORIC + ESTATE HEATROLA + GAFFERS & SATTLER + GLENWOOD + GRAND + HARDWICK 
MAGIC CHEF + MOORE’S + OCCIDENTAL + O'KEEFE & MERRITT + QUALITY + ROPER + SGE-ACORN 
SGE-ORIOLE + SPARK + TAPPAN + UNIVERSAL + WEDGEWOOD + WESTERN HOLLY 
In Canada: CLARE BROS. + MOFFAT 
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Smart Cooks Know 


| “CP” IS AN UNBIASED BUYING GUIDE! 

The “CP” Seal was created for the home-makers’ pro- 
tection. That’s why women everywhere judge all cooking 
appliances by “CP” standards—the tops in cooking per- 
formance and convenience. 

















THE 9 BIG FEATURES WOMEN WANT! 
National surveys show women want these 9 features— 





“Automatic Controls’ —‘'Modern Conveniences’ —‘‘Easy 

Cooking” —‘“‘Easy Cleaning’’—‘‘Cool Cooking” —‘“‘Better 
; Cooking” —“‘Quicker Cooking” —‘‘Low Operating Cost”’— 
- “Low First Cost.”’ Gas has ’em all with “CP.” 


GAS IS THE NATION’S COOKING CHOICE! 

2 out of 3 homes now cook with gas— because gas lets 
women cook the way they want to cook. Up, up, up goes the 
trend — another 2 million housewives modernized their 
kitchens with new gas ranges in 1947 alone. 


THERE’S A MODEL FOR EVERY PURSE! 


With a host of features—from 2 to 8 burners—high or 
low broilers—1 or 2 ovens—and a wide variety of sizes to 
choose from, smart cooks know gas has got what any woman 
wants at a price she wants to pay. 
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The “CP” Seal means that the brand name 
automatic gas range on which it appears 
has been built by a member of the Gas 
Appliance Manufacturers Association to 
meet or surpass the high “CP” specifi- 
cations created by the Association. 


Smart Dealers Know 


| “CP” IS A SELLING GUIDE TO VOLUME SALES! 


Prospects are pre-sold before they enter your showroom! 
Your customers will head for the ““CP” Seal on the famous 
brand automatic gas ranges on your sales floor. 





2 “CP” ADVERTISING CREATES CUSTOMERS! 


Powerful concentrated national and local promotion— 
totaling $8,000,000 in 1948—is moving high grade ranges in 
volume for dealers who are tying in. Give your customers 
what they want—automatic gas cooking. 


THE BIGGEST, FASTEST-GROWING MARKET! 


Look at the homes you can sell! Look at the new homes 
under construction. Look at the fast growing ‘“‘LP’”’ market. 
Look at the 10,000,000 gas ranges more than 10 years old— 
ready for replacement. 


IT'S SMART PROFITS TO TIE IN! 


Here’s a big profit opportunity for you. Ask your manu- 
facturer and gas utility how to tie in—and cash in—on auto- 
matic gas ranges built to ‘““CP”’ standards. Find out, too, 
about Certified New Freedom Gas Kitchens. 


GAS APPLIANCE MANUFACTURERS ASSOCIATION 
60 East 42nd Street, New York 17, N. Y. 
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ustable-automadic ELECTRIC IRON 


with 


. this means that on top of the iron 
isa Mie device, the Thermoscope . . . an exclu- 
sive American Beauty feature that registers in fabric gradua- 
tions the operating temperatures of the ironing-surface. 
The Thermoscope enables the user at all times to tell at a 
glance when the temperature of the ironing-surface is at 
the proper range for the work at hand; be it rayon, silk, 
wool, cotton, or linen. 

Ironing temperatures are maintained constant by the 
Thermostat... simply set the control lever, on top of the 
iron; the Thermoscope will show when the right heat is 
reached. The selected heat is maintained constant for, 
through intimate contact with the bottom of iron, the 
Thermostat is immediately responsive to the slightest 
temperature changes. 

Che advanced features and the dependability of American 
Beauty electric irons will continue to make them the choice 
of discriminating users everywhere. 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 
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THEY HOLD STILL for this one—because Walter J. Plant has their hat. 


Hat Trick Gets Vacuum 
Cleaner Attention 


“Let me give you a little personal 
service,’ Walter J. Plant tells people 
listening to his vacuum cleaner pitch. 
With that remark he takes the cus- 
tomer’s hat, goes over it with an at- 
tachment. If the customer permits, he 
uses the vacuum cleaner brush on his 
coat. 

Catch in the Plant presentation lies 
in the fact that he has a filter paper 
inserted where the air stream enters 


the cleaner through the hose. Just | 
fore he makes this gesture he is care- 
ful to give his audience a peak ata 
perfectly clean filter paper. After going 
over the hat and the coat he removes 
the soiled filter paper and the prospect 
is always amazed at how much dirt 
there was on his hat, plus being thank- 
ful for the service done for him. 
Walter J. Plant is one of the training 
directors for Health-Mor Inc., Chicago. 


Hartford Appliance Dealer Offers $1,000 
In Prizes In Novel Advertising Contest 


The problem of whether to pay high rent and charge high 
prices for appliances, or to move to a low-rent location with 


correspondingly low prices was 
Hub Store here recently when 


“put up to the public” by The 


appliance dealer Sam _ Elivotz 


offered $1,000 in appliance prizes for the best letter on the subject. 


\ 


A series of display newspaper 


ads, headed “High Rent? High 


prices?—Low Rent? Low prices?” was run to announce the 
contest, explaining that the Hub Store was faced with the expira- 


tion of a lease, which meant a 


heavy increase in rent. 
The contest was offered on the 


basis that the winner would be 


“Helping an appliance dealer make up his mind!”. 


More than 4500 entries were 


received in the first week of the 
contest, all letters of 100 words 


x less, in which the average 


writer emphatically encouraged the store to seek a low-rent loca- 


tion as a means of cutting down 


“We were encouraged to go 


IL 


price inflation spirals 
ahead and obtain a new locatio 
on the strength of the contest,” 


Elivotz smiled. “Apparently, 


everyone is worried about high prices, and therefore, we were 
encouraged to move to a new location at 493 Main street, a few 


blocks out of the main shopping 


center, but from which we can 


operate with much less overhead.” 
The prizes offered for the contest included a $500 radio-phono- 


graph combination, a 7-cu. it. 
matic washer. 
Mrs. Catherine M. Marshall 


Norge refrigerator, and an auto- 


, of Bolton Center, Conn. won the 


$500 prize by pointing out that the purchase of a major appliance 
is not an everyday occurrence for the average customer, and that 
the store which would charge the lowest prices would rank the 
favorite when the family got together in a conference over the 


purchase, 
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Rheem Ads in § National Magazines 
Plus Heavy Merchandising Aids to Help 


Give You Record Volume 


OMING off the production lines 
CC with machine gun speed are the 
handsomest, best engineered gas and 
oil console heaters in America. 

And Rheem isn’t pussyfooting 
about it... 

At the peak of the season, over 
TEN MILLION readers of Life, 
Saturday Evening Post, Better 
Homes and Gardens, American 
Home, Country Gentleman and 
other magazines will get the story 


about the appliance that “LOOks LIKE 


A RADIO, HEATS A ROOM OR A HOUSE.” 
In addition, the Rheem “Design 
For Better Business” gives you a 
wide choice of tested selling helps, 
including displays, direct mail cam- 
paigns and newspaper ads, to nail 
down prospects in your community. 
Call your distributor NOW for 
immediate delivery. Every day 
counts. This is harvest time for heat- 
ing profits—with the fastest-moving, 
easiest-to-handle line of PROFIT 
makers . .. Rheem consoles! 





a 


Foreign a 


ated companies in Brisbone, Melbourne, 


Sydney, Rio de Janeiro, Singapore, and Hamilton, Canada 
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Gas Console-—die-formed heavy steel with 
baked walnut finish. Seam-welded heating 
element. Cast iron burner adaptable for 
any kind of gas. Equipped with pilot, auto- 
matic controls optional at slight extra cost. 
Can be installed with or without vent. 3 
sizes for 25.000, 35,000, and 50,000 B. T. U. 
input. Largest size is 26” wide, 34” high, 
20” deep. A. G. A. approved, Good House- 
keeping Guaranty. Shipped completely as- 
sembled for easy installation. 


1, 1948 











THE INDUSTRY'S BIGGEST 
SALES CAMPAIGN ON 
CONSOLE HEATERS 








Oil Console —weided aluminum cabinet 
finished in neutral baked enamel. Lights 
easily as a candle. Produces 50.000 to 65,000 
B. T. U. Radiant flame, high-low, vaporiz- 
ing type burner. Combustion chamber of 
high tensile steel, seam-welded. ‘Two sizes, 
largest 31” wide, 39” high, 23” deep. Burns 
light fuels up to No. 2. Shipped completely 
assembled. Available as extras are pan-type 
humidifier, rear-mount fan with switch, 
514-gallon attachable fuel tank. Approved 
by Commercial Standards and U. L. 


Rheem 


HOME COMFORT APPLIANCES 





Rheem Manufacturing Company, Dept. EM-9 Rheem 


Please RUSH complete specifications on Rheem Oil and Gas Console Heaters 


a 

| 

| 

| 570 Lexington Avenue, New York 22, N. Y. 
l 

l 

| Name 

Address 


State 














...and I’ll PRG 


Yes sir! The day you 





customers something to 
get excited abou 
convincing pg 






mow them new novelty in a 
monstration—that’s the day you'll 
Sales right on the floor like hot cakes. 








begin wr; 


A. L. Meee 
Executive Vice ‘ 
Eureka Division ' ao, fe i 
Eureka Williams Corpora 


JERE’S MY PROPOSITION 


Put the highest priced Eureka Automatic upright, Model S-246 
on a table with a Eureka demonstrating rug and Eureka’s 
special demonstrating materials. Then proceed to stop store 





\ customers with the amazing Eureka ‘“‘walking cleaner’’—give 
of ° them a quick 2 minute demonstration of the sensational— 

R ’ % a ull 1. Eureka Automatic Cleaning Action. 

yce ‘s . : 

" les 0 tull 4 Wwourzbers 4 2. Eureka’s *“‘Desmudging”’ dry-cleaning. 
ale eek: ran : ; 
7 a in oF , grote: Do these 3 things as we teach them and I promise you sen- 
pre at men nige™ sational results in volume sales. There’s no mystery or long 
eer. s, NYS ‘ gull tiresome training, everything is done so quickly and so easily — 
RoP price . movs anyone can do it—and they like it because it makes sales FAST. 
v r 
7 sales ot ne 3° ot Yes sir! It takes more than a cheap bargain price to sell a 
promt in «als cleaner to a store customer who had no intention of buying. 
gat, , Le » nd gull But when such customers stand around, “‘pop-eyed,”’ like 
, full price om aem- children at a circus—seeing something they’ve never seen 
\2 sales nail a ne marsh before—then, gentlemen, you’re on your way to a Eureka sale. 
in | Jor ° 
ron 
,ons 
strat! 


You try it. Write or wire me if you want help. We’re backing 
gosto" this one to the limit with advertising and merchandising 
support. It works! 


You can begin NOW to get SALES, and | 
mean SALES at Full Price with Full Profits, 


and | mean without Gimmicks and Gadgets.. 
Start now to SELL PERFORMANCE this Fast, Easy way! 
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Sell AUTOMATIC CLEANING 


with the Sensational, New 


|| eurea WALKING CLEANER 


it’s WONDERFUL! 
EUREKA WALKS 
Right into 
My Home 














Look! 
Only EUREKA 
WALKS and CLEANS 
by itself 























SASK 
Ses 
Oe x2 
* 


e +, 
Sele" 



















IT’S ALL ON THE TABLE 
The world’s EASIEST, FASTEST, 
BEST, Sales Demonstration 














Table, rug, and complete 
ctions for 
alking Cleaner’ 








YOU CAN’T BUY A BETTER CLEANER AND YOU 
CAN’T PLEASE CUSTOMERS MORE. NOW WE HAVE 
THE RIGHT WAY TO SELL THIS WONDERFUL 
VALUE! IT WILL PUT NEW LIFE, NEW ACTION IN 
YOUR CLEANER DEPARTMENT. 


EUREKA DIVISION + Eureka Williams Corporation * BLOOMINGTON, ILLINOIS 
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WHERE QUALITY 
AND RESULTING PRESTIGE ARE 
PARAMOUNT, LEADING MUSIC 
MERCHANTS PROFITABLY 
FEATURE THE INCOMPARABLE 


CAPEHART 





sarod 


from a recent 
issue of 
“The New York Times.” 


Sarinsworlh TELEVISION & RADIO CORPORATION. 
FORT WAYNE 1, INDIANA 
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Elbow Grease Counts 
in Specialty Selling 


Want to run a variety store or 
a specialty operation? Two dif- 
ferent propositions face you. 


all situation right now,” said 
the range sales manager, “is 
that of a tenor in a small town quartet 
who deliberately catches cold so that he 
can sing bass.” 

He meant that the appliance dealer 
was trying to do too many things to 
succeed in any one of them. He car- 
ried furniture, he carried variety stuff, 
he carried major appliances, he car- 
ried small appliances, his store handles 
sporting goods, and on the floor there 
were also those new specialties that are 
going to require a pioneering job. 

“The ballyhoo and the publicity has 
confused many dealers into believing 
that they can jump on their horse and 
gallop off in a dozen directions at 
once,” continued our range sales man- 
ager. “They don’t realize that this 
market is simply one that is giving a 
guy a chance to look over things and 
choose the items he likes best to sell, 
Some stores naturally incline to clothes- 
pins, laundry bags, bicycles and will 
wind up as variety departments. Others 
prefer the major appliances that have 
won acceptance and hence are going 
to be carried by everybody in town, 
with resulting low and short discounts, 
high saturation and competitive prices. 
A few dealers are going to pursue the 
true specialties, which have low satura- 
tion, long profit and little competition.” 


What It Takes to Sell Specialties 


The essence of selling an unsaturated 
specialty appliance lies in the invest- 
ment of time. If a dealer thinks he 
can spend his days selling clotheslines, 
brooms, teapots and then move major 
appliances simply because they are on 
the floor, he is going to be disappointed. 
A sale of an unsaturated appliance is 
a good deal like putting an egg under 
a hen—watch it so long, and some- 
thing hatches out. You invest time 
promoting, demonstrating and talking 
to people, and a certain ratio of sales 
comes back to you. 

A lot of newcomers in the appliance 
retailing business have never had com- 
petition breathing down their necks. 
\ man who has been in the appliance 
business a quarter of a century and 
ranks high gives this as his pattern of 
forthcoming competition that the 
dealer will have to face: 

1. Chain stores which are going 
heavily into the distribution of appli- 
ances that have won acceptance. 

2. Department stores which will plug 
accepted appliances in both their main 
and branch stores, largely with the 
idea of getting charge accounts on their 
books. 

3. Tire, or super service stations, 
which will sell appliances as a side 
line, to balance up the fact that there 
isn’t a retail living in the distribution 
of tires. 
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HOW TO SELL UNSATURATED 
APPLIANCES 


1. Get one in your own home and live 
with it. Learn first hand all the things 
it will do for a family. Then you can 
be convincing. 

2. Carry your electric bill with you 
all the time. Show it to people who 
want to know how much it costs to 
operate. 

3. Compile a list of possible prospects, 
and keep them bombarded with litera- 
ture. 

4. Get to these people and demon- 
strate, fit the device in with their way 
of living. 

5. Your average unit of sale is higher. 
On a $375 deal—for example, a home 
freezer, the dealer's 40 percent gives 
him $148 gross profit. A salesman work- 
ing at 15 percent has $46.15 as his 
share. 

6. Sugar like this is the only possible 
way to sweeten the kitty, when the going 
gets tough. 











Add to this the fact that most fac- 
tories make money only when their 
wheels are turning at near capacity, 
and it is easy to see that the competi- 
tion with these new retail outlets is 
going to be pretty rugged. As prices 
give, margins are likely to be shorter, 
and if conventional appliances follow 
the tire pattern, we may find retailers 
selling them to get the finance profit, 
to win charge accounts, and for ac- 
commodation tie-ins with other mer- 
chandise. That’s the opinion of one 
big league sales manager. Certainly 
there will be competition from every 
corner on Main Street. 


Where Effort Takes the Place of Money 


However, this story is being written 
for the benefit of the lad whose loca- 
tion isn’t the best in the world, the chap 
who doesn’t have the First National 
Bank in his hip pocket, and the com- 
pany whose collateral can’t stand the 
thumping that a head-on competitive 
collision will give them. 

For the little people the answer is— 
sell in the unsaturated market. Sell 
where elbow grease counts as much 
as money. 

What are the unsaturated fields ?— 
we'll be glad to tell you. 

1. Ranges. At last report, only 14.5 
percent of American homes owned 
electric ranges. There has been a lot 
of publicity behind them, they are not 
a new item and the time has come 
when a salesman should go to town. 

2. Ironers. Only 7.3 percent of the 
nation’s homes own them. Here is 
an appliance that takes a demonstra- 
tion to sell it. 

3. Clothes dryers. 
field. 


Almost a virgin 


(Continued on page 84) 
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GET SET FOR THE BIGGEST RANGE EXCITEMENT SI 





eneral Electric’s Revolutionary I 





r 







IMAGINE / WOW / GAN 
COOK BY FUSHIING 
BUTTONS / 














And loo! the lady gets her choice of the famous 
Tripl-Unit and Tripl-Oven, or two complete ovens! 








The G-E “‘Stratoliner’’ (shown at the left—and 


it a beauty?) offers your customers . 

The Tripl-Unit, including 6-qt, built-in Pressure Cook- 
er, with easy-lifting lid—inside sealing for added safety. 
Also an economical deep-well Calrod, which is raisable 


when a fourth surface unit is needed. In addition, the 





big, 3-in-1, all Calrod Tripl-Oven! 


The G-E “Liberator” (same beautiful ‘‘new look” 
as range at left) offers your customers... 
Two complete ovens —one Master size, the other two- 


thirds, economy size. Each Automatic Timer controlled 





Each does all warming, baking, roasting, or broiling 


operations. A terrific time- and trouble-saver! 


Remember—more women prefer General Electric Ranges than any other electric range 
—and just wait till they see the new G-E “Push-button” Range! 


GENERAL @ ELECTRIC 
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NT SINCE ELECTRIC COOKING WAS BORN! ANNOUNCING — 


y | New “PUSH-BUTTON” Range! 


@ Here’s automatic “Speed Cooking” at your customers’ finger tips! Superspeedy 
Calrod* units throughout—with “Push-button” controls in color! Choice 
of TWO OVENS or built-in Pressure Cooker, raisable unit and Tripl-Oven! 


XCITING? It’s more than that. This General Electric ““Push- 
button” Range is BRAND-NEW, from its “new look” to 
its new way to cook! And so clean, safe, fast! 


With color pages in top-circulation magazines. With frequent 
mentions on “The G-E House Party,” coast-to-coast air show. 


And there'll be BIG interest. So get ready. See your G-E dis- 


Any homemaker will love it. For it gives “Speed Cooking” at tributor for tie-in package—today! General Electric Company, 





the touch of a button. The cooking heat wanted—exactly. Con- 


trols are 10 inches above cooking surface. Easier to see. Easier 


Appliance and Merchandise Dept., Bridgeport 2, Conn. 


*Trade-mark Reg. UL. S. Pat. Off. 
to reach. Easier to operate. 


Dozens of new automatic “Speed Cooking” features to talk 


vee) about, too! Superfast Calrod units throughout, exclusive 
ens! tr: mp . ° ° 

I ripl * en, Tel-A-( 00k Lights, almost-human Automatic AUTOMATIC ELECTRIC 
ae Oven Timer, a whole list of new cleanliness helps. And, above 


all, tried-and-true G-E economy, G-E dependability! 


KANGCES 





Big national drive! Tie in! 


We're promoting this new G-E “Push-button” Range—BIG! 








LL) 


= = 
“7 is ee WM OFF 
"a rere. £t hee 
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two- 
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New “Push-button” Tel-A-Cook Lights! 


r 


Different color for each speed! 


Now you can say to a customer, “Cook with your finger 
tips! Cook with color!” Yes—just push a button, and 
there's the temperature needed—just like that! No 
guessing. A different colored light for each cooking speed 


tells exactly what unit's on and where. g 


Another new, big range buy 
that'll get women to come a-running! 


THE GENERAL ELECTRIC “SPEEDSTER” 


Same new functional design as the “Push-button” Range—with switches at 
convenient shoulder height, well above utensils. Same General Electric qual- 
ity and dependability. An eye-opening list of “Speed Cooking” features! 
Colored Tel-A-Cook Switches. Automatic Oven Timer. High-wattage, deep- 
well cooker. Two appliance outlets, one automatically timed. New full-width 
doors and drawers, 39-in. body. No-Stain Oven Vent for wonderful cleanliness. 


AND A BIG PLUS! The exclusive G-E Tripl-Oven, described above. A real 


talking point in medium-priced ranges! 


New, high-speed Calrod units throughout! 


A cooking speed for every need! 


These Superfast Calrod units really put the speed in 
“Speed Cooking.” And only General Electric's **Push- 
button” Ranges are equipped with them throughout! 
Five cooking speeds, from simmer to high heat. Always- 


even temperatures! Wonderful record of long life! 
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General Electric’s exclusive Tripl-Oven is famous 


for size—really three ovens in one! 


Women go for this one! Huge Master Oven, big enough 
to hold a 30-lb turkey. Included are Calrod Super Broiler, 
for radiant, charcoal-type broiling. And a Speed Oven 


that heats faster than any conventional range oven. Eco- 


nomical to use! 
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SA-14, Graceful miniature 
self-starting electric 
Alarm Clock. Smartly de 
signed die-cast metal case 
in glossy, durable ivory 
baked enamel. Pleasant 
1-2-3 alarm. 4'4" high 
Retail $4.95 


Cathedual; 


SSC-2. Handsome self- 
starting electric Cabinet 
Clock in church nave de- 
sign. Case, selected hand- 
rubbed two-toned walnut. 
Sash, gold plated; dial, 
silver plated. Strikes hours 
and halves. 10/2" high. 
Retail $29.95 





SST. Streamlined self- 
starting Electric Tambour, 
20" long. Oval sash gold 
plated, dial silver plated. 
Case, beautifully grained 
walnut with inlaid panels 
of matched burl walnut. 
Strikes hours and halves. 
Retail $24.95. 











Alia 

SD-138. Self-starting elec- 
tric Occasional Clock, in 
smartly designed case, of 
gumwood with butt wal 
nut top, hand-rubbed 
finish. Gold plated teet 
and bezel. The metal dial 
is silver plated, with con- 
vex glass. 5/2" high. Re- 
tail $9.95. 


Munk 


SK-135, Modern design 
self-starting electric 
Kitchen Clock. Metal case 
finished in gleaming. 
durable baked white 
enamel, with chrome 
plated bezel. 52°" white 
dial, convex glass. Con 
venient bottom set, Re- 
tail $4.95. 
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SA-19. This self-starting 
electric Alarm Clock has 
a very legible dial and 
easy to see alarm set. The 
hand-rubbed case is an 
attractive combination of 
gumwood and walnut. 
Retail $7.95. 


Kitchen 


SK-137. Streamlined self- 
starting electric Kitchen 
Clock, in gleaming white 
or red plastic case, as 
specified. Forward tilt for 
easy reading. Clear dial, 
convex glass. Chrome 
plated bezel. Convenient 
bottom set. 7!" high. 
Retail $4.95. 


furore 


ST-320. Self-starting elec- 
tric Tambour Clock, 19” 
long. Beautiful, hand- 
rubbed case of selected 
walnut. Silver plated dial, 
gold plated sash. Retail 
$19.95 


SST-7. A lovely Tambour 
self-starting Electric 
Clock, 20°’ long; case, fine 
selected walnut veneers 
and burl walnut. Gold 
plated sash, silver plated 
dial. Strikes hours and 
halves. Retail $24.95. 


SD-136. Advanced design 
sel{-starting electric Desk 
or Table Clock. Its beauti- 
ful wood case is fine se 
lected walnut. Silver 
plated metal dial, gold 
plated bezel, with convex 
glass. 542" high. Retail 




















































NAME 


for 
Fast-Selling 
Electric Clocks 


Clocks and Utlehu ~~" * 


® Sentinel Clocks and Watches are nationally adver- 
tised in LIFE, SATURDAY EVENING POST and LOOK 
whose monthly readership is approximately 100 mil- 
lion people. 

Sentinel Clocks and Watches are sold under Fair 
Trade Agreements in states where these apply, with 
liberal profit margin. 

Available for dealers are illustrated consumer fold- 
ers, counter cards, newspaper mats, and LIFE arrow 
stickers. 

Let the fast-selling Sentinel line bring you customers 
and profits. 


THE E. INGRAHAM COMPANY 
Bristol, Connecticut Established 1831 


BUY 
. SENTINELS 


Ct 
Customer 
VA 





Prices exclusive of taxes and subject to change 





Elbow Grease 
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4. Home freezers. They have re. 
ceived a great deal of publicity during 
the war, but the actual demonstrat ng 
and selective selling job has yet to be 
done. 

5. Automatic washers. It takes 
salesmanship to classify prospects, 
demonstrate and close automatic wash- 
ers. 

6. Water heaters, storage. Only 69 
percent of the nation’s homes, at last 
report, had electric storage water 
heaters. With the increased use of 
automatic washers, there’s great op- 
portunity in this field. 

7. Complete kitchens. Here is a 
job that the dealer who can button 
up installations can shine at. 

8. Television. A coming bonanza. 


Half Our Dealers Need Experience 


In a recent talk in Boston, J. J, 
Nance, president of Hotpoint, Inc., 
said: “Before the war there were 
approximately 50,000 outlets for ma- 
jor electric appliances. Now the best 
industry estimates are that there are 
more than 100,000 stores showing this 
equipment. That means that at least 
one half of the industry’s outlets do not 
have experience in operating a store to 
sell these products.” 

This means that appliance retailing 
is in a highly fluid state and has yet 
to flow in the direction that most 
effectively rewards the dealer. 

In similar fashion retail salesmen 
have yet to feel the bite of adversity. 
In Indianapolis department stores it 


| was pointed out the other day that 


salesmen could make their $100 to 

| $125 a week without getting up to greet 

too many prospects. The typical earn- 

ings of retail men have been estimated 
as 

Earnings, Now Earnings, Pre-war 


Average $300 month $200 month 
| High 500 month 400 month 
| Low 200 month 135 month 


About four of five of these men 
are today working indoors. No nasty 
doorbell ringing! 

And, as long as retail salesmen can 
make the kind of living they desire 
at a 4 or 5 percent basis (one cleaner 
man estimates that he sells a sweeper 
every 24 hours) there is little likeli- 
hood of the picture changing. 


It Won't Last! 


The new era will begin when walk-in 
prospects begin to get scarce. “Pres- 
ent margins will not be sufficient as 
soon as supplies begin to catch up with 
the demand and manufactured goods 
can no longer be allocated directly 
from the freight car,” declares Gerald 
Hulett, vice president in charge of 
sales, Electromaster. 

| It is obvious that there is more 

| room for the little fellow over in the 
speciality corner than there is with 
conventional, mass produced stuff that 

| is in the competitive brackets. Sure, 
carry it, but be sure you are known 
for the specialities. 

Elbow grease will take the place of a 
| lot of money in specialty selling, and 
| success is measured by push. 
| Don’t overlook tough to sell items. 
| They can be life insurance. End 


SEPTEMBER 1, 1948—ELECTRICAL MERCHANDISING 








y 6.9 
last 
ater 
e of 
Oop- 


men 
asty 


can 
sire 
ner 
“per 
celi- 


k-in 
res- 
vith 
ods 
ctly 
rald 

of 


ind 


NG 





When the customer 
cant? make 
up her mind... 











It identifies America’s leading 
kitchen appliance finish! 


Flash a brief—but effective—message on a quality finish by 
showing the ‘‘Dulux”’ seal to your prospects! It assures them 
at a glance that they’re getting a finish incorporating color 
retention, mar resistance, and outstanding good looks for years 
of service. And, at the same time, you can tell them, too, that 
‘*‘Dulux”’ is rigidly pre-tested! 

If your manufacturer supplies you ‘‘Dulux”’-finished appli- 
ances without the seal, ask him to include it hereafter. It 
paves the way to quick sales . . . assures your customer of the 
quality of the product. 








HERE’S SELLING MADE EASIER! FREE new informative book- 
let gives you profitable “‘selling points” for appliances finished 
with “Dulux.” Send coupon today for your copy! a | hp dond a henconlieher tga 


| Finishes Division, Dept., EM-89 
Wilmington 98, Delaware 















| Please send, free of charge, your new illustrated booklet, 
“Inside Information on the Outside.” 


Name Title 
Firm 
REG U.S. PAT. OFF Address 
LIVING .. . THROUGH CHEMISTRY City State 


REG... paT.OFf BETTER THINGS FOR BETTER 
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IT'S MUCH EASIER TO SELL 
THE HEATER CONSUMERS WANT 
. . . MORE PROFITABLE, TOO! 








Wen. ure = 
Pyr-O-Tu 
... GREA 
Pyr-O-Tube’s consumer advertising aggressively mer- 
chandises these features. Last year Pyr-O-Tube 
outsold other heaters wherever this policy was tested. 
This year, results will be even greater, because 
Pyr-O-Tube has added the fan type model. Look at 
these features. See for yourself why it'll be easier 
to sell Pyr-O-Tube. 


COMPARE THE SPEED! Pyr-O-Tube is America’s fastest. 
Over 62 square inches of patented, ribbon-thin elements reach 
maximum 1320 watts in 1/4 minute. More than 4500 BTU’s 
perhour. Nocurrent wasted in heating heavy metal or porcelain 


cores. 


COMPARE THE SAFETY! Pyr-0-Tube’s elements are en- 
closed in Pyrex tubes. They're protected from water and metal 
objects. It's the safest heater for children. 

COMPARE THE QUALITY! Pyr-O-Tube is ruggedly built. 
It'll give years of carefree service. The patented ribbon-thin 
elements out-last ordinary exposed types. In fact, there’s no 
wear out to them. 

COMPARE THE VALUE! aad beauty and low cost to these 


features and it's plain to see why Pyr-O-Tube is easy to sell. 
Be sure of your share of heater profits. Order Pyr-O-Tube today. 


RETAIL PRICE FAIRTRADED—with fan $21.95 (tax inc.), 


without fan $17.95 (tax inc.); slightly higher west of Rockies. 


tc Tarn 


ihe pt 








SWANSON TOOL & MACHINE PRODUCTS, INC. 


ERIE, PENNSYLVANIA 
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DESIGNED TO FIT ITS SETTING is the building occupied by the Electric Service 


Co. Ltd. of 1630 Kalakaua Ave., Honolulu. 


Built for the Business 


Ralph Miyazono, Honolulu, designed 
his store so it would be functional 


HE attractive “Radio and Appli- 

ance Center for Hawaii” which 
houses the Honolulu business of the 
Electrical Service Co. Ltd., of which 
Ralph Miyazono is president, was de- 
signed by Mr. Miyazono particularly 
to meet the needs of the business. Mod- 
ern in the simplicity of its line and 
functional details, it takes full advan- 
tage of its setting to present a pleasing 
picture and at the same time provides 
every convenience for selling and de- 
liveries. 

Chief feature of the exterior is the 
flat corrugated surface which stretches 
the full length of the building masking 
the mezzanine floor. Against this, 
illuminated letters in neon spell out the 
name of the firm and its slogan. Fol- 
lowing well established principles in 
advertising, color contrasts are in large 
masses and there is plenty of blank 
space, which lends dignity and em- 
phasizes the printing. Actually, the 
main selling space extends only a little 
way past the middle mark of the build- 
ing, the remainder being given over to 
the stairway to the rented second story 
and to the driveway to the rear, but the 
sign so dominates the front that the 
effect is that of a much larger store 
area. A shallow window adjacent to 
the stair utilizes to the full even this 
space. 


Modern Furnishings 


The store itself is modern in the 
extreme, with appliances displayed in 
groups in such a way that they can be 
rearranged at any time to give em- 
phasis to any desired feature. Every- 
thing possible is hooked up, so that 
genuine demonstrations of the article 
in operation can be given. At a central 


| counter, small appliances are displayed 


and sold. An auxiliary line of jewelry 
displayed here has its own following 
which adds to the traffic business of the 
store. 

An easy stairway leads to the mez- 
zanine where the offices and credit 


SEPTEMBER 1 


records are located. A comfortable 
chair or two provides comfortable 
quarters for closing a sale away from 
the activities of the sales floor. Here 
too a radio demonstration can be given 
without interfering too much with 
other sales. 

Mr. Miyazono has been in the elec- 
trical business for 24 years, carrying 
on through the war with radio service 
and such auxiliary selling as was pos- 
sible. When in the post-war period he 
desired to retire from the electrical 
field, his former customers would not 
let him alone. He found that it was 
necessary for him to take out an elec- 
trical license just to carry out their 
requests. Once he had done this, he 
went in for a complete electrical store. 


Branch Store 


His present organization includes 
eleven salesmen, most of whose time i 
spent in the field. Their training and 
supervision is under a salesmanager 
whom Mr. Miyazono imported from 
Riverside, California. In the same way 
that he explains the more or less unin 
tentional way in which he established 
his present business, he also finds 
similar casual reason for the recent 
addition of a branch store on Maui. A 
World War veteran who was particu 
larly well trained in the electrical field 
had some difficulty in getting good 
franchises. By setting him up as 
branch store on another island, Mr. 
Miyazono has secured a flourishing 
second center and has provided his 
friend with the necessary appliances h« 
needs to establish himself. 


Freezer Emphasis 


Main standbys of the store’s busine 
are of course, the favored appliances- 
refrigerators, washers and range 
Special emphasis has recently bee: 
placed on home freezer selling. Great 
care was taken to instruct the sales 
men in the advantages and saving 

(Continued on page 88) 
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This Fall Hoover advertisements will say to Hoover prospects, 2 
“You'll be happier with a Hoover.” : i ~ 


And, of course, Hoover dealers are happier than ever with 
their Hoover franchise, too... 


@ because a Hoover is a great product. It keeps a house brighter, 
colors fresher and prolongs the life of rugs. A Hoover stays 
on the job and not in the service shop. 


@ because customers can now choose from two types of 
Hoover Cleaners. 


@ because people have bought over 7 million Hoover Cleaners, 
more than any other brand. 


@ because Hoover is the great name in cleaners, the name 
women prefer 2 to 1 over any other make. 


@ because Hoover's national advertising is continuous, 
persuasive and big. This new note in Hoover selling — 
“You'll be happier with a Hoover”—will reach over 


(Above) New Hoover Cylinder Cleaner, 
225 million readers of national magazines this Fali. 


Model 50. Cleans by powerful suction. Has 


Yes, more than ever before Hoover dealers will be new idea in dirt disposal —the exclusive Dirt 


: ; . , Ejector. No bag to remove. Your hands neve 
happier with their Hoover franchise. ° ; 


touch dirt. Easy to store. 


THE HOOVER COMPANY 
North Canton, Ohio; Hamilton, Ontario, 
Canada; Perivale, England 


(At left) New Hoover Triple-Action Cleaner, 
Model 28, with the exclusive Hoover cleaning 
principle — it beats, as it sweeps, as it cleans.” 
Prolongs rug life. Cleaning tools in handy kit 
available for Model 28. 
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++ AND FOR EASY, PROFITABLE SELLING 
FEATURE THE ENTIRE HANKSCRAFT LINE 
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BOTTLE WARMER 


Heats milk quickly to correct 


STERILIZER 


FOOD WARMER 


An automatic-electric feeding unit 
that heats baby's food and keeps 
it warm throughout meal. Will 
not scorch or burn. Pink or blue 
finish. 


Model 1105, $3.95, retail. 


MADISON 10, 


VAPOR-MASTER 


Delivers steady flow of healthful 


Sterilizes 6 bottles and nipples in 
temperature, then shuts off auto- Starts quickly and 
matically. Complete with cord shuts off automatically. Complete 
and vaporizer attachment for with cord, nipple jar, and bottle 
treating colds. tray 


Medel 1013A, $1.95 retail. Model 872, $5.95 retail. 


| HANKSCRAFT COMPANY - 


live steam steam for 6 hours. Shuts o 


automatically when water is gone 
Recommended by doctors for 
treating colds and croup. 


Model 1082A, $9.95 retail 


WISCONSIN 


- 
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RALPH MIYAZONO, owner and man- 
ager of the Electric Service Co. Ltd. of 
Honolulu, wos first president of the Ap- 
pliance and Radio Dealers Association of 
Oahu. 


Built for 
the Business 
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possible with this appliance and where 
possible they were encouraged to make 
use of one in their own homes. 

Mr. Miyazono’s major sales argu- 
ment for freezers is their convenience 
in the home, on time saving and enter- 


taining, with secondary importance 
given to economy. At the start the 
market has been found among the 


more well-to-do of the “haole” or white 
group of the islands, who already are 
familiar with the major points of the 
selling story. A good pre-selling job 
has been done by the industry, but there 
are a few doubts which must be cleared 
up. 

Unfortunate delays in handling com- 
mercial frozen products in the trans- 
shipping necessary to reach island mar- 
kets has in the past sometimes resulted 
in a deterioration of the product and 
home freezer customers must be re- 
assured as to the taste qualities of 
frozen foods. The real problem, how- 
ever, is to see that there is space for 
them in the home. Much ingenuity has 
been exercised by individual salesmen 
in developing possible storage quarters 
for these appliances in small apart- 
ments, garages and garden shelters. It 
is the obligation of the salesman to 
follow them up after sold and to make 
sure that the owner knows how to oper- 
ate them. 

Attention is given to some of the 
other newer appliances as well. Dish- 
washers are displayed and demon- 
strated in the store, with a complete 
hookup including hot water—and a 
number have already been sold. 

Greatest asset of the firm is unques- 
tionably the outstanding attractiveness 
of its housing. Mr. Miyazono has capi- 
talized on this by having all cards of 
himself and salesmen carry an outline 
print of the store. This serves to con- 
nect the individual with the building 
in the minds of customers—a much bet- 
ter identification than the firm name 
alone, which might be confused with 
similar titles of other stores. End 
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SAMSON Safe-F Cirenit 
HEATING PADS 


TODAY, as always, Samson Heating Pads offer you quality 
features and popular prices that mean volume sales and customer 
satisfaction. Study the eight big points that 
make Samson Heating Pads BETTER .. . 

by Design! Remember—only Samson has the 
patented, time-tested Safe-T Selective Heat 
Circuit that assures safety and dependability 
under all conditions. And, like other 

Samson appliances, every Samson Heating 


Pad is Sheowbexed TO SELL! 





SAMSON HOSPITAL TYPE HEATING 
PAD—Iideal for the sickroom. 100% wetproof— 
safe for medical wet applications. 3 Fixed Heats, 
10 Safety Controls, approved 12-foot rubber 
cord. Underwriters’ Listed. Two extra “Zelan" 
treated, washable white cambric covers, with handy 
tie tapes for fastening pad to any part of body. 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 


Samson United of Canada, Limited, Toronto 
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3 FIXED HEATS 


Current automatically regulated 
to keep heat at temperature 
selected—Low, 125°; Medium, 
150°; High, 175°. 


4 SAFETY CONTROLS 





Each of 3 Fixed Heats controlled 
by 4 precision thermostats to in- 
sure extra safety. 


100% WETPROOF 





Permanent cover of durable, 
waterproof DuPont “Fairprene.” 
Safe for wet applications. 





STAIN-RESISTANT COVERS 


Smartly tailored slip-on fabric 
covers treated with DuPont 
“‘Zelan” to resist stains and 
perspiration. 


CUSHION COMFORT 





New soft padding and improved 
cushion construction give restful 
comfort on pillowed heat. 


“TOUCH TELLS” SWITCH 


Even in the dark, a finger-touch 
tells if the switch setting is the one 
you want—Low, Medium or High. 
Cord connections withstand tugs. 


8-FOOT CORD 





Gives a liberal freedom in moving 
heating pad to different body 
contacts . . . reaches easily to 
baseboard outlets. 


UNDERWRITERS’ LISTED 
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THE HERITAGE— 
Matched twin speak- 
ers, exclusive Phan- 
i tom Grilles, “Front 


THE WILTONDALE— ’ . . may mor vrei if 
With its 12-inch H : : i ny 
specker, “‘all-front’’ ‘ e i 
control record ' T i wat tt Y 
changer, powerful Aik 7 The | Row fie Aaa 
eit range radio. . . 
" pullout automatic 
record changer .. . 
ample storage space, 
edd up to radio's 
biggest package for 
only $189.50 


AM-FM radio and \3* 
FM dipole antenna, 
this brilliant beauty 
looks and performs 
better than models 
priced $40.00 higher 
then $209.95 






EXCLUSIVELY YOURS — 
ADVANTAGES NO OTHER 








THE FIESTA—Provides 

the finest picture . 

ones the leas! spece 
. « mokes the best 

nce of any tele 

vision set near its price. 

Built-in antenna gives 

@ picture without 

installation wait. Push 

7 button tuning covers 

THE PAGEANT—Big “eye-angle” pic- : ~~ eae Only 

ture. Famous long-range Bendix AM- 99. 

FM radio. Avtometic phonograph. 

Record storage. Heirloom quelity 

cabinet. The best ef everything for 

only $599.50. 





PAGE 90 SEPTEMBER 1, 1948—ELECTRICAL MERCHANDISING 


—Provides 
ture... 
pas! spoce 
the bes! 
fany tele 
e its price. 
ma gives 
without 
yait. Push 
@ covers 
is. Only 


‘Phatiy; the net of our new direct-dealer 


¥ 


RADIO nt TELEVISD TON 


Merchandising Plan 


Take it from America’s top retailers—no other radio and television franchise packs such 
merchandising power and provides such profit protection. You get better merchandise—exclusive 
“Front Row” performance and Aviation Quality win on any comparison. You offer better 
values—with low, direct-from-factory prices, you successfully compete with chains. You 
make a better profit—an exclusive franchise protects you against price wars while national 
advertising directs all local prospects only to your door. Take the first step through this wide 
open door to a billion dollar market—get the whole big story. Do it today—this franchise is 
available to only one select dealer in each community. 


WRITE TODAY FOR ALL THE FACTS DIRECT TO EDWARD C. BONIA, GENERAL SALES MANAGER 
28.0. PHICES Profits. 


Products...Polict 
EVERYTHINGS BETTER ABOUT 


Bendix Rado 


— a — BENDIX RADIO DIVISION of 
iJ BENDIX RADIO } - 
Seo ore BALTIMORE 4, MARYLAND 


AVIATION CORPORATION 
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ventilator 


Gentlemen: EM-2 


Please send complete information on the New FASCO 
Automatic Kitchen Ventilators, dealer sales literature, and 
displays. 

Name 


Street 











There is also the | 


matter of censorship 


vv 


















Television Quiz 


In areas which do not yet have video, there are going 


to be a lot of questions asked before buyers plank 


down hard-earned dollars 


some of them... 


HE two questions most frequently 

asked about television are: “How 
much does it cost?” and “When are we 
going to get it?” 

The first question is pretty universal 
—even in centers where television has 
been established for a couple of years 
or more. The second question can be 
heard daily throughout the South and 
the West, for in these virgin areas the 
man in the street definitely is anxious 
for the arrival of the new medium and 
expects to take to it like a web-footed 
fowl to a fish pond. 

Recently converting himself into an 
inquiring reporter, an ELECTRICAL 
MERCHANDISING representative asked 
a number of people throughout eight 
southern states what questions were 
uppermost in their minds about televi- 
sion, The questions resulting should be 





for new sets. Here are 


a revelation to manufacturers, distribu- 
tors and dealers who are going to have 
to furnish the answers—even though 
many of the answers may have been 
provided already in areas which have 
television. 

These questions are going to be 
asked, naturally, in the early stages of 
the game when the first few faltering 
programs go out over the air waves, 
and the novelty of buying and installing 
a set has not worn off. As in the case 
of radio in the early 1920's, it can be 
assumed that the answers to almost all 
questions about television eventually 
will work themselves out. But before 
that time comes, there’s going to be 
a lot of quizzing before the buyer 
plunks down his hard-earned dollar. 

For what it is worth then, here are 

(Continued on page 96) 





‘Red Skelton, a pho- 
| togenic “wow”, ought 
} to see his Hooper 
rating jump to an 


all-time high — — 
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ANOTHER PROFIT SCOOP FoR PHILCO DEALERS 






























New /# cv. 1: 
UPRIGHT 


PHILCO 
FREEZER 
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HERE NOW FOR DELIVERY! 
nihee - the big news in freezer mer- 
have 
ough chandising ... Philco AV-75. New, 
een 
have spacious 71% cu. ft. size! New, deluxe 
o be upright design that fits in minimum 
es of 
ering space! New exclusive features of serv- 
aves, 
illing — ice and convenience! And it comes 
- case ii! 
n - a just in time to add a big plus to 1948 
st a 
aly freezer sales and profits for Philco 
etore ; 
10 be ealers. G our share of this new 
wha EXCLUSIVE FEATURES * ADDED CONVENIENCE Genlers, Get your sass of ¢ 
lar. business. See your Philco Distributor. 
© are 3 COMPARTMENTS— 
ONE FOR SHARP FREEZING 
Easy to get a. see wand ig keep — ‘ean’ HERMETICALLY SEALED SYSTEM 
systematically arranged. Freezes an - - a ee ay aS 
“ stores foods at approved sub-zero temper- Entire system is hermetically - aled 
atures, as low as 15 degrees below zero. —has surplus power forsharp freez- 
ing under all climatic conditions. 
PATENTED SLOPING SHELVES sc ier BELL, battery operated. Warns 
WITH 2-POSITION DOORS pelcesycgissnsty 
Shelves slope toward the back; doors ° --cuagvtion stn encima aac 
open downward to 2 positions, partially a 
open, wide open. These Philco features @ QUALITY CONSTRUCTION, inside and out, 
reduce cold loss when doors are open. far years of dependable service. 
@ 5-YEAR WARRANTY protects owner from 
service expense on hermetically sealed 
TEMPERATURE CONTROL system. 
AND THERMOMETER (@\llll (@) 
Regulates cold in all compartments. '~@-I & 
Thermometer will tell you at any time ah 
what the sharp freezing temperature is. 
2D 
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ANNOUNCING... 
. yx» No. 


The result of 
12 months of Lewyt research! 














The achievement of Lewyt’s 
precision engineering! 
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Of 5 big-name vacuum cleaners tested by United States Testing Company, Inc., 
laboratories, including a famous revolving-brush upright, Lewyt with its revo- 
lutionary and exclusive No. 80 Carpet Nozzle ran FIRST IN EVERY TEST! 


YET... 
18% TO 55% .° MORE WITH 


MORE SURFACE LINT, "13% TO 58% 


a 


EMBEDDED .° THREADS LESS 


a 
« 


DIRT! AND HAIR! =; CARPET WEAR! 


READ THE EYE-OPENING REPORT STRAIGHT FROM UNITED STATES TESTING COMPANY, INC. 


* 
« 
o 
« 


PICKED UP. REMOVED 


« 
« 
« 
« 
- 
@ 
« 
« 
- 
” 
« 
- 


For the first time in 45 years, one vacuum cleaner proves it can do the work 
of two—both tank-type and upright—and do it better! Lewyt leads again! 


e 
giftere”® 1. ON THE FORWARD STROKE, 


the AUTOMATIC COMB-VALVE gently 
grabs threads, lint and hair that other vacuum 
cleaners miss! In addition, it parts the nap—in- 
creasing Lewyt’s cyclonic cleaning-power on dirt 
imbedded in the pile of rug! 
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2. ON THE BACK STROKE, 


the AUTOMATIC COMB-VALVE swings for- 
ward and upward, bringing lint, threads and hair 
to its high-pressure chamber . . . concentrates 
terrific suction power through its comb-like slots 






See how 
it works! 





Give your ' 
t . . thus cleaning itself! 
customers Mill) enn nnn wens ee 











this astounding 
‘ 3. READY FOR NEXT STROKE! 
Lewyt Demonstration! The Lewyt No. 80's AUTOMATIC COMB- 
VALVE is clean . . . imbedded dirt has been re- 
Note: Present Lewy? ewners can convert at nom- moved from the pile of the rug... surface lint, 
inal cost! See your Lewyt Distributor for details! threads and hair have disappeared into the 


Lewvt .. . it’s like magic! 
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_| Lewyt’s sensational new 


CARPET NOZZLE! 


United States Testing Company, Inc. reports Lewyt best in every test! 


EMBEDDED DIRT TEST SURFACE LITTER TEST 























Report #78730-1 June 14, 1948 Seport #78730-2 June 14, 1948 
= (Efficiency rating of each cleaner obtained during simultaneous runs (Long and short dog hair, cotton thread, and shredded absorbent cotton 
= under identical conditions.) worked into the nap of rug.) 
yas OPINION 

1. LEWYT, WITH ITS NO. 80 CARPET NOZZLE! 1. LEWYT, WITH ITS 

The Lewyt Vacuum Cleaner picked up: NO. 80 CARPET NOZZLE! = Good surface litter pick-up. 

; 2. Control Cleaner A Good surface litter pick-up 

18% more Embedded dirt than Cleaner A (Upright revolving brush) except at center of nozzle. 
34% more Embedded dirt than Cleaner C 3. Cleaner B Fair surface litter pick-up. 

40% more Embedded dirt than Cleaner B 4. Cleaner C Poor surface litter pick-up. 

55% more Embedded dirt than Cleaner D 5. Cleaner D Poor surface litter pick-up. 

Report #78730-3 June 14, 1948 Report #78730-4 June 16, 1948 

(Nap pick-up of each cleaner compared to weight of nap picked up by (Lewyt was disassembled and component parts examined. Later re- 

control cleaner during simultaneous runs). assembled, and its functional performance and ease of operation noted. 

All attachments tested.) 
1. LEWYT, WITH ITS NO. 80 CARPET NOZZLE! 
1. LEWYT, WITH ITS NO. 80 CARPET NOZZLE! 
= 3 With the Lewyt Vacuum Cleaner, carpet wear was: 
y? k : a. Lewyt Vacuum Cleaner constructed of 
oy 58% less than with Cleaner A excellent materials throughout! 
Un. 52% less than with Cleaner C b. Design provided excellent ease of operation 
25% less than with Cleaner B with a sturdy, attractively styled vacuum cleaner! 
13% less than with Cleaner D c. Workmanship was first class throughout! 




















Approved Underwriters’ 
Laboratories 


UNM 






(Rhymes with ‘do it’) 


VACUUM CLEANER 


uit 
, LEWYT CORPORATION ~- VACUUM CLEANER DIVISION ~- 76 Broadway, Brooklyn 11, New York 
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AUTO- TYPE 
TRANSMISSION 





_ STAINLESS 
> STEEL 


es Corrugated 
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TUB 
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Electric SWITCH 


“Positive” CLUTCH 





"Oil-less" BEARINGS 


Lid HOOK 


ey 


Cord HOLDER 


“Locking CASTERS 


Chromium 
7 DRAIN BOARDS 


Chromium TRIM 


To the long line of VOSS improvements comes the double- 
wall STAINLESS STEEL corrugated TUB — rust proof 
chip proof! A lifetime of satisfactory service. 

SELL VOSS! With its gleaming satiny interior, its stream- 
lined beauty, its safety to the housewife — its trouble-free 
performance. 

SELL VOSS! For quick, “clean” sales — no bothersome 


installations to make. 


SELL VOSS! 


Yime-Tested’ 


> 


Insure customer-satisfaction with VOSS 


quality. Over 72 years experience in build- 


ing fine washers. 


Send For Full Dealer Information — TODAY! 
wOSSs 


Time Testeo 


VOSS BROS. MFG. CO. 


DAVENPORT, IOWA 
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Television Quiz 





some things a good many future cus- 
tomers want to know about television. 
lhe manufacturer, dealer or distributor 
who arms himself with the answers 
obviously is going to be better prepared 
than his competitors to tap the giant 
potential market awaiting the arrival of 
video in areas which do not now have 
it. 


What They Want to Know 


When sets are marketed generally 
and television is established every- 
where: 


1. Will the manufacturers hold peri- 
odic schools for the instruction of 
dealers’ service men, so that trained 
and experienced service workmen will 
be assured and available when needed? 

2. | understand the installation of a 
television set in the home is rather 
complicated. Will the service charge 
for this run high? After a set has been 
installed, can it be moved about to a 
different place in the house? 

3. Will the government, the manu- 
facturers and the patent controllers 
eventually get together, so that a buyer 
may purchase any kind of a set he de- 
sires—black and white, or color? 

4. Will parts be plentiful or will the 
customer have to look to the factory 
continually ? 

5. How does television expect to 
overcome certain difficulties such as 
sound effects? On a program which 
calls for cannon fire, obviously they 
can’t have a scene in which a cannon 
is fired; nor can they bring in a roaring 
truck when the scene calls for one. 
Isn't this going to make for a lot of 
phony and unconvincing stuff ? 

6. With its limited range of opera- 
tion, how will television make the char- 
acters and actions of its thespians come 
alive, as the radio does now with 
Superman, Red Ryder, Tom Mix, etc. ? 

7. Does the future of television hold 
out hope for such innovations as por- 
table sets, automobile sets, etc.? 

8. How will programs be worked out 
—on a 24-hour basis? At a designated 
period of the day? Eventually, will it 


CONTINUED FROM PAGE 92 
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be as easy to tune in another station 
as it is in radio today ? 

9. Are television sets more sensitive 
to atmospheric conditions than radio? 
What effect do traffic, outside noises, 
power stations, etc., have on a televi- 
sion set? Is there any difference in re- 
ception at night and in daytime? 

10. What is the average distance a 
television set can pick up a program? 
Will remote, small towns ever have 
good reception? 

11. Will television create a whole 
new star system similar to the movies 
and radio? For example, “Red” Skel- 
ton, a photogenic “wow”, ought to see 
his Hooper rating jump to an all-time 
high. But isn’t Charlie McCarthy go- 
ing to be pretty limited because Bergen 
has to be in all his scenes? 

12. What are the possibilities of 
censorship on television? Is it going 
to be as stringent as that of the movies 
or as liberal as that otf the stage—or 
somewhere in between as radio seems 
to be today? End 


He Starts with Field Selling 


OST electrical merchants start 
a with a store and then, as busi- 
ness calls for it, add a staff in order 
to take advantage of the sales to be 
made through outside selling. John 
Bell of Evanston, Wyo., has reversed 
this process. He started with outside 
selling. For two years now he has 
done considerable business with the 
Hotpoint line and with Dexter wash- 
ers, selling from house to house. 
Storage of equipment is in his gar- 
age. Deliveries are made by use of a 
trailer, or occasionally by truck, which 
is available to him when necessary. 
Some of the canvassing is cold turkey, 
some from tips given him by custom- 
ers. Quite a number of people who 
have bought from him and been satis- 
fied with their equipment have tele- 
phoned in the names of others on whom 
he may call. 
Before the war, Mr. Bell was a sales- 
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man. His first venture on his own was 
in household articles, for which he 
built up such a following that he still 
has demand for them and carries them 
on the side with his present stock. 
When he first started, his system had 
the advantage of not saddling him with 
an overhead of any dimensions. At a 
time when appliances were hard to 
come by, he was able to sell whatever 
he could and really derive a_ profit 
from it, without having everything 
consumed by the expenses of rent and 
salaries. When appliances were de- 
layed, he took orders, building up a 
book of 200 washing machine orders 
at one time, on which he was able to 
draw as the appliances came in, 

His plan was to build a background 
of customers and a nestegg of capital 
before he started a store—an arrange- 
ment which seems like a logical re- 
versal of the usual system. End 
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The beautiful new Duo-Therm Sheraton, one 
of many sales-stimulating Duo-Therm models 


evety shopper were 2 


mechanic... 


DUO-THERM Heaters would sell even faster! 


When a mechanic's expert eye spots the exclusive construction 
features of a Duo-Therm fuel oil heater, his pocketbook opens for 
business! And that happens mighty fast. . . 
construction is just as beautiful to a mechanic as Duo-Therm fur- 


because Duo-Therm 


niture styling is to the average customer. 

But, since most shoppers aren’t mechanics, you can’t take it for 
granted that any shopper knows what Duo-Therm’s got that makes 
it the best buy on the market . . . wutil you tell him! And how you 
tell him with Duo-Therm! Look: 


Start with Duo-Therm’s famous furniture look! 
That’s a beautiful starting point ... make the most of it! There’s 
no reason in the world for a customer to take anything less when 
he can have Duo-Therm’s smart designs, beautiful finishes. Here 
is appearance that is right at home in tastefully decorated rooms. 
And here is a performance story that goes hand in hand with 
Duo-Therm’s sales-making appearance. 


Duo-Therm with Power-Air Blower 
saves up to 25% on fuel oil! 


You can’t beat that fuel-saving, money-saving story for real sales 
punch. And no matter how much or how little a man knows about 
heater construction, you Can easily show him why Duo-Therm has 
it all over any other heater. You can point out that the exclusive 
Duo-Therm Dual Chamber Burner is scientifically designed to give 
more heat, more even heat . . . with less fuel and at lower cost. You 
can point out that Duo-Therm’s Power-Air is a blower and not a 
fan, so it spreads heat evenly throughout a room. 
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Yes, a complete line—PLUS! There’s a Duo-Therm heater for 
every customer . . . a complete line of uprights and consoles. And 
each has the kind of features you need to button up a sale. For 
example: radiant doors on all circulators .. . convenient “dialing” 
for heat control, to mention only two. There are many more. 

Any other PLUS advantages when you sell Duo-Therm? Well, 
remember this: Duo-Therm’s name plate really means something 
to you and your customers... because Duo-Therm makes no 
private brand merchandise. 

And remember this, too: Duo-Therm gives dealers the most com- 
plete merchandising program, an outstanding national advertising 
program, year after year. That adds up to the greatest consumer 
acceptance in the industry. 


And it adds up that way for YOU! 


more than a million satisfied users 


Duo-THerm 


always the leader 





Division of Motor Wheel Corp., Lansing 3, Michigan 


| one 
AUTOMATIC GAS AND FUEL OIL WATER HEATERS FUEL OIL SPACE HEATERS FUEL OIL FURNACES 
— 


Duc-Therm is a registered trademark of Motor Whee! Corporation, Copyright 1948 
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strument Tor every customer 


The RCA VICTOR line, backed by intensive advertising, 
brings you bigger profits through higher turnover 


@ These models are members of a line of instruments that can’t 
be beat! No matter what your customers prefer, there’s an 
RCA Victor model for them at a price that’s right! 


Whether your customers want a console, table model, or 
portable—AM, FM, Short Wave, Records or Television—dollar 
for dollar, these RCA Victors will give them more pleasure, better 
performance and a greater listening thrill than any other brand. 


Appealing advertising constantly reaches your customers . . 
sends them to you for the RCA Victor instrument of their choice. 
Smashing full-color pages in LIFE, COLLIER’S, and SATURDAY 
EVENING POST with black-and-white advertisements in LOOK 


FINEST TONE 
SYSTEM IN RCA 
VICTOR HISTORY 


The “Golden Throat” tone system is 
bringing a new listening thrill to millions. 



































reach hundreds of potential customers of yours every month. 
The RCA Victor Show reaches millions of listeners every Sunday 
over 163 NBC stations from coast to coast. 


Look for the dramatic advertisements in these leading national 
magazines .. . listen to “The Music America Loves Best” over 
your favorite NBC station every Sunday at 2:30 P.M., E.D.T. 


Cash in on the ever-growing preference for RCA Victor in- 
struments. Tie in with the national advertising campaign. Let 
your customers know that you have the instruments they are 
looking for! Only part of this great line is shown here. If you 
don’t have the full line on display, contact your distributor NOW! 












ICTOh “BE 


DIVISION OF RADIO CORPORATION OF AMERICA 





w 
ONLY RCA VICTOR MAKES THE VICTROLA 






Victrola, T. M. Reg. U. S. Pat. Off 
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NOW! Backed by 


the Famous Emerson-Electric 


5- YEAR ‘to-user GUARANTEE 


The arresting display shown above is one way for you to cash 
in on the sales appeal of the heater that GLOWS AS IT BLOWS! The 
fireplace background and fireproof Cellophane streamers fluttering 
in the warm breeze effectively dramatize the “hearthside comfort” 


your 


mers get from Emerson-Electric’s exclusive HEATRAY- 
R principle. Reap extra heater profits this season . . . Write 
and Sales Help Folder No. D-12. 


Only EMERSON-ELECTRIC 
gives your customers all these 
STAR FEATURES: 

HEATRAY-REFLECTORS combine 
fan-forced and radiant heat for rapid, 
penetrating heat distribution plus “hearth- 
side comfort.” 

« Whisper-quiet rubber-mounted fan-duty 
motor. 

* Tilts up and down at finger touch over 
a 40 degree arc. 

* Light weight—convenient design. Pro- 
vided with carrying handle. 

* Exterior parts remain cool to touch— 
safe around children. 

x Beautiful walnut wrinkle finish— 
chrome trim. 

THE EMERSON ELECTRIC MFG. CO. 
ST. LOUIS 21, MO. 


EMERSON 7,5 ELECTRIC 


MOTORS+FANS —>— de Ok 
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best appliance salesmen. 


MEN LIKE THIS BUTCHER, says Wilson, who have had dealing with women, make the 


Hire New Salesmen from 
Lines That Cater to Women 


Butchers, bakers and candlestick makers can 
help an industry whose customers are housewives 


V HEN necessary for an appliance 

firm to hire new salesmen, new, 
beginner salesmen, there is no better 
place to recruit them than from firms 
that cater to women, declares Howard 
Wilson, sales training supervisor of 
the Georgia Power Co., Atlanta. 


“The business of dealing with 
women requires a niceness of manners, 
a pleasant approach and a suavity far 


in excess of lines that sell exclusively 
to men.” 

Fellows who worked in a grocery or 
sold fruit are used to talking to women 
and know their habits, declares Mr. 
Wilson 

Men without experience in these 
contacts often speak too abruptly or in 


too rough a tone. One man failed, Mr. 
Wilson relates, because he didn’t wait 
for women to invite him into the 
house. They resent this. 


\ good salesman will instinctively 
know that he shouldn’t be able to see 
dust in the house. Even if things are 
dirty, he should sidestep bringing it 
out. One man who didn’t know his 
feminine audience, put on a demonstra- 
tion of washing on a dirty lampshade. 
The very fact that it was so filthy em- 
barrassed the woman so she could pay 
no attention to his presentation. 

One of the things that women like is 
for the salesman to know their name. 
A good man will discover it in advance 
from the mail box or from the woman 
next door. 

He will dress to complement his per- 
sonality. Women are quite sensitive 
to the clothes that a man wears, are 
impressed with them. One of the worst 
things that a man can do is to say un- 
complimentary things about what he 
sees in the house. A phrase like, “this 
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HOWARD WILSON, who has learned 
about the psychology of women. 


old refrigerator—we feel sorry,” will 
upset the woman in the house and hurt 
a sales presentation. It is hard for 
men to realize that women become at- 
tached to pots, pans, or furniture they 
have lived a long time with. Even if 
they know it is defective, they don’t 
like to be told so. 

In the washing machine field, Mr. 
Wilson feels that the South is opening 
up. Even before the war servants were 
demanding washers in the homes. 

Southern women will do their own 
laundry for a while, but eventually the 
colored people will take over as they 
will need the work. The commercial 
laundry has not made a favorable im- 
print during the war, he said. 

In regard to ironers, considerable 
education is going to be needed in the 
South in its use. Any war born demand 
will gradually drop if it is not followed 
up by education and training. End 


1948—ELECTRICAL MERCHANDISING 













Kite 
will 
iden 
free 
tive 
wor 


Aft 
are 
pric 
mer 
trib 








ned 


will 

hurt 
fc rT 

e at- 
they 
en if 
don’t 


Mr. 
ning 
were 


own 
y the 
they 
ercial 
e im- 


rable 
n the 
mand 
lowed 

End 


SING 


Check these Features - 


YW Compact, counter-height, 
front-opening, it accommodates 
complete service for average 
family in one operation. 

¥ Completely automatic in all 
cycles—washing, rinsing, drying. 
Auxiliary manual cycle control. 
Centrifugal pump circulates 
water through revolving wash arm 
as in Hobart commercial models. 
M Power rinse, not water-line 
pressure, for thorough rinsing. 


Automatic forced hot air for 
drying dishes and utensils. 


Opening door automatically 
shuts off wash or rinse without 
interrupting time cycle. 


Two independent racks for 
unobstructed, convenient load- 
ing. Cups and glasses rest on 
angle, for draining without in- 
side “tear-drops.” Silver, in ver- 
tical position, receives scrubbing 
action from all sides. 


Three Models 


KitchenAid Electric Dishwashers 
will be available in 3 models, all 
identical in capacity — trouble- 
free — easily-installed — attrac- 
tive in appearance with tabletop 
working surface. 


Model KD10—unit only, for built- 
in installation. 

Model KD20—cabinet model, in- 
dividual installation. 

Model KD30—complete cabinet- 
sink-dishwasher combination. 


Price - Distribution 


After years of development, KitchenAid Electric Dishwashers 
are now in the tooling and production stages. They will be 
priced competitively with the better home-dishwashers and 
merchandised through selected franchised KitchenAid dis- 
tributors and dealers. Watch for further announcements. 


Kutche 


REG. U.S. PAT. OFF, 


the Finest Made 


KITCHENAID DIVISION, THE HOBART MFG. CO. * TROY, OHIO 


World's Oldest and Largest Manufacturer of Dishwashing, Food and Kitchen Machines \ 
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nAid 


Its on the way...the KitchenAid 


“Most-Wanted’” Home Dishwasher 
of them 



















































































































all! 


} A solid smash hit at both the Chicago and 


Atlantic City Housewares Shows — that’s 
the KitchenAid Electric Dishwasher for the 
Home. Designed and built by Hobart, 
world’s oldest and largest manufacturer of 
commercial dishwashing, food and kitchen 
machines, the KitchenAid line offers an 
exclusive list of advanced features that 
everyone will want. 

























Plan a profitable future with 
the most complete quality line 
of Food Mixers with attach- 
ments, Coffee Mills and Dish- 
washing Machines. You’ll 
make friends with KitchenAid, 
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LOOK WHAT THEY'RE SAYING }/ 


EPORTS from dealers all over the country say 
that the new Easy Spindrier with Automatic 
Spin-Rinse is just what the customer wants. It 
makes showmen out of salesmen because it’s loaded 
with dramatic features that close sales in a hurry! 


Find out for yourself how it pays to promote this 
sensational new washer. Use the new plastic 
Window Demonstrator for the most action-packed 
floor or window demonstration ever devised. 


Let your prospects see for themselves how the 


gentle Spiralator roll-over action washes clothes 
cleaner, faster. Watch the fresh rinse water surge 
out through the hollow cone in the spinning basket. 


This double-action rinse needle-sprays the 
entire load from top to bottom, whirling off all 
suds and scum. It requires less than three gallons 
of warm water to super-rinse clothes whiter, 
brighter in only three minutes. Promote the EASY 
Spindrier. You’ll agree it’s the hottest franchise 
in the industry. 


IN ON THIS 4-POINT EASY SPINDRIER PROFIT PROGRAM 
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] HOT PRODUCT! Stock up with and promote the big- 
ticket, high-profit 20SSA Easy Spindrier. It’s packed with 
easy-to-demonstrate and sell features. Your customers 
will agree it’s the best washer value on the market today. 


2 SMASHING CAMPAIGN in the Saturday Evening Post, 
American Weekly and nine leading women’s magazines 
tell your best prospects about this great new washer. 
Time your own advertising to tie-in and cash-in. 


3 HOTTEST SELLING AID — New plastic-window demon- 
strator helps you close more sales faster with less sales 
cost. Set one up in your window and on your sales floor 
now! Demonstrate to every washer prospect. 


4 PRACTICAL PROMOTIONAL PACKAGE! Get it from 
your Easy representative today! No loading, just what 
you need in the way of literature, displays, ads, etc. to 
get your share of this new Easy Spindrier business. Easy 

Washing Machine Corporation, Syracuse 1, New York. 


The Easy Automauc 
will be the best Automatic 
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ABOUT THIS GREAT NEW EASY 


IMAGINE ! MY 
WHOLE WEEK'S 
WASH DONE IN LESS 
THAN ONE HOUR! 


a we : 

S Za 
abs- 
i: 


+, ¥ : 
» ee ae 
} 7 
eal 


3% 


YES, AND 
YOU JUST TURN 
A TAP TO 
eee” SUPER-RINSE 
ge RT CLOTHES WHITER, 
, BRIGHTER IN ONLY 
3 MINUTES 


OH BOY, NO WRINGER 
70 BREAK BUTTONS 
ON MY SHIRTS THAT REMINDS ME, 
; TWIN TUBS-ONE 
eOL WASHES WHILE THE 
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NOW YOU CAN GET 

OUR WASHING AND 

IRONING DONE IN 
ONE DAY! 


1, 1948 


WE'LL HAVE PLENTY OF 
HOT WATER NOW.. USES 
ONLY THREE GALLONS 
70 SUPER-RINSE 
Mm. A WHOLE LOAD! 


—— 
THEY SAY IT SPINS OUT Rea Me ) 
25% MORE WATER <A iy OE 
THAN A WRINGER i 


AIN'T THAT 
SUMPTHIN’! IT'S 
BUILT TO LAST 

A LIFETIME / 








b WITH RADIOS HOTTEST SPECIALTY / 
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FEATURE the G-E Clock-Radio! It’s more than a 
radio—it brings you more sales, more profits when 


it’s not buried among your radios on display. 


PLACE the G-E Clock-Radio in a “stand out” spot 
among your radios, AND 


DISPLAY it in a “stand out” spot among your clocks, 
AND—MOST IMPORTANT— 


FEATURE THE CLOCK-RADIO BY ITSELF! Cus- 
tomers who don’t want “‘just a radio” or “just a 
clock” will buy a Clock-Radio! 


SHOW the Clock-Radio in your windows—away 
from ordinary radios! The Clock-Radio is in a class 
by itself—show it by itself! 


TELL YOUR CUSTOMERS THE G-E CLOCK-RADIO 
STORY. THEY'LL WAKE UP TO SWEET MUSIC— 
YOU’LL WAKE UP TO SWEET PROFITS! 


7 


9 
10 


@ Collier's, Saturday Evening Post . 
































MODEL 62 


EXPLAIN to them that the G-E Clock-Radio is an 


@ electronic reminder—it'll wake them, turn on a 


favorite program, remind them of important dates— 
automatically. All this—PLUS a G-E electric clock, 
PLUS a G-E “Superhet” radio. 


TELL THEM ABOUT THE EMINENT DOCTOR’S 


@ “WAKE-UP” TESTS—HOW SCIENCE PROVED 


THAT JANGLING ALARMS JAR YOU, PRODUCE 
NERVOUS TENSION; WHILE MUSIC FROM A 
G-E CLOCK-RADIO WAKES YOU SOOTHINGLY. 


PLAY on their liking for something new and differ- 


@ ent. The G-E Clock-Radio is both. There’s nothing 


else on the market that sells like it! 


REFER them to the G-E Clock-Radio ads in Life, 
. « use all the 
Clock-Radio dealer aids—your G-E distributor has 
them ... place ads in your local papers! 


General Electric Company, Receiver Division, Electronics Park, Syracuse, N. Y. 


REMEMBER—The G-E Clock-Radio is radio’s hottest specialty! 
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Keeping In Touch 





VACUUM CLEANER manufacturer, H. 
W. Hoover, president, Hoover Co., pauses 
to inspect the handiwork of an employee. 
Mr. Hoover has been paying daily visits to 
his plant for many years now. One of the 
results . . . triple action found only in a 
Hoover cleaner as “it beats as it sweeps 
as it cleans”. 


Hoover, Cleaner Pioneer, 
Marks 40th Year 


The Hoover Co., North .Canton, 
Ohio, oldest manufacturers of vacuum 
cleaners in the country, celebrated its 
40th anniversary last August 8th with 
special observances at its factories and 
sales offices throughout the world. 

The origin of the organization 
really dates back more than a hundred 
years when the first Hoovers were en- 
gaged in the tannery business in Ohio. 
However, the coming of the automo- 
bile in the early 1900's threatened the 
saddlery business which had been 
firmly established as a flourishing en- 
terprise, eventually teading to the in- 
corporation of the Electric Suction 
Sweeper Co. in 1908. 

\ local Canton department store 
electrician and building superintend- 
ent named J. Murray Spangler was one 
ot the guiding lights to the new 
Hoover venture. The inventiveness of 
Mr. Spangler’s mind plus an asthma 
condition, which was severely aggra- 
vated by dust, resulted in a tin model 
with a few bristles tacked to a revolv- 
ing bar for a brush and his wife’s 
pillow case for a dusthbag. Needing a 
sales organization for the distribution 
of his product, Mr. Spangler met the 
Hoovers and the rest is history. 

Starting in the production of 
vacuum cleaners in the corner of a 
leather goods factory with a force of 

people, the company grew to the 
present 12,000 employees, chalking up 
sales of over 7,000,000 cleaners of 
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which 80 percent are still in’ use. 
Eventually the original organization 
name became the Hoover Co. 

Earlier in 1948, the company intro- 
duced its new electric iron, the only 
other consumer product it has ever 
put on the market besides its well- 
known cleaners. Since 1945, it has 
also made fractional horsepower 
motors for industrial use. 

The firm is now headed by H. W. 
Hoover, whose daily trips through the 
company’s extensive North Canton, 
Ohio, plant have been a regular rou- 
tine for years. As president and chair- 
man of the board, he has actively 
guided the company’s affairs resulting 
in the manufacture of approximately a 
third of all vacuum cleaners in use 
today. 


Sweeping Progress 





THE FIRST . . . and one of the latest 
Hoover vacuum cleaners. Miss Norma 
Neal of the administrative dept., North 
Canton, Ohio, plant, operates 40 year old 
cteaner. $6,000,000 in engineering and 
research have resulted in vacuum cleaners 
such as one of the latest pictured at the 
right. 





ERP Tags $43.3 Million 
for Electrical Goods 


According to a recent announce- 
ment by Dun & Bradstreet, Inc., a 
total of $43.3 million will be ear- 
marked for shipment of electrical 
equipment during the first year of 
the $5.3 billion European Recovery 
Plan. The United States is the sole 
source in this particular category 
of industrial goods. 
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June Appliance Output 
Shows General Increase 


Video sets 


pace; 


refrigerators, 


radios, ranges top May production; 
vacuum cleaners and ironers lag 


By William J. Hoffmann, Jr. 


NE ARLY all electric household 
a products showed gains during the 
month of June with the exception of 
ironers and vacuum cleaners which 
dipped 12,187 and 20,586 units re- 
spectively as compared with the previ- 
ous month of May. Both lagging items 
also were off 37 and 22 percent from 
the 1947 June totals, the industry 
turning out only 32,767 ironers and 
256,071 vacuum cleaners during the 
June, 1948, period. 

Rampaging 460 percent ahead of 
last year’s production, television set 
manufacturing aggregated 64,353 sets 
for June as against 50,177 the month 
before—a gain of 14,176 units, accord- 
ing to the Radio Mfrs. Assn. First 
five months total indicates an ad- 
vance this vear of over 500 percent or 
214,543 units more than last year’s 
five months total of 34,905. The June 
output was the greatest yet in the 
infant industry. 

Television’s forerunner, radio, found 
set production about nine percent lower 
than June 1947 although increases 
were noted during June 1948 over 
May this year to the extent of 17,090 
units. Output for the first 5 months, 
however, was below that of 1947 in 
this category, adding to only 6,631,549 
as compared with a total of 7,397,502 
for the Jan.-June period. 


Refrigerator Market Returns 


Whether or not the coming of warm 
weather after a cold spring was the 
chief reason, refrigerator production 
bounced back to a 1948 high after last 
month’s decline by turning out 389,973 
units or 54,562 more than in May this 
year. According to the National Elec- 
trical Mfrs. Assn., this was 334 percent 
better than June a year ago. Totals of 
the first five month production figures 
show a gain of 440,823 units over the 
same period in 1947, 

Sales of standard-size home washing 
machines were fourth highest of any 
month in history, according to the 
American Washer and Ironers Mfrs. 
Assn. Totalling 386,685 units, June 


sales have been topped only by 397,113 


398,298 and 
393,660 in March and April of the 
current year. They were over 6 per- 
cent better than May 1948 or 22 per- 
cent higher than June 1947. May 
output this year was 362,658 units. 


in October of last year, 


Electric ranges achieved the second 
highest monthly production rate dur- 
ing June with 124,914 units being 
manufactured, surpassed this year only 
by the March figure of 128,891. This 
was more than 24,417 units stronger 
than last month’s output and 25 per- 
cent better than June of last year. 

Overall production tabulations in 
electric water heating and small wash- 
ing machine fields for the first 5 
months of 1948 are below that of the 
similar period last year. Thus far, in 
1948, only 297,739 units have been 
turned out as compared with 322,534 
water heaters a year ago. Small 
washing machines likewise have dimin- 
ished¢ in production from 180,840 to 
151,437 units for a similar period 


Post-war Vacuum Cleaner 
Sales Over Eight Million 


On a par with a record of two and 
one-half years, compiled from De- 
cember 1935 through 1942, six years 
of full and one of reduced conversion 
production, the household vacuum 
cleaner industry sold its eight millionth 
post-war standard size unit during 
July. Secretary-treasurer C. G. 
Frantz, of the Vacuum Cleaner Mfrs. 
Assn. also announced that factory sales 
surpassed the total of all 1941, great 
est pre-war year, sometime in June 

Totalling 1,810,452 units for the first 
half of the current year as compared 
to 1,829,004 for the initial half of 1947, 
the minor dip in total sales may be 
chalked up to one large factory being 
idle for a month pending labor negoti 
ations. Final June sales aggregated 
256,071, compared with 327,250 in 
June 1947, declining 21.8 percent and 
down from 276,657 during May this 
year. 
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More Frigidaire Refrigerators 
serve in more American Homes 
than any other make 


All parts of th 
heard from! e country are being 





Read this typi 
? ypical, un 
ot unpaid carr: letter from one of Frigidaire’ 
neighbors — and seri ear ream who are tellin ahs thousands 
It's enthusiasm like this oe ‘the wonderful Frigidoire A eir friends and 
Frigidaire Dealers on Fri nv s building present po - a = Washer 
gi aire Home La urure busi : 
undry Equi iness for 
pment! 


ee «J Long enough fo 
trial. so ag 

















Little Rock, Ark. 
é 
april 28, 1948 
: 
Frigidaire. G. M. 
Live-W 300 Taylor street 
-Water Acti a 
° on for Importan * | 
effective washing and ri Dayton 1, Ohio “€ in every famil 
ing—a Frigidai wer so there's a big mark de 
So thoro ; ‘ de SM | the time-saving Fri a mn 
ugh, dirtiest ‘ A tigidair 
‘ wo ir: utomati e 
— come clean; yet * nor atic Washer. 
and-gonile” with delicote 
| fabrics with delicate :; é 
. a We have had @ Frigidaire automatic washer, for the past eight ' 
months and we are SO thrilled with its designing and workmanship Boney See" leaves many 
in 
| Any operation hat nted to tell yo how pleased we are gs ready to iron right 
lengthened can be that we wante ° you 4 Pp away,everything com g 
7 , shortened light es out 
elimin , OF ghter ond easi 
ated. a ” And: here’ siertohandle. 
In our fam y this is vitally important — \ime saviné means ere’s another ‘‘ni 
feature” everybody li ae 
hnool children — my husband, an in- washer need not b y likes: | 
to floor. e bolted 


much e have three presc 
\ dustrial hygiene chemist andl, 4 Little Rock Cit 


y Health nurse 


ge of clothes and must look nice. 


ist have 4 daily chane 
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ing about this important 
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ake we have ever used. 


advantage. 

»rforms peautifully- It surpasses any @ 

control is marvelous and takes all the worry away in 
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| This extra confidence means 
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SING 


LNOiy 


stalled 


the time and money element, We decided to get a washer in 


in our own home. Having this in mind and having previously 
heard of the Frigidaire, we decided to visit the local represent- 
ative, Curtis Finch \ We were amazed with the demonstration and 
























finding that this was a General Motors product wo knew that it 
was good Having used another product of General Motors, @ 
Buick, for the past seven years, we feel that no other car 


surpasses it 








One of our friends recently pought & washer after seeing ours 
in use and only this morning a friend, @ doctor's wife, came 
over to see it in use She too 1S enthusiastic 


Having been ¢ public health nurse for several years and coming 
in daily contact with the group of families including working 
mothers and parents of school children and attending meetings 


along with home visiting (several daily). 
the mother how she too can save and take the worry out of wash 
days by using 4 Frigidaire washer, and too, clean clothes 


are most healthy 





rward to using oth 







We are Looking fo 





Respectfully, 


(Signed) Mrs. David A. Morton, Jr- 


You're twice as sure 
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I find myself telling 


: Frigidaire Refrigera- 













er General Motors products. 


“ine wea woe FRIGIDAIRE 
w«ow General Motors 





shes an amazing product 
* ws Frigidaire Automat- 
A ee it's easy to give 
ath azing — and sales- 
ing! — demonstration. 












































One good sale insures 
another! Customers 
well satisfied with the 
Frigidaire Washer are 
natural prospects for 
























































tors, Electric Ranges 
Water Heaters, Home 
Freezers, Kitchen Cab- 

inets and Sinks! | 
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IT’S THE NEW WASHER BUY-WORD! 














look at these features 
women want—All in the 
great new Duo-Spin 


@ 2-way washing with Automatic’s 
exclusive invertible DUO-DISC 
agitator 

@ Does a week's average wash in 
an hour or less 

@ Washes and rinses at the 

same time 

@ Washes and spins damp dry at 
the same time 

@ Whirls a whole tubful to ready- 
for-the-line dryness in 3 minutes flat 


@ Washes, rinses, dries and drains 
electrically 


ee ll ie ha 
ing time, saves clothes 


Automatic’s great new Spin-Dry Washer with 2-Way Washing! 


Talk about BUY-words! In the washer 
industry, Automatic has been one 
for 40 years—with a reputation built 
on giving the most features most 
women want most. 


Now Automatic gives you the new 
buy-word in washers—Duo-Spin. So 
jampacked with features . . . so down- 
right handsome . . . so surprisingly 


Coming Soon—The New Prese-Joe » sersctions 


cabinet-style washer with disoppearing wringer! Another Automatic First. W atch for it. 


low priced ... it’s way out ahead in all 
around washer value. 


Duo-Spin—America’s new washer 
buy-word. Make it your password to 
the best washer sales and profits 
you’ve ever known. Write or wire for 
full details and name of nearest distrib- 
utor. AUTOMATIC WASHER COMPANY, 
Newton, lowa. 


Only Spin-Dry Washer with 2-Way Washing 


In submerged position, the exclusive 
Automatic Duo-Dise Agitator is second 
to none for fast, clean, gentle washing 
of usual family loads. 


Inverted, the versatile Duo-Dise Agi- 
tator is unequalled for thorough, 
speedy, careful washing of blankets, 
bedspreads, comforters, draperies, 
slip-covers and other bulky articles. 


oo 
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NERA Cost of Business Survey Shows 
1947 Volume and Costs Up, Profit Down 


Body says results show dealers must 
improve operating methods to avoid 
difficulties in a buyer’s market 


ALTHOUGH appliance - radio 
A dealers’ sales in 1947 increased 
43 percent over 1946, their goods cost 
was higher and their gross margins 
and net profits were lower, according 
to the recently released Cost of Doing 
Business Survey made by the National 
Electrical Retailers Assn. 

The survey, made on an undisclosed 
number of retailers, was conducted as 
a sequel to the cost study of 1946, 
which applied to all of 1946 and the 
first half of 1947. 

Richard E. Snyder, NERA’s eco- 
nomist, declared that the survey shows 
that in the intense competition of a 
buyer’s market appliance retailers will 
have to improve their operating tactics 
in order to avoid being squeezed be- 
tween slackening sales gains and rising 
costs, 

A slight shift in consumer buying 
preferences was indicated for the year 
by the fact that radios, in second place 
for proportion of total sales in 1946, 
had been replaced by washers, which 
accounted for 18 percent of total sales. 
Refrigerators increased their lead, 
going from 19 percent to 24 percent 
of total sales. Ranges were fourth in 
both years, but in 1947 accounted for 
13 percent as against 12 percent in 
1946. 


Appliances Sold in Relation 
s 


to Total Sale 
Percent of Total 
Sales 
Applience 1947 1946 
Refrigerators. . . . 24 19 
Washers. ...... 18 16 
ae 17 17 
Ranges......... 13 12 
Vacuum Cleaners 3 3 
Other Major Appliances. 14 32 
All Small Appliances. . 11 


The number of trade-in sales in- 
creased significantly in 1947, according 
to the survey. NERA obtained date 
on four appliances. Of all vacuum 
cleaner sales made in 1946, only 10 
percent involved the acceptance of a 
trade-in. In 1947 this figure jumped to 
26 percent. Washing machine sales, of 
which four percent involved trade-ins 
in 1946, were affected by trade-ins in 
19 percent of the cases in 1947. Re- 
frigerators went from three percent in 
1946 to 11 percent in 1947. Ranges 
jumped from two percent to nine per- 
cent, 


Costs Up, Profits Down 


The cost of goods sold amounted to 
66.1 percent of net sales in 1946, says 
Mr. Snyder. In 1947 this figure was 
up to 67 percent, not a large rise 
mathematically, but significant when 
figured on a dollar basis—$67 against 
every $100 of net sales as compared 
with 1946's $66.10 against every $100. 
As a result of this increase in the cost 
of goods sold, dealers’ gross margin 
dropped from $33.90 per every $100 
het sales in 1946 to $33 in 1947. 
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Operating Cost and Profit Ratios, 


1946-1947 

National Averages 

Item 1947 1946 

Ll 100.0 100.0 
Cost of Goods Sold 67 66.1 
Gross Margin...... 33.0 33.9 
Total Operating Costs 26.2 25.4 
Administrative. ..... 7.1 7.1 
Cost of Salesmen.... 4.8 48 
Other Sales Costs.... 2.2 2.8 
Cost of Service Men. 4.1 3.3 
Occupancy Expense 3.0 3.7 
Publicity Expense. . . 2.1 1.9 
Bad Debt Losses.... 0.2) 18 

All Other Expenses. 2.7) ; 

Net Operating Profit 6.8 8.5 


From the above table it can be seen 
that dealers kept their administrative 
expenses the same over the two year 
period and actually reduced their sales 
costs and occupancy expense, but the 
rise in cost of service men, an increased 
publicity expense and a bigger figure 
for “All Other Expenses” were enough 
to make 1947 operating costs greater 
than in 1946, 

The NERA survey asked dealers to 
report their service revenues as well 
as service supply and wage costs. 
From the 45 percent of the dealers 
who provided the dollar figures on 
their replies, NERA got these figures : 


Revenue from servicing. .9.2% of net sales 
Cost of service parts and 


| A 4.0% of net sales 
“Gross Margin” from servic- 
| re: 5.2% of net sales 


Cost of service men... .4.3% of net sales 
Net from servicing before other 
costs 0.9% of net sales 


Only a very few dealers, says Mr. 
Snyder, showed losses on servicing 
operations. He points out that the 
“Gross Margin” figure should be used 








GEOGRAPHICAL GROUPS, 1947 
(Figures in percentages of 100) 


Item 
Cost of Goods Sold 
Gross Margin........... 
Total Operating Costs.... 
Administrative. . . . 
Cost of Salesmen. . 
Other Sales Costs. ; 
Cost of Service Men...... 
Occupancy Expense... 
Publicity Expense. 
Bad Debt Losses. . 
All Other Expenses 
Net Operating Profit 


Natl. 
Avs. 
67.0 
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bad 
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Region 
1 " Ww IV 
6719 65.6 67.8 68.1 
32.1 34.4 32.2 31.9 
22.3 28.3 26.9 25.3 
6.5 7.6 10.1 5.9 
3.8 4.2 ye 5.6 
2.4 2.6 1.2 1.9 
3.0 5.4 1.7 3.8 
2.5 3.0 1.6 3.5 
2.2 2.2 1.8 7 
0.2 0.1 0.6 0.3 
1.7 3.1 2.8 2.6 
9.8 6.1 ee 6.6 








with caution, since it might be over- 
stated on the face of the statement. 

Results of the survey were broken 
down into four classifications of deal- 
ers by size of net sales, those under 
$75,000, those between $75,000 and 
$150,000, those between $150,000 and 
$250,000, and those over $250,000. 

Actual dollar sales in 1947 showed 
increases over 1946 ranging from 30 
percent for dealers in the $150,000 to 
$250,000 group to 55 percent for deal- 
ers in the over $250,000 group. 


Where Was the Money Made? 


In order to give individual dealers 
an opportunity to compare their oper- 
ating ratios with others in the same 
general area, NERA broke its survey 
down into four broad geographical 
divisions: Region I, New England, 
Middle and South Atlantic States; 
Region II, East and West North Cen- 
tral States; Region III, East and West 
Central States; Region IV, Mountain 
and Pacific States. 

Comparative data on the geographi- 
cal regions for 1946 and 1947 shows, 
said NERA, that 1947 gross margins 
were below 1946 in all regions except 
Region I; that total operating costs 
were higher in 1947 than in 1946 in 
Regions II and III; lower in Regions 
I and IV; that net operating profits 
were below 1946 in all regions except 
Region I. 








DEALER SIZE GROUPS1947 AND 1946 
(Figures in percentages of 100) 


Item Year 

Cost of goods sold 1947 
1946 

Gross Margin 1947 
1946 

Total Operating Costs... 1947 
1946 

Administrative... . . 1947 
1946 

Total Sales Costs 1947 
1946 

Cost of Service Men. . 1947 
1946 

Occupancy Expense 1947 
1946 

Publicity Expense. 1947 
1946 

All Other Expense... .. 1947 
1946 


Natl. 
Avs. 


A 0D oP 00 $00 00) tad D> wal wl el 
evovo-sow-Co0--hN 


Dealers with Sales Of: 
Less $75M $150M More 
Than to to Than 
$75M $150M $250M $250M 
65.4 67.4 66.6 67.2 
66.2 66.0 64.9 6719 
34.6 32.6 33.4 32.8 
33.8 34.0 35.1 32.1 
26.5 24.6 27.7 25.9 
23.6 24.5 29.9 26.5 
8.1 7.0 7.3 6.8 
8.3 6.5 6.8 7.4 
3.6 5.4 7.8 8.0 
6.5 69 7.8 7.7 
5.5 4.6 5.2 2.9 
1.8 3.7 5.0 2.2 
3.2 3.2 2.6 3.0 
4.1 2.7 3.6 3.9 
3.4 2.0 2.0 1.9 
2.3 1.5  , 3.3 
F 2.4 2.8 3.3 
0.6 3.2 5.0 3.2 
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Lewyt Holds Meeting 
For 200 Distributors 


The old black magic of Walter 
Daily, general manager, vacuum 
cleaner division of the Lewyt Corpor- 
ation, prevailed at a meeting of 200 
distributors in Chicago recently when 
that company held its first national 
sales conference. 

In one of the most carefully pre- 
pared presentations ever given a 
vacuum cleaner, live actors were used 
and color film employed in order 
that the hand-picked audience might 
be wowed in the right way. The pro- 
gram lasted a day. 

Mr. Daily spoke of a market of 22 
million homes for cleaners, of which 
15 million never have been sold, and 
7 million where they are more than 
10 years old. 

A color film showed five minutes 
of action with the new No. 80 rug 
nozzle which the firm said is now 
available. Dealers will be able to 
make the change to the 80 in the field, 
and there will not be any change in 
the retail list price of the cleaner, 
Alex Lewyt, the president of the firm, 
said. U. S. testing laboratories reports 
on the nozzle were presented. 

Joseph N. Lopes, advertising man- 
ager, Paul Crocker, national sales 
training director, and Arthur Gross- 
man, window and floor displays, talked 
of their programs. Selling aids that 
will be available include films for tele- 
vision, one minute color trailer movies 
for use in local theaters, and 24 sheet 
posters for outdoor advertising. 


Stevens Forms New 
National Sales Firm 


George T. Stevens, former execu- 
tive vice-president of the Eureka-Wil- 
liams Corp., has formed a new sales 
and merchandising firm, George T. 
Stevens and Associates, to handle na- 
tional sales activities of various prod- 
ucts through regular distributor and 
retail channels. 

First client of the new organization 
is the Presteline electric range division 
of Admiral Corp. Admiral recently 
bought Presteline manufacturing facil- 
ities from Pressed Steel Car Co. 

Company headquarters will be Suite 
716, 612 N. Michigan Ave., Chicago. 


PAGE 109 








FAGE 


—— 









WHERE QUALITY 
AND RESULTING PRESTIGE ARE 
PARAMOUNT, LEADING MUSIC 
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MANUFACTURERS AND DISTRIBUTORS at the one-day Summer Conference 
of the Bureau of Radio & Electrical Appliances of San Diego County. 


Dealers Primed on Sales Tools 
At San Diego Summer Conference 


Forty industry leaders hit on all 
phases of appliance merchandising 
at lively one-day sales meeting 


EALERS opinions on some of the 
D controversial issues with their 
suppliers were expressed in a con- 
structive way as a feature of the whirl- 
wind one-day Sales Conference of the 
Bureau of Radio & Electrical Appli- 
ances of San Diego County recently. 
Packed into 94 hours, with time out 
for a luncheon and a dinner, were 
succinct messages on selling from some 
40 speakers and chairmen in a typical 
San Diego bureau program. It had 
been arranged by the program com- 
mittee headed by Archie Marsden, 
General Electric Appliances Inc., local 
manager, and J, Clark Chamberlain, 
secretary-manager of the bureau. O. 
G. Thompson, General Electric Sup- 
ply Corp., chairman of the bureau, 
presided. 

For the dealer panel Paul DuPont, 
manager of the appliance department 
at Walkers Department Store, San 
Diego, was moderator, and dealers 
Bob Halvorson of La Mesa, A. K. 
Chamberlain of La Jolla, and George 
Stoltenberg of San Diego, answered 
the questions. 


Warranty Service 


First question, service under manu- 
facturers’ guarantees, was answered 
by Chamberlain, that customers were 
entitled to a good warranty on appli- 
ances, but the manufacturers should 
be careful in promising more than 
could be delivered. They should also 
allow dealers enough to cover the cost 
of the warranty in addition to their 
normal profits. As to giving con- 
tractor-builders discounts, Halvorson 
told how builders like to get the dis- 
count without doing any selling and 
they shop around from one dealer to 
another. Dealers customarily pay 
salesmen 10 percent but if they still 
have to do the selling on the appli- 
ances they cannot afford to give this 
to contractors. 

On the matter of trade-ins, Stolten- 
berg said that it is becoming more of 
a problem, especially to a dealer. He 
advised that the only way dealers 
could do it would be to make trade-ins 
stand on their own feet selling them as 
is, or reconditioned, but if they have 
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no service shop it would be well to 
dispose of them as is. Chamberlain 
said there were only two kinds of 
people who could afford to give a big 
trade-in: those who are getting too 
big a discount from the distributor, 
and those on the way out of business. 
He urged dealers not to let the cus- 
tomer outsell them. 

Present mark-ups were said to be too 
low on appliances, although many prod- 
ucts are improving their mark-up. Yet 
the cost of operating is much higher. 
Halvorson recited that rent alone is 10 
times what it was for the same spot 
before the war. Stoltenberg said, “Ii 
we are going out and ring door bells 
to get the business we will have to 
have an incentive to do it. If we don’t 
get the added incentive some of us 
won't be here to sell for the manu- 
facturers.” 


Watch the Inventory 


As to inventories Chamberlain said 
it was inadvisable to carry inventory 
of too many lines. The distributor 
should be a real supplier and should 
do the warehousing. This was con- 
curred in by the other dealers. Deal- 
ers were urged not to let distributors 
sell them six of anything if they could 
not sell six, even though they would 
get a 2 percent extra discount. All 
dealers should be thinking of cutting 
down the number of lines they carry. 

Very pointed was the answer to the 
question as to dealer reaction to price 
reductions without protection to the 
dealer. The comment was simply “that 
sort of thing helps you to choose which 
lines you are going to continue to 
carry.” 

As to sales helps, Chamberlain said 
that some companies provide good sales 
helps, others do not. Stoltenberg said 
what was needed was more morning 
sales meetings and suggested free 
breakfast meetings for salesmen to in 
struct them on the merchandise. In 
concluding, DuPont declared the cus- 
tomer was not always right, and 
dealers must not always believe then 
when they ask for a big trade-in value 
on an obsolete piece of goods. 

(Continued on page 114) 
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@ @ @ will make the Sun Lamp business this 
year the biggest ever—because it will restore the confidence of 
the public. 


Sun lamps for which all sorts of fantastic Tannette, in its beautiful ivory case, will find 
claims were made created confysion in the a hearty welcome on any woman's dressing 
minds of the public. The name Hanovia—for 
nearly 50 years leaders in the field of ultra- 
violet-—inspires confidence. 


table—or in any other room in the home. 


Tannette is now available for national distri- 
bution, so order now to make certain of your 


Hanovia makes only one claim for Tannette supply. 


It will give you a swell tan in faster time, and 

over more area than any other so-called sun Tannette will be backed by a comprehensive 
lamp or bulb. Tannette is a scientifically built advertising program—including newspapers, 
sun lamp, sturdy, compact, smartly designed rddio, magazines and point-of-sale displays. 
—and made with a high pressure mercury arc 

burner which transmits only the ultraviolet 

tanning rays of the sun. It is not a health 

lamp—such as Hanovia's world-known 

ultraviolet lamps—but a fine tanning 

lamp—which operates on AC cur- 

rent, consumes little current, and 

will serve the family for a long, 

long time. 





ust price ONLY *39.95 


F.O.B. FACTORY 


Hanovia Chemical & Manufacturing Co. 
Newark 5, New Jersey 
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Hanovia’s 


World-Known 
Ultraviolet Quartz 
Health Lamps 




















THE PRESCRIPTION 
MODEL 











Prescribed by Doctors for Home Use 
when ultraviolet rays are deemed im- 
portant for the physical well being of 
the family. Especially good for chil- 
dren. Produces Vitamin D—the sunshine 
vitamin. List $144.50—F.0.B. factory. 





= 

















THE HOME MODEL | 











Built on the same principle as the Pre- 
scription Model but with smaller High 
Pressure Mercury Arc in quartz—the 
most effective source of beneficial ultra- 
violet. List $98.50—F.O.B. factory. 

















THE TRAVEL MODEL 











Hanovia's popular ultraviolet lamps for 
small apartments and hotel rooms. Fit- 
ted into attractive case for easy trans- 
portation when traveling. Same effec- 
tive source of ultraviolet as the Home 
Model. List $79.50—F.O.B. factory. 
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Breathtaking Beauty . . . It’s the new Sparton Credenza — Model 4900TV 

matchless Sparton television, plus AM-FM radio, plus marvelous 
new-type phonograph, all in an exquisitely styled breakfront cabinet 
in especially selected, matched mahogany veneers. Compare it with the 
very aristocrats of fine furniture and you'll marvel how Sparton was able 
to produce such sheer beauty at so modest a price. The answer is that 
Sparton, unlike most radio manufacturers, owns its own cabinet plant, 
where some of America’s finest craftsmen painstakingly create the best 
in cabinet beauty for Sparton. 
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And an Engineering Triumph . . . Perfect clarity on television, AM-FM 
radio, and phonograph. Full 12-inch television viewing tube, with 
72-square-inch picture area, viewing level 38” from floor for greater 
viewing comfort. Exclusive Sparton Automatic Brightness Control* for 
clear-as-day pictures, always tuned to the same degree of brightness— 
automatically! Radio has full 10-inch permanent magnet speaker, two 
built-in antennas for AM and FM reception. Smooth, silent, automatic 
record-changer plays 10-inch and 12-inch records in $69495! 


any sequence. List 
Plus installation and excise tax 


*WHAT AUTOMATIC BRIGHTNESS CONTROL MEANS 





Not too dark 


Not too bright 
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You’ve noticed the changing degrees of brightness in 
other television pictures. When the picture is too bright 
it washes owt. When it’s too dark the picture blurs. 
But with exclusive Sparton Automatic Brightness Control 
the picture is always tuned to the same degree of bright- 
ness automatically. No fading, no over-glare. Think what 
a sales point that makes! 


—— 


a 


lua right for easy sight 
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FAMOUS SPARTON FRANCHISE 


Bigger profits for dealers under time-tested Sparton Co-operative Merchandising Plan 


You saw radio retailing history made some years before the 
war when Sparton originated the direct-to-dealer SCMP— 
Sparton Co-operative Merchandising Plan. 


And you know how this direct-to-dealer way of selling radios 
—tried and tested through the years—has put money into 
the Sparton dealers’ pockets. 


Now you’re going to see the same thing happen with the new 
Sparton Television! 


Yes, sensational Sparton television, with amazing new 
Automatic Brightness Control*, will be sold under the same 
exclusive franchise as Sparton radio. It will be marketed under 
the same SCMP—the time-tested plan that cuts distribution 
costs by direct factory shipments to one exclusive Sparton 
dealer in each community. 


Think what this means to you as an exclusive Sparton 





dealer! You will have television’s hottest offering at a price 
that challenges comparison—a nationally advertised product 
at a price that competes with the mail-order chains! 

How is this possible? It’s simple— 

Sparton saves distribution costs by cutting out the “‘middle- 
man’’ expense. Sparton saves production costs by super- 
efficient manufacturing methods. Sparton owns its own cabi- 


net plant; it actually makes a great bulk of the parts that go 
into Sparton radios, instead of buying and assembling them. 


The result: matchless Sparton quality for your customers, 
generous Sparton discounts for you! 


Why not study the details of the time-tested SCMP? See 
how it applies to television as well as radio sales. Then be 
sure and ask if the exclusive Sparton franchise is still available 
in your community. 





one Sparton dealer in 
cat community 


Check these profit-increasing features 





* Factory prepared and 
distributed promotional 


* One exclusive dealer in 
each community 


* Direct factory-to-dealer 
shipment 


3 * Uniform retail prices 
* Low consumer prices : ; 
* Cabinets from Sparton's 


own plant 





* National advertising 








helps wien 
* Seasonal promotions 


RADIO-TELEVISION’S RICHEST FRANCHISE 
THE SPARKS-WITHINGTON COMPANY, JACKSON, MICHIGAN 





SPARTON TELEVISION with exclusive 
Automatic Brightness Control*. Full 
54.4 square-inch picture, 38 inches above 
floor level for easier viewing. Ten-inch 
picture tube; fewer gadgets to fuss with, 
yet greater accuracy in selection. Ali 
this in a gorgeous, high-style cabinet of 


h . 
ny verses Lit...” SO7 Dt 


(Pius installation and excise tax) 
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GorcrousAM-FM radio-phonograph, 
companion to the Sparton television. 
Sell one and you’re bound to sell 
the other. Lovely cabinet in hand- 
rubbed veneers—mahogany, wal- 
nut, or blonde. Full 10-inch concert 
speaker; trouble-free record-chang- 
er; new scratch filter to eliminate 


le talk. Models 
eeeub4l Lor .. S22o"t 
1948 





COMPARE THIS 5 thrilling AM-FM 
radio-phonograph with any other 
within $50 of the price! Note the 
piano-finish'luster of its hand-rubbed, 
matched mahogany a its 
studio-true tone on AM o 


through full 10” speak- 
er. Model 1059 List $14.4951 


TABLE Rapio with FM at a chal- 
lenging low price! Yes, this beauty 
has FM (Frequency Modulation) as 
well as standard broadcast. Contin- 
uous tone control, new slide-rule dial. 
Finished in choice mahogany veneers, 


with ebonized front 
trim. Model 121—List 9599954 


tAll prices slightly higher west of the Rockies 
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less operation 





This fan motor has rubber 
grommeted supporting legs 
to assure quiet, vibration- 


\ 


APPLIANCES HAVE 
A SALES ADVANTAGE 


; 


Small series universal motor parts specially des- 
igned for food-mixers and sewing machines. 


Compactly designed turbine . . . 
driven by a high-speed series mo- 
tor .. . particularly adaptable to 
the cannister type vacuum cleaner. 


San Diego Conference 




















Home appliances are easier to sell when equipped 
with Lamb Electric Motors because customers know 
this is their assurance of long, trouble-free motor 


operation. 


This sales advantage of Lamb Electric motor-driven 
appliances is one of the reasons why many leading 


dealers carry them. 


THE LAMB 
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ELECTRIC COMPANY 
KENT, OHIO 


Elechic 


SPECIAL APPLICATION MOTORS 
FRACTIONAL HORSEPOWER | 


Archie Marsden, speaking for the 
distributors, answered the dealers by 
saying that their comments should 
prove helpful to distributors in aiding 
dealers during the next critical months. 
“If we don’t help you, we will find 
that our warehouses are filling up on 


us. 
Sound Advice 


The conference, attracting 500 deal- 
ers and salesmen from all over the 
country, was full of sound sales talk. 
Encouraging words came from A. E. 
Holloway, San Diego Gas & Electric 
Co, sales vice-president, who reported 
that last year’s constant backlog of 
applications for service was now being 
caught up. Most new services can be 
connected now in from two to four 
weeks, instead of six months as was 
previously the case. The backlog of 
4,000 a month of last year has been 
reduced to 1,000, he claimed. Power 
supply, too, is assured by recent in- 
stallation of a new 50,000 kw. turbo- 
generator, with another due in 1950. 

Some important do’s and don’ts for 
a small appliance business were enu- 
merated by Roscoe Imhoff, General 
Mills appliance division vice-president, 
Minneapolis. 

M. G. Sues, president of Pacific 
Coast Electrical Assn. and of Sues, 
Young & Brown, pitched on the im- 
portance of the specialty dealer. He 
defined the specialty dealer as one who 
talked refrigeration into its place in 
public acceptance and the one who will 
have to do the same for the dryer and 
the freezer. 


Installation Problems 


The problems involved in installing 
electric dishwashers and garbage dis- 
posal units, were discussed by Edwin 
C. Beale, sanitarian of San Diego. 
Seven national organizations, he re- 
ported, are working jointly to study 
scientifically the entire problem of 
plumbing codes and actual require- 
ments in order to modernize and unify 
codes all over the country. The dish- 
washer, disposal and automatic clothes 
washer interests are represented in 
this study. 

The afternoon session ended on a 
lively note with a manufacturers’ ses- 
sion, at which 14 manufacturers’ repre- 
sentatives talked briefly on the many 
phases of their own product situation. 


CONTINUED FROM PAGE 110 








Fielder Lutes, representing the by- 
reau Sales Training Committee, out- 
lined the bureau’s educational program 
for the fall. Later in the program the 
sales training committee presented a 
skit labeled “Salesmen at Work,” un- 
der the direction of Dan Turner, in- 
structor and visual training director 
of the utility. 

Howard R. Roberts, vice-president 
and general sales manager of the 
Whiting Corp., Chicago, stressed two 
fundamental things necessary to sell 
freezers: (1) A dealer must move a 
freezer into his own home and live out 
of it; (2) Demonstrate it. For this 
Roberts told of processed dinner pro- 
motions to bring people into the store. 

Milton Sanders, vice-president, Cen- 
tral Arizona Light & Power Co., in- 
troduced Bob Bale, personality devel- 
oper and sales counselor of Phoenix, 
who added humor to the meeting with 
a talk on “Selling as I See It.” 


Surprise Panel 


The manufacturers’ surprise panel, 
featuring extemporaneous talks by 
leading manufacturers, brought forth 
interesting comments. Charles Moore, 
Pacific Coast manager of Sunbeam, 
reported that Chicago market com- 
ments were pessimistic as to the steel 
situation and that there might be 
shortages of table appliances by Christ- 
mas. 

George Williams, representing Con- 
lon washers and ironers, enumerated 
the sales appeals of ironers and advo- 
cated putting all of a store’s ironers 
into one mass display and demonstrat- 
ing. 
Nick Dinkle, Crosley Corp. Pacific 
Coast manager, declared that television 
would no more replace radio than 
telegraph had replaced letters, tele- 
phone the telegraph, or radio all three. 
The record business and the phono- 
graph business is at an all time high, 
despite early predictions that radio 
would kill them. Radio business will 
continue to be good, he said. 

Ed Barnes, Kelvinator zone man- 
ager, had this to say about the fine art 
of getting along with the distributor: 
“If a distributor is worth his salt he 
is interested in you and needs you as a 
medium to carry his merchandise to 
the public.” 

Jack Moffatt, Pacific Coast manager, 


(Continued on page 118) 





DEALER PANEL at the Summer Conference of the Bureau of Radio & Electrica! 
Appliances of San Diego County included, from left to right, A. K. Chamberlain 
La Jolla dealer; Paul DuPont, moderator, Walkers Department Store; Bob Halverson 
La Mesa dealer; and George Stoltenberg, San Diego dealer. 
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The Blond Twin 
is a new SUPER- 
FLAME that has 
the style and per- 
formance to at- 
tract new cus- 
tomers. Display 
this beauty and 
you'll sell. 


What's SU2/ about SU, erflome? 


SU PER Fuel Savings Only SUPERFLAME has the Fuel Saver which increases radiating surface 


Coreeesesesecsescsoscsscsseceseeees and circulating capacity by 100%, cuts fuel costs by one third. 


SU PER Stylin SUPERFLAME has graceful, simple, flowing lines—it is attractive furniture for any 


eccccccccscccccccccsescsseese home. And the two tone Hammertone finish adds more beauty. (Hammertone is easy 


to keep clean ... won't chip.) 


o 
SU PE R Heatin Besides the Fuel Saver, SUPERFLAME offers the triple combustion, low draft burner 


eoocccosorooovesooocoococooee which provides maximum efficiency at low, medium or high fire. And SUPERFLAME 
specially designed heat guides and louvers assure warm floors plus even and comfortable 


room temperatures without drafts. 


* 
SU PER Profits SUPERFLAME is a complete line that sells on sight. Be sure to get the details of the 


eeecccccsessscesccescsessseees SI)PERFLAME franchise with plans for your profit. 


yperflame 


THE FUEL SAVER OIL HEATER 





U STOVE WORKS, INC., ALBERT LEA, MINNESOTA 


Manufacturers of the famous SUPERFLAME Line of Oil Heaters— Kitchen Heaters — Floor Furnaces— Water Heaters— Range Burners 
e®eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee e288 8 8 & @ 
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THE FREEZER WITH A 
SELLING PLAN THAT 
ASSURES PROFITS 


Your Coolerator Distributor has a 
selective selling program that’s 
geared for sure, quick sales in every 
market. It’s soundly based on the 
field- tested performance of success- 
ful Coolerator dealers in the largest 
cities and the smallest towns. It’s 
the plan with all the sales tools 


Coolerator dealers are using from 
coast to coast to reap a windfall of 
profits in the fastest growing segment 
of the entire appliance industry. Call 
the Coolerator Distributor today and 
get started now to get your share of 
the new $160,000,000.00 market. 
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* THE COMPLETE 


ALL-PURPOSE FREEZER 


A separate compartment 
‘quick freezes"’ 60 Ibs. of 
fresh food while simultane- 
ously providing safe, low tem- 
perature for over 500 Ibs. of 
focd in the storage section. 


THE BIG COOLERATOR THAT’S 
MAKING FREEZER HISTORY... 


It’s no accident that Coolerator leads the field in sales in its size and price 
class. In California, Illinois or Texas—in the big cities as well as the small 
towns and on the farm—the story is the same. Home Freezer buyers are 
becoming more discriminating every day. They want them big and fully- 
featured—to get maximum economy through volume food purchases—to 
provide the widest possible variety of good things to eat—and still have 
plenty of room to store pies, cakes and other baked goods for weeks ahead. 

Housewives, today, are buying home freezers for better living at lower 
cost and for greater freedom from the kitchen. They’re buying more Cooler- 
ators, because it’s easier for dealers to prove that a Coolerator will quickly 
pay for itself in savings. 


THE COOLERATOR COMPANY 


DULUTH 1, MINNESOTA. UA IY 
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FOR BIGGER Feoflg- 


GREATER INDEPENDENCE 








































Each month in 1948 Coolerator’s sales have set a 
new all-time record. This peak performance has 
been accomplished during a period when consumers 
were becoming more discriminating in their selection 
of features and more value conscious in their pur- 
chases of refrigerators and freezers. There’s only one 
answer. Coolerator has the convenience features, 
the lasting, lifetime beauty and the easy -to-see 
value that women want in their new refrigerators 
and freezers. 

But the Coolerator franchise offers more than a 
line that is attaining top acceptance with con- 
sumers everywhere. More than products that are 
backed with a hard-hitting national advertising 
campaign. It offers you, as an independent dealer, 
the finest opportunity to be truly independent in 
every sense of the word. With the Coolerator fran- 
chise as the backbone of your operation, you can 
make your own selection of other top products and 
build a local reputation for all that’s latest and best 
in home appliances. 

Call, wire or write your Coolerator distributor 
today for complete details on the Coolerator fran- 
chise. See for yourself why you can grow faster 
with the one which is growing fastest. 











COOLERATOR 
REFRIGERATORS 
From top to bottom, 


| inside and out, the big 
| family size Coolerators 


are crammed with fea- 
i tures prospects can see 
and understand. They 
) are available in fully- 


featured DeLuxe Mod- 

els which incorporate ‘ 

giant frozen food lock- z LLLLOT UES es ee 

ers, big ice cube capac- 

ity, over-sized Crisp-O- 

Lators, ample dry stor- 
age bins and a host of 
other time, money and 
| step-saving features. In 
| 





ial 


‘tied 





the Standard Models 
they offer outstanding 
value with a gratifying 
record of dependability 
and economy. 


COOLERATOR IS A NAME 
THAT WOMEN KNOW... 


Survey after survey proves that 8 out of 10 women recognize the 
name, ‘‘Coolerator,”’ as that of a fine refrigerator. 15 years of big-scale 
national advertising and over a million fine refrigerators have made 
Coolerator a household word in millions of homes. Full page, four- 
color ads, month after month, in the nation’s top magazines are selling 
Coolerator refrigerators and Freezers to your customers. 
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| San Diego Conference 
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Westinghouse appliance division, 
his impromptu talk commented that a 
psychological barrier seems to exist 
between eastern manufacturers and 
western dealers. From buying power 
indexes the West deserves “another 
look” in the quantities of merchandise 
sent here, he said. 

Much attention has been given to the 
money and machines invested in every 


; business, said Ray Turnbull, commer- 
cial vice-president, General Electric 
Co., San Francisco, in the concluding 
talk of the conference. Now it is time 
to survey and improve the investment 
in men and women, he said. In telling 
B 





of a survey of what employees asked 
of an employer in return for the hours, 
work and loyalty the employer asks 
of them, Turnbull cited employee wants 
as: a good place in which to work, a 
good boss, adequate pay, steady work, 
a chance for advancement, fair treat- 
ment, a chance to do satisfying work, 
and a knowledge of the facts about the 
FO iu R-TO N t business. He especially urged under- 
standing on the part of each business 
man in helping the young people who 


enter the industry with ideals and be- 
o liefs in their opportunities. 
Scheduled Meetings 





sensib ly pr iced NATL. LIGHTING CONFERENCE 
IMuminating Engineering Society 
f or vo | ume sa I es Hotel Statler, Boston, Mass. 


September 20-24 
CAROLINAS APPLIANCE SHOW 


Simple, trouble-free, sealed mechanism plays — yr [am & 
tributors Assn. 
friendly four-note Westminster ene a Charlotte, N. C. 
: September 21- 
; Chime melody f 
. y fen ent Goer... VACUUM CLEANER MFRS. ASSN. 
: a single note for the back door. 35th Anniversary Meeting 
: : . ‘ P : Hot Springs, Va. 
i Smartly designed case finished in rich ivory September 27-28 
: with polished brass trim. Four 1-inch special INT. ASSN. OF ELECTRICAL 
; LEAGUES 
; alloy brass tubes produce warm, deep tones. 13th Annual Conference 
Adjustable volume control. gw 7 Washington, D. C. 
CANADIAN — MERS. 
ASSN. 
ORDER Model E-4 4th Annual Meeting , 
Size: 51” long, 7\/4" wide, 3%” deep. — Brock Hotel, Niagara Falls, 
int. 

Packed one to the carton, Sept. 30—Oct. 1 
; Shipping weight—10 Ibs. "7 TRONIC EXHIBITION 
. List Price West Coast Electronic Mfg. Assn. 
: Biltmore Hotel, Los Angeles, Calif. 
Sept. 30—Oct. 2 


YOUR 1949 HOME DISPLAY 


#79 2 


P Home Displays, Inc. 
. Minneapolis Auditorium, Minn. 
Complete with Transformer October 1-9 
MANUFACTURING CO. PORCELAIN ENAMEL INSTITUTE 


SINCE 1924 10th Annual Forum 


MINERVA, OHIO University of Ill, Urbane, Ill. 
October 13-15 


RICHMOND BETTER HOME 
SHOW 





Grays’ Armory, Richmond, Va. 
Oct. 30—Nov. 7 


| NATL. FARM ELECTRIFICATION 
CONF. 





Congress Hotel, Chicago, Ill. 
| | November 17-19 
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Now...WESIX 


TURNS ON THE HEAT 


WITH A STRONG ADVERTISING CAMPAIGN 
IN THESE FIVE BIG-TIME MAGAZINES 


THE ALERT DEALER is quick to recognize 
the selling power of this combination: An 
outstanding product backed by effective 
advertising. 



























































Today, WESIX gives you that combination. 
Wesix, long famous for fine, efficient elec- 
trical heating products, has now launched 
es a hard-selling advertising drive in five big 


popular magazines: 





iw 
is- 


BETTER HOMES & GARDENS + SUNSET * SUCCESSFUL 
FARMING * PROGRESSIVE FARMER * ARTS & ARCHITECTURE 


Through these magazines, WESIX advertising will reach 


5,282,271 HOMES! 


Among the products spotlighted in this strong campaign is the... 


WESIX CENTAWATT 


RS. PORTABLE ELECTRIC HEATER 


with its five great selling features: 


FIVE-YEAR GUARANTEE against 
burnout. 


TWO-WAY WARMTH: both radi- 
ant and circulating heat. 


NO MOVING PARTS to get out 
of adjustment. 


ECONOMICAL OPERATION: gives 
abundant heat for only about 1¢ 
per hour. 


SO DURABLE that thousands of 
these heaters have served for 
20 years without repairs! 


alls, 


JTE 


Please send me, without obligation, complete price information 

and illustrated material on the Wesix Centawatt Electric Heater 

WESIX ELECTRIC HEATER COMPANY 
390 First Street + San Francisco 5, California 







aan THERE’S MONEY 


IN WESIX 
FOR YOU! 








NAME 





STREET ZONE 














caeeueesuee 
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the IOP-VALUE Line 








is your PROHT. 
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Caloric ALONE gives 
all these features 


Fluorescent light + seamless por- 
celain enamel Mono-Top «+ Flavor- 
Saver Dual Burners - one-piece 
porcelain Hold-Heat oven + auto- 
matic time and heat controls - 
Veri-Clean Broiler completely re- 
movable + Porcelain Hi-Lo broiler 
pan and rack + patented balanced- 
action door mounting + seamless 
Burner Tray Compartment and one- 
piece front frame in porcelain + 
America’s easiest range to keep clean 


Caloric ALONE does 
this promotion 


First in volume of consumer adver- 
tising on gas ranges « Month-after- 
month advertising in leading 
magazines + Productive sales litera- 
ture for every purpose + Store and 
window displays - Dealer advertis- 
ing service + Sales training programs 
¢ Service training schools 


NEW AUtcamatic, 


All Caloric LP-Gas 
models have spe 
cially engineered 
burners and valves. 











Feature for feature, dollar 
for dollar... every way your 
customers look at it, there’s 
more value in any one of the 
new Ultramatic Caloric mod- 
els. From Compacto to Six- 
burner fully automatic, Ca- 
loric is America’s finest range 
to own, America’s easiest 
range to sell. 
Caloric Stove Corporation 

Widener Building, Phila. 7, Pa. 


Every Range 
in the Caloric 


Line is Available in 
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Video Seen As $6 Billion 
Industry in Ad Survey 


Public’s present investment 


figured at 


With television set production forg- 
ing ahead at a record breaking pace, 
and the public buying them just as fast 
as they come from the production lines, 
the television industry is rapidly head- 
ing toward the status of a $6,000,000,- 
000 a year industry, according to a 
recent survey prepared by Lennen & 
Mitchell, Inc. advertising agency. 
This is 4 times the size of radio. 

At the present time, the public’s in- 
vestment in sets is figured at $120,- 
000,000 which it is estimated will rise 
to $261,090,000 by November 1949. 
The tremendous jump is emphasized 
by the fact that in all of 1946, only 
6,500 units were manufactured as com- 
pared with the present rate of 45,000 
to 50,000 sets per month. Two years 
ago there were only 5 manufacturers 
while today there are 46. 


RCA Executive Sees 1,600,000 Sets in ‘49 


At the recent western radio and 
appliance trade dinner, held in con- 
nection with western summer market 
week, San Francisco, Cal., Frank M. 
Folsom, exec. vice-pres., RCA, stated 
that by the end of the present year the 
industry should produce more than 
850,000 receivers and an additional 
1,600,000 during 1949. With approxi- 
mately 500,000 sets now in the hands 
of the public, Mr. Folsom looks for 
a potential retail business of more than 
$400,000,000 next year which he con- 
siders a conservative estimate. San 
Francisco alone can expect a volume 
of more than $10,000,000 in television 
receiver business. 


General Electric Also Sees Big Gain 


Arthur A. Brandt, electronics sales 
manager of General Electric Co. has 
also estimated the increase of set own- 
ership to 870,000 U. S. sets by the end 
of 1948, 2,470,000 by 1949, 5,270,000 
by 1950, 9,000,000 by 1951, and 13,570,- 
000 by 1952. While the average price 
last year averaged $600, a drop of al- 
most half may be expected by the end 
of the current year to about $375 with 
next year’s average price hitting the 
$275 mark. By 1952, the average set 
should sell for about $150, according to 
the survey 

Heavy Set Concentration Now 


Of the present sets in use, 7 are 
located in and about eastern network 
cities with New York alone accounting 
for more than half the total. Of Go- 
tham’s estimated 1,131,000 audience, 
only 209,200 presently own sets. Ac- 
cordingly, there is roughly 10 percent 
coverage on a 11,676,900 population 
which is the best television can offer 
anywhere in the country. 39,890,100 
people, as of June 1948, are approxi- 
mated to be living within range of 
operating station while 2,315,500 view- 
ers are reported to be regular patrons 
of the new art. Hooper reports on the 
Louis-Walcott fight estimate 4,200,000 
boxing fans looking in on proceedings 
although some newspapers set the 
figure near 10,000,000. Yet, in spite of 
these figures, one must remember that 
less than 6 percent of the population 
can be termed as regular viewers. 


$120 million 


In view of the fact that only 28 per 
cent of our total population is now 
situated in areas where they may wit 
ness television, and, of this group, only 
6 percent or less are steady customers, 
we readily can see from the survey 
that the quickest means of expanding 
the circulation of television is throug! 
the placement of more sets. It is here 
that the production figures and owner- 
ship gains are significant, for the faster 
more sets get on the market, the faster 
networks, with the improved program 
ming advantages to be derived, will 
become a reality. This in turn will 
mean the manufacture and sale of ad 
ditional sets. 


New Enlarged Offices 
For DuMont Set Sales 


Allen B. DuMont Labs., Inc., has 
moved its television receiver sales di 
vision to more spacious quarters on 
the 4lst floor of 515 Madison Ave., 
New York, N. Y. 

Ernest A. Marx, general manager, 
stated that the change was made to 
consolidate and coordinate more closely 
operations within the division. 





ll a. 


Westinghouse 


HAS IT/ 
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MIRRO-MATIC 
Deep-Well | 
PRESSURE COOKER 





for pressure cooking / 





and pressure canning. 


See page 27 
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WE TATOP 


TRADE MARK REGISTERED 


SIMPLE THUMB-SCREW 
ADJUSTMENTS FOR 
"7 DIFFERENT HEIGHTS 


MET-L-TOP made “Brand name” mean some- 
thing in ironing tables... and MET-L-TOP leads 
the field in desirable features that women want, 
The latest advantage is... 


™ FF ‘ we sm 8 4 
" icy , if —i | r 
A Ld « Sas 4 Fh 5 ie te 1k & & 5 SG 


Acclaimed by home economists and thousands of 
users as a most important factor in REDUCING 
BACK STRAIN, ARM STRAIN AND IRONING 
FATIGUE usually caused by ironing over a table 
that is too low or too high. 





MET-L-TOP is the original ALL-METAL iron- 
ing table... FIRE-PROOF, WARP-PROOF, 
CRACK-PROOF...NO WOBBLE, NO 
SQUEAKS, NO CREEPING. The ProtectoRest 
serves as a hanger for the table, or a convenient 
rest when the table is stood on end. The MET-L- 
TOP provides lifetime durability... folds to set 
or stand in a space only 342 inches deep. 


FAIR TRADED 
$1025 


MET-L-TOP without adjustable legs $895 
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Chip follows chip after chip as the sculptor steadily shapes the stone... 


patiently builds his idea. 


In the same way, the advertiser can chip away ... with one advertisement 
after another ...to build acceptance, create demand for his product or 
service in the big, quality Collier’s market filled with its millions of eager, 
responsive customers. For Collier’s offers more repetition 


.. . for the RARTGR erie mtertgg . . . than other big weeklies. And 
continuity ... or Qoietiaeselssteen) ...in advertising chips away resis- 


tance, achieves selling results. 





For all the facts, write today to any of the Collier’s offices listed below. 


You can buy 


New York, 250 Park Ave.; Chicago, 333 N. Michigan Ave.; Detroit, General Motors Building; 


Boston, Statler Building; San Francisco, 235 Montgomery St. ° 
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Gwe it the most modern plumbing, the most 
attractive tiling and accessories, and still the 
bathroom retains one undesirable feature: 
it's chilly—although its air temperature is 
usually somewhat higher than that of other 
rooms. For even a temperature of 75°, 
which may be too warm elsewhere in the 
house, can prove too cold for comfort in the 
bathroom. 


But, with General Electric’s new built-in Wall 
Heater, the warmth that is essential for com- 
fort when dressing, shaving and bathing in 
cold weather is instantly radiated through- 
out the bathroom. 


Nichrome is Manufactured only by 


Driver-Harris Com 
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And, as with the bathroom, so with all other 
rooms requiring additional heat. Here is a 
feature that all will appreciate, one that 
rates with the outstanding G-E Sunbow! and 
Arizona heaters in popular appeal. So easy 
to install—only 3 parts; and, like the Sun- 
bow! and Arizona, so completely efficient 
and dependable because of General Elec- 
tric's advanced engineering . . . and heat- 


alloy that has been the symbol of quality 
and trouble-free operation for more than 35 
years. 
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D. W. MAY: Concentration for volume. 


D. W. May Concentrates 
Sales In Smaller Area 


Directing its distributing and service 
facilities to a single territory with 
mutual advantage to both customers 
and company, the D. W. May Corp 
recently announced its intention of 
narrowing the territorial extent of its 
distribution on nationally known prod- 
ucts and intensifying its activities in 
| the 14 counties of northern New Jersey 
and the adjoining part of New York 
State 





More Effective System 


In relinquishing important territory 
to focus efforts on a less expansive 
area, D. W. May, president, stated 
“We discussed it with the manufac- 
turers, and they agreed with us that 
in so doing, we could more effectively 
serve the proposed market and thus 
develop an even greater volume oi 
distribution.” 

As a result of the change, the May 
Corp. has moved its main offices 
from 250 Fulton Street, New York 
City, to Newark where general offices 
and display headquarters are being 
supplemented by the use of a mobile 
showroom containing all the products 
for which the organization is exclusive 
territorial distributor. Trips into the 
field are aiding dealers and retailers 
through demonstrations by factory 
representatives and sales promotion 
experts. 

May-distributed products include 
Andrea television sets, Coolerator re 
frigerators and freezers, Filter Queen 
vacuum cleaners, Speed Queen wash 
ers and ironers, Electromaster ranges 
afd water heaters, Superflame spac« 
heaters and fans, Kaiser dishwashers 
and disposals, and Fedders room air 
conditioners. 


Video Ad Firm Set Up 
By Former Belmont Head 


Television producers and program 
managers will welcome the creation 01 
the Hayes-Parnell Productions, Inc., 
who are to handle the production oi 
television films and spot announce 
ments. Later plans include the manu 
facturing of “quality” television sets in 
1949 at an unannounced price. Parnell 
S. Billings, formerly president of the 
Belmont Radio Corp., Chicago, fronts 
the new organization as board chair- 
| man with Sam Hayes, news and sports 

authority, heading up production chores 
in the role of president and general 
manager. Specialists in the film world 
are already active turning out a diver- 
sified schedule of motion picture pres- 
entations. 
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etter Homes & Gardens 





Quarterly Directory 
| of Pre-sold 
Appliances and Utensils 


it All the brands listed on the next two 
sv pages are being sold through 


the 
ilers 


vs Better Homes & Gardens during the current 
quarter, July, August and September. 


Mths Fit Sore Magatine 


yram 


Beller Hlomes 


a and Gar mn 


f the 


nores 


CIRCULATION § oyER 3. 000,000 


pres- 








APPLIANCES 


DISHWASHERS 


General Electric 


DISPOSAL UNITS 


Hotpoint 
In-Sink-Erator 


HOME FREEZERS 


Ben-Hur 

Crosley 
Deepfreeze 
General Electric 
Harderfreez 

Philco 

Schaefer 

Victor Quickfreeze 


IRONERS & IRONS 


Apex 

Arvin 

lronrite 
Proctor 
Simplex 
Speed Queen 


RANGES 


Boss 

GP. 

Caloric 
Electromaster 
Florence 
Gibson 
Grand 
Kalamazoo 
Maytag Dutch Oven 
Monarch 
Roper 


PAGE 126 





APPLIANCES AND UTENSILS BEING SOLD THIS CURRENT QUARTE 
IN BETTER HOMES & GARDENS 





Standard Gas 


Universal Gas 


REFRIGERATORS 
Frigidaire 
General Electric 
Gibson 

Hotpoint 
Kalamazoo 
Kelvinator 

Philco 

Servel 
Westinghouse 


VACUUMS 


Air-Way 
Cadillac 


WASHERS 


Dexter 

Easy 

Maytag 
Speed Queen 
Voss 


KITCHEN UTENSILS 


Arvin All-Metal Ironing Table 
Briddell Steak Knife 

Club Aluminum 

Crown Jewel 

Edlund Can Opener 
Enameled Utensil Mfrs. 

Foley Kitchen Aids 

General Mills PressureQuick Saucepan 
Guardian Utensils 

Kwicky Juicer 

Met-L-Top Ironing Table 
National Pressure Pan 

Nesco Utensils 


BETTER HOMES & GARDENSBEI 
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Paraffined Cartons Edwards Chimes 


Presto Cooker Everhot Appliances 


Pyrex Floralite Garden Light 
Revereware Harper-Wyman Gas Burners 
Schlueter DeLuxe Mop Wringer Pail Inland Ice Cube Trays 
Sealright Containers Majestic Home Incinerator 


Nu-Tone Chimes 


MISCELLANEOUS Onan Power Plants 


Aeropel Fans Robertshaw-Fulton Controls 
Arvin Letric Cook Sunbeam Mixmaster 

Bell System Wagner Carpet Sweeper 
Bissell Carpet Sweepers Westinghouse Small Appliances 
Bruce Doozit Westclox & Big Ben Clocks 
Burgess Batteries Wittie Power Plants 
Cutler-Hammer Fuses Zenith Radios 

Dumore Floor Polisher Seth Thomas Clocks 





B..... Homes & Gardens is 100% service — ads 

and all. Cover to cover, it is devoted entirely to better living 

in a better home. Naturally, it appeals first to husbands and wives whose 
big interest is home and family. And of course it 

appeals most to husbands and wives who have the money fo carry out 
the good ideas it suggests. These people are your best customers. 

They live in better-than-average homes. They 

earn better-than-average incomes. That's why it will 


pay you to carry the brands they ve been 


sold on in Better Homes & Gardens. 


Better tomes 


and Gardens 


CIRCULATIQ,, yER 3,000,000 


Oo 


DENSBERVES —so it SCREENS-so it SELLS 
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Cylinder Model 800 
Complete with full 


2-SPEED CONTROL 









attachments, extra 
2-SPEED CONTROL 








for FAST, PROFITABLE 
SELLING 


Dealers say there never was a sales stimulator 
and traffic builder like this new dirt-hungry 
Cadillac Model 125. It’s built for efficiency as 
only Clements knows how—and thoroughly 
pre-sold to your customers via national 
advertising in their favorite magazines. Home- 
makers from coast to coast know the new 
Cadillac “125” tops them all for value at 
ONLY $49.95 
Including 5 attachments 


gr oMER'S 
¢¥ CHOICE 


for FAST, THOROUGH 
CLEANING 


Offer your customers a selection. Let them 
choose the cleaner that exactly fits their needs 
from Cadillac’s three models. There’s the pow- 
erful new “800” cylinder type Cadillac, as well 
as the de luxe upright Model 143A, and the 









CLEMENTS MFG. CO. 


DEPT. A 6666 S. NARRAGANSETT AVE. CHICAGO 38, 


Before the Snowslide 


WietcoM 
WIDE AWAKE 
mORMLERS 


e% 





HOME FREEZER “delegates” parade through the aisles as the band strikes up a 
“chilly” air at the recent Philadelphia “convention”. 


Philadelphia Assn. Promotes 
Summer Freezer Sales Campaign 


400 dealers attend “political” con- 
vention; 14 distributors cooperate 


In true convention spirit as displayed 
by more than 400 enthusiastic dealers 
and distributor representatives in the 
role of “delegates”, the Electrical Ass’n. 
of Philadelphia, with the cooperation 
of 14 distributors of home freezers 
within its membership, recently 
intensive campaign to 
stimulate the sale of home freezers 
during the summer months. The start 
of the activity took the form of a na- 
tional political convention with each 
make freezer identified in political 
style with mounted placards bearing 
the name of the freezer which were 
carried through the aisles by the “dele- 
gates”. 


launched an 


Nominate Freezers 


Convening with distributor represen- 
tatives, dealers and dealer salesmen in 
the Edison Building Auditorium in 
Philadelphia, John A. Morrison, man- 
aging director of the Association, in 
the role of convention chairman, 
mapped the campaign activity and de- 
tailed plans. 

The “keynote” speech, which aroused 
the interest and enthusiasm of the 
dealers, stressed the great market pos- 
sibilities for home freezers according 
to George E. Whitewell, vice-president 
in charge of sales, Philadelphia Elec- 
tric Co. 

In keeping with the general aim of 
informing and educating the public, 
showing dealers how to promote and 
sell, and enlisting the support of frozen 
food processors, “nominating” speeches 
for an all-out winner with John Q. 
Public were delivered by Larry Beville, 
director, refrigerator sales, Interna- 
tional Harvester Co., Inc. His remarks 
on “How To Sell Home Freezers” 
were followed with a demonstration by 
Miss Consuelo Kelly, home economist 
of General Electric Appliances, Inc. 

Chairman Morrison, in closing the 
convention, emphatically concluded 
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Mending Fences 





NOT A PORK-BARREL but a home 
freezer, observe the “politicians” from 
campaign literature. Left to right: John 
A. Morrison, managing director of the 
Electrical Assn. who presided as chair- 
man; Larry Beville, director of refrigera- 
tion sales, International Harvester Co., 
Inc.; Miss Consuelo Kelly, home economist 
of General Electric Appliances, Inc. and 
George E. Whitwell, vice-president in 
charge of sales, Philadelphia Electric Co. 


that “Home Freezers will win by a 
snowslide” which statement served as 
a signal for newsboys to enter the 
auditorium with special “extras” of the 
Philadelphia Daily News. Headlines 
reiterated the salient points discussed 
at the convention. 


Back Up Promises 


Concrete steps to effect the “planks” 
adopted in the platform commenced 
with an intensive newspaper advertis- 
ing campaign in three Philadelphia 
metropolitan dailies. This promotion 
will be backed up by thorough demon- 
strations in dealer stores featuring the 
many practical uses of the home 
freezer. 
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NOW! 2-Way Heat Flow 


for Better Cooking where 90% or_ . pg 


More of all Electric Cooking is Done! 


MEDIUM-HEAT ELEMENT 
(Cutler-Hammer Design) (Conventional Design) 


© © 


THIS frwe-way WOT THIS! 


WEAT FLOW ONE WAY HEAT FLOW 
Hot in center Hot in center 
and hot outer edge cold outer edge 


LOW-HEAT ELEMENT 
(Cutler-Hammer Design) (Conventional Design) 





THIS / NOT THIS / 
Heat flows both ways Hot outer edge 
from median position cold center 


of C-H multiwave ele- 
ment 
@eeeeeeeeeeeeeeeeeeeeee eee eeeeeeeeeeeeee 


BOTH ELEMENTS TOGETHER 
(Cutler-Hammer Design) (Conventional Design) 


© © 


Any well-built surface cooking unit provides good heat distribution 
when both elements are used together. But 90% or more of all 
cooking is done at a controlled-heat switch position using only one 
of the two elements. The four vital cooking heats where C-H design 
provides obviously better heat distribution for better cooking are: 

1. Low-Heat Element Full Voltage. 2. Low-Heat Element Half 
Voltage. 3. Medium-Heat Element Full Voltage. 4. Medium-Heat 
Element Half Voltage. 


— 
$———— 
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PYROFLEX* 
WATER HEATER UNITS 


Complete line avail- 
able for water heater 


manufacturers. 
®Trade Mark 


If better electric cooking was to 
come, C-H Engineers knew it would 
have to come through better heat 
distribution in the all-important in- 
termediate controlled-heat switch 
positions. For this is where 90% or 
more of all electric range cooking is 
done. And this is where Cutler- 
Hammer Engineers made design ad- 
vances in their PYROFLEX* Sur- 
face Units vital to all range users as 
well as to all range manufacturers. 
But better design also means fast 
heating, long life, units that stay flat 
and never warp, units that are easy 
to clean. And through the know-how 
gained in more than 35 years of 
heater manufacture, Cutler-Hammer 
Engineers have developed depend- 


1948 


able units in these respects .. . equal 
in every way to other products bear- 
ing the Cutler-Hammer trade mark 
that’s known the world over, adver- 
tised for years in Saturday Evening 
Post, Time, etc., 4-color advertising, 
and in House & Garden, House 


Beautiful, Better Homes & Gardens, 


etc... . CUTLER-HAMMER, Inc., 
1280 St. Paul Ave., Milwaukee 1, Wis. 
*Trade Mark 


curt .~ER°- HAMMER 
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1. This is the impressive store front of the Zemel Brothers Radio Center, 


that mounted LIFE ads showing the actual products inl use helped close 
at 160 Orange St., New Haven, Conn. But even more impressive than the sales. The promotion got under way when Donald Quint, sales promotion 
store front is what happened inside during a recent advertised-in-LIFE 


manager at Zemel’s, discovered that 60 of the appliance brands carried 
promotion. During this promotion, Zemel department managers reported were LIFE-advertised. 


2. With this as a starting point, Quint got in touch with manufacturers were forthcoming. Above, ad reprints are being put into place with the 
and asked them for display material to use in a promotion with the merchandise they advertise. These were the reprints, showing the proc- 
slogan ““WE’RE BRANDED as Specialists In Nationally Famous Appli- uct in use, which were such a big help to Zemel salesmen in capturing 
ances Advertised In LIFE.” Blow-ups, posters, stickers, shadow-boxes attention and closing sales. 
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3. Here, in a room with one of the largest radio lines in New 
England, LIFE went to work for Zemel Bros. As Quint 
said, “LIFE eliminated a barrier—it introduced the prod- 
ucts we have to sell and familiarized our customers with 
them. LIFE created the desire—we followed through.” 


4. Above is another department which shared in the 16% 
sales increase the first week of the Zemel advertised-in- 
LIFE promotion (18% increase during the second week). 
“The pages of LIFE in our store brought immediate re- 


sults,” said Quint, “but even a month after the promotion, 
figures are continuing high!” 


9. Above, Louis Zemel, president, Donald Quint, and Her- 
man Zemel, merchandising manager of Zemel Bros., discuss 
the successful “‘Advertised-in-LIFE” promotion. The pro- 
motion attracted attention, stimulated interest and sales, 
added to store prestige. Use the list at the right to stimu- 
late your brand success! 
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Use this list to put 
LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during September 


MAJOR APPLIANCES 


Sept. 6 Crosley Refrigerator—Page, color 
Westinghouse Laundromat—page, color 
Lewyt Vacuum Cleaner—], page, color 
American Gas Association—l4 page 
Sept. 13 Hotpoint Range—spread, color 
Kelvinator Range—page, color 
Rheem Water Heater—l4 page 
Sept. 20 Kalamazoo Stove & Furnace—page, c. 
Philco Refrigerator—page, color 
Singer Sewing Machine—page, color 
Sept. 27 Crosley Refrigerator—page, color 
Westinghouse Electric Appliances— 
page, color 
Norge Refrigerator—page 
Speed Queen Washing & Ironing 
Machines—], page, color 
Southwind Heaters—¥4 page, color 
G-E Vacuum Cleaner—]y page 


SMALLER APPLIANCES 
Sept. 13 Hoover Cleaners—page, color 
Proctor Never-Lift Iron—4 page 
Micro-Lite Flashlight Batteries—56 lines 
Sept. 20 G-E Lamps—page, color 
Sunbeam Mixmaster—page, color 
Sylvania Light Bulbs—page, color 
G-E Toaster—]4 page 
Sept. 27 Thor Gladiron—page, color 
Proctor Toaster—l4 page 


HOMES AND HOME FURNISHINGS 
Sept. 6 Goodyear Airfoam—page, color 
Sept. 13 Bigelow Carpets—spread, color 
American Central Kitchens—spread 
Cannon Sheets—page, color 
Lustron Prefabricated House—page, c. 
Mohawk Carpets—pa ge, color 
Nashua Blankets—page, color 
Serta Perfect Sleeper Mattress—page, c 
Simmons Hide-A-Bed—page, color 
Pequot Sheets—!4 page 
Ostermoor Mattress—112 lines 
Sept. 20 Congoleum-Nairn Linoleum Products— 
spread, ‘color 
Simmons Electric Blanket—spread, c. 
Bigelow Glamorug—page, color 
Fieldcrest Blankets—l4 page 
Simmons Ace Springs—¥4 page 
Sept. 27 Englander Mattress—spread, color 
Pepperell Sheets—spread 
Cannon Towels—page, color 
No-Sag Springs—page, color 
Pacific Sheets—page, color 
Sealy Mattress—l4 page 


JEWELRY, CLOCKS AND WATCHES 
Sept. 6 Swiss Federation of Watch 
Manufacturers—page, color 
Krementz Bangle Bracelets—¥ page 
Saga Watch—\, page 
. 13 Telechron Clocks—spread, color 
Keepsake Diamond Rings—page 
Ingraham Sentinel Watch—Y, page 
Saga Watch—% page 
. 20 Speidel Jewelry—page, color 
Gotham Watch—l4 page 
Westclox—l4 page 
Girrard-Perregaux Watches—'4 page 
J B Watch Band—\% page 
Saga Watch— 4 page 
. 27 Swank Jewelry—¥ page, color 
Coro Jewelry—'4 page 
Forstner Chains—'4 page 
Saga Watch—l% page 


SILVERWARE 


- 6 Community Silverplate—page, color 
1847 Rogers Bros.—page, color 
Watson Sterling—l4 page 

. 20 International Sterling—page, color 


RADIOS, RECORDS AND 
INSTRUMENTS 
- 6 RCA Portable Radios—page, color 
Lester Piano—ly page 
Jewel Radio—% page 
. 13 G-E Radio—page 
Noblitt-Sparks Radio—)4 page, color 
. 20 Motorola Radio—page, color 
Columbia Records—page 
Young People’s Record Club—page 
. 27 Farnsworth Radio—spread 
Philco Radio-Phonograph—spread 
G-E Radio—page, color 
Solovox—4 page 
Sylvania Radio Tubes—\4 page 


CAMERA AND OPTICAL GOODS 
Sept. 6 Eastman Kodak—page, color 
Grafiex Camera—ly page 
Sept. 13 Eastman Kodak—}4 page, color 
Sept. 27 Eastman Kodak—page, color 
Argus Camera—]4 page 
Graflex Camera—¥4 page 


SPORTING EQUIPMENT 
Sept. 6 Whizzer Bike Motor—!4 page, color 

Chicago Roller Skates—¥4 page 
Sept. 20 Bristol Fishing Equipment—!4 page 


NOTE: Many of these LIFE advertisers have ordered LIFE merchan- 
dising helps similar to those Zemel Bros. finds so effective. Ask your 
suppliers about ADVERTISED-IN-LIFE merchandising aids! 


ADVERTISED 


Oa: 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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sk for 
Briggs 6 Stratton 
Gasoline Engines 
on the equipment 


You huy 


More and more Briggs & Stratton 
Engines are now available on all 
types of appliances and equip- 


ment than ever before. 


BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wis., U. S. A. 


BRIGGS & STRATTON 
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HASHING OVER A. O. Smith Corp.’s new cooperative advertising plan at a recent 
sales meeting were, left to right: F. F. Gregory; J. A. Duvall; V. J. Brosnahan of Life; 
R. C. Ferguson, Successful Farming; James F. Donnelly, marketing director for the 
Smith Water Heater Division; L. M. Krautter, v.p. of Henri, Hurst & McDonald; and 
Brad Tobey, Architectural Forum. 


Dealer Pays 13 of Cost 
in A. O. Smith Ad Plan 


“The most liberal co-operative ad- 
vertising plan ever offered to water 
heater dealers,” was announced re- 
cently in Chicago to the national sales 
force of A. O. Smith’s water heater 
division, 

“This is not the usual 50-50 plan,” 
said F. F. Gregory, director of public 
relations for A. O. Smith, “in which 
the dealer has to match the combined 
contributions of manufacturer and dis- 
tributor. It is a “Two-for-One’ plan 
that gives the dealer every opportunity 
to cash in on the largest national ad- 
vertising program in water heater in- 
dustry.” 

The “Two-for-One” plan allows 
each dealer to spend up to three per- 
cent of the factory-suggested list price 
of the Permaglas, Duraclad and Mil- 
waukee heaters he sells, on local ad- 
vertising in newspapers, radio and 
certain forms of store identification and 
product display, and then be reim- 
bursed by two-thirds of his expendi- 
ture from his distributor. 


“Full Partnership” 


“This is the first time to my knowl- 
edge that the manufacturer and dis- 
tributor have taken the dealer into full 
partnership”, said J. F. Donnelly, 
marketing director of the water heater 
division 

A. von Wening, vice-president and 
controller of A. O. Smith, estimated 
that total expenditures for local ad- 
vertising under the new plan would 
run in the neighborhood of half a 
million dollars the first year. 

“We have tried to keep this plan so 





MIRRO-MATIC 


simple that it can be put te work im- | 


mediately creating sales for every 
dealer, distributor and utility who 
handle our products,” commented L. 
B. Smith, vice-president, and manager 
of the water heater division. “In fact, 
we have kept it so simple that we do 
not see any need for exceptions.” 
District sales managers attending the 
meeting were L. H. Hoelter, Chicago; 
D. S. Whamond, New York: R. V. 
Davis, Los Angeles; R. C. Anderson, 
Houston; J. A. Swart, Seattle; G. E. 
Kemper, Atlanta; and F. C. Bote, In- 
ternational Division, Milwaukee. 





Los Angeles Factory Site 
Sold to Cutler-Hammer, Inc. 


In recognition of the ever increasing 
need for electrical apparatus in the 
Los Angeles, Cal., area, Cutler-Ham- 
mer, Inc., Milwaukee, Wis., has 
acquired the business of West Electric 
Products Co., of Los Angeles. 





Liason 
HAS IT/ 


THE View 





Deep-Well 
PRESSURE COOKER 


for pressure cooking / 





and pressure canning: 


See page 27 
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Every LYO x Steel Kitchen Cabinet 
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That’ S Important to You and to Your Customers 


@ The retailer who sells LYON cabinets can offer 
complete kitchens—virtually custom-built. He can 
also offer single package units in a wide range of 
sizes and types—all with the beauty, efficiency and 
long life finish so characteristic of LYON cabinets. 








With a more plentiful supply of steél, we will 
be able to expand our production. Then we will have 
more of this highly profitable line to offer new 
dealers. Meanwhile... 











New LYON Ironing Table Some dealers have found it possible to furnish 
| us with cabinet steel—22 gauge cold-rolled. In such 
IC Immediate Delivery—Today we can make good 2 _—- - " 
| deliveries on this fast-selling item. Light, strong, cases we will buy the steel from you and ship 
convenient to open and close—has steel understructure ; ; ai : - 
and wood top. Get your order in now. Dealer's net kitchen cabinets promptly pound-for pound — at 
: price—F.O.B. Factory $4.55 each. regular published prices. 
| LY OW metat propucts, iIncorPorATED 
| 
/ General Offices: 921 Monroe Ave., Aurora, Illinois ¢ Branches and Dealers in All Principal Cities 
*F A PARTIAL LIST OF LYON PRODUCTS 
/ © Shelving © Kitchen Cabinets © Filing Cabinets © Storage Cabinets ¢ Conveyors © Tool Stands ¢ Fiat Drawer Files 
ig. ® Lockers © Display Equipment ¢ Cabinet Benches © Bench Drawers © Shop Boxes Service Carts © Tool Trays ¢ Tool Boxes 
; * Wood Working Benches ¢ Hanging Cabinets © Folding Chairs © Work Benches © Bar Racks © Hopper Bins © Desks © Sorting Files 


© Economy Locker Racks © Welding Benches © Drawing Tables ¢ Drawer Units © Bin Units © Parts Cases © Stools @ Ironing Tables 
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Dealers, Distributors "ROLLIN IN CLOVER” 


STEPPING UP PROFITS WITH THIS NEW LEADER! 


RADIO-~-PHONOGRAPH 


¥ 


fa, 


$10Q50° A 
iw 99 = 


slightly more west of Rockies 


PORTABLE 









WIRE PHONO. 
Piiee) i) 4] RADIO P.A. 


POWRU $f -i- 


Quicker tur 


US COME/MKTT0N/ 


r with this 4-prospectJgfem! Only Pentron offers you four prosbects 
ashe with this amazing neg portable combination of wire recorder, radio, 
phonograph and public address sygfem. In addition, Pentron has exclusive features 
never before seen in any wire rgQOrder priced under $500.00! Tremendous “‘plus’’ 
nothing like n the market for big dealer-profits! 


wn ctead of ane 


sales val ics 





e SYNCHRONIZED TIMING METER. No more guesswork 


y find your program on the wire by the numbers 











Only PENTRON has all these selling features at this price! 





e| 7 lelity @ Tru-tracking phono arm, plays 1 or 12” 
f 1 ord avs back it records, Astatic L70 cartridge 
wn rad phonogta rf microphone @ Medium gain public address system 
@ Ma ] L id guarant L @ The Pentron Wire Recorder is fully cov- 
at ered by product liability insurance 
eH 6to 1 . 
. Plus jacks for: External! amplifier. Extension 
7 f y r 
: speaker. F.M. tuner (This jack also used 
. at toft pr ts , 
‘ - t for quality piano recording, P.A. system 
ikag axes persona ; 
es and any high fidelity input 
" ding 
eWid v loss recording . .. 70t07,500cps Complete with: Long life phono needle. Two 
@Hig t superheterodvne radio spools recording wire. Crystal mike, stur- 
t t ; i dv, sensitive. Handsome accessory case for 
@ Appr } Underwriters’ Lab., Inc. mike and wire. 9 foot line cord. Beautiful, 
@ Wide range treble-bass tone control simulated alligator-leather carrying case. 


=, . . . 

‘aT * Pentron Astra-Sonic Wire Recorder is 

\ Lj Approved by Underwriters’ Laboratories, Inc. 
J 


Accessory items for additional profits. Complete advertising and promotional 
material to help you build bigger sales 


“ROLL IN CLOVER” .. . SELL PENTRON! 





' 

PENTRON CORPORATION Dept. EM-98 4 
611 West Division St., Chicago 10, Illinois : 
Please send full details on profit opportunity for dealers-distributors ' 
' 

Yealer Distributor ' 

Deale i 

' 

Na H 
t 

Company ; 
' 

Street 7 
+ 

City ; e eescoccceds State 1‘ 
' 
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Get-together in the West 








CLEANER CONVENTION Salt Lake City recently attracted Kirby Home Renovation 
System distributors and dealers from southern Idaho, Wyoming and Utah. The Scott 
& Fetzer Co., Cleveland, Ohio, manufacturers of the Kirby vacuum cleaner, were 
represented by George H. Scott, president; James Kirby, inventor of the cleaner; and 
Henry Reznichek, divisional supervisor for the Pacific Coast. 





Improve Dealer Franchises, 
Kovach Tells NERA Conference 


Committee head blames present system 
for most of industry's big headaches 


Price cutting, gray markets, special 
deals, high costs and dealer mortality 
are in large measure caused by present 
unsatisfactory dealer franchises, mem- 
bers of the National Electrical Re- 
tailers Assn. were told at their recent 
conference in Chicago 

Julius Kovach, head of NERA’s 
committee on franchises and owner of 
the Paramount Good Housekeeping 
Shop in Racine, Wis., outlining his 
committee’s idea of a better franchise, 
said that in its investigations it had 
found one manufacturer of refrigera- 
tors and freezers with 46 outlets in one 
city of 125,000. A manufacturer of 
laundry equipment had 45 outlets. 
There were 37 dealers for a line of 
water heaters and 26 dealers for one 
line of ranges. “Obviously,” said Mr. 
Kovach, no one manufacturer can pos- 
sibly spread his line so thin in a terri- 
tory this small.” He recommended, 
among other things, that manufactur- 
ers limit themselves to one franchised 
dealer for each 50,000 in population 
and that existing dealers be consulted 
before new dealers are appointed. 


Specific Recommendations 


He made nine specific franchise im- 
provement recommendations : 

(1) Franchises should be mutually 
binding upon the dealer and manufac- 
turer and 30 days notice should be 
given prior to termination of the con- 
tract by either party if the contract has 
been in force not more than two years, 
60 days for up to three years, 90 days 
for up to five years, and six months’ 
notice for over five years. 

(2) Manufacturers should not ship 
or sell to other than franchised dealers 
or to franchised dealers for resale in 
other areas. In the event of abuse by 
the manufacturer, he should pay the 
full mark-up to the offended dealer. 

(3) No dealer should be franchised 
who has neither an adequate service 
department nor access to one. 


SEPTEMBER 1, 


(4) The dealer should carry at all 
times a reasonable stock of replace- 
ment parts. So should the manufac- 
turer. 

(5) The dealer should be able to 
service products sold by him and 
should assume responsibility for carry- 
ing out the manufacturer's guarantee 
He should avoid abuse of the guarantee 
by customers and advise the manufac- 
turer of any defects which appear to 
be abnormal and which may require 
correction in manufacture. On prod- 
ucts sold by the dealer outside of his 
franchised area the dealer should pay 
the manufacturer 15 percent of the re- 
tail price in order to cover the cost of 
manufacturer’s servicing. 

(6) The manufacturer should give 
the dealer at least 90 days notice prior 
to the marketing of new models and 
the effecting of price changes. Makers 
should give the dealer an opportunity 
to purchase factory overstock and 
should credit him for the stock ol 
products held at the time of price 
changes or new model announcements 

(7) Manufacturers should maintain 
a program of supervision and instruc- 
tion for dealers in merchandising tec! 
niques, advertising, and advertising 
aids. 

(8) Dealers should purchase 
carry on hand at all times an adequate 
display of stock of the manufacturer 
products, as measured by his customar} 
trade. Dealers should be limited to the 
merchandise covered in their ft 
chises. 

(9) A manufacturer should have a 
15-day option to re-purchase all of its 
products held by the dealer, should the 
dealer go out of business, at prices cur- 
rently prevailing. Dealers who are 
stopping business should not sell 4 
manufacturer’s products except at {ull 
retail prices to anyone but the manu- 
facturer during the option period ex- 
cept at full retail prices without ‘¢ 
manufacturer’s written permission. 
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* Carry- 


— sumer ARE you ready? Ready to take advantage of the powerful Honeywell 
oe con advertising and sales promotion campaign on the new Plug-In 
janutac- wal . . . > 
ome atlo SING Chronotherm that is starting now? 
require N yER Tl The new Honeywell Plug-In Chronotherm is an electric clock 
n prod- AD thermostat that anyone can install in a few minutes in place of any plain 
> of his & puay pattern thermostat. It is meeting immediate acceptance because it 

ER pis saves fuel by automatically lowering temperature at night and restoring 
‘ee count 


the daytime temperature in the morning. It incorporates all the 


My Ll features of the Standard Chronotherm, yet is portable and self contained. 
oe te cT mal No wiring is necessary. Just substitute the Plug-In Chronotherm 
ce prior pire by removing and replacing a few screws and plug in the nearest outlet. 
lels and oy yios Such magazines as Saturday Evening Post, Collier’s, Better Homes 
Maker oR 1FO & Gardens, American Home, House and Garden and House 
ortunity Les a Beautiful will be used. In addition, there are counter displays, sales 
ck ane sa » portfolios, direct mail pieces, newspaper advertisements and radio 
tock R A D commercials — all designed to help you sell the Plug-In 

Chronotherm. So if you’re not pom f get set with a supply of the 


of price APE 
oer oe WE wsP » new Plug-In Chronotherms. Order today from your usual source. You 
“werent can’t lose and you’re bound to win! Minneapolis-Honeywell 

ing tech- panlo Regulator Company, Minneapolis 8, Minnesota. In Canada: 

vertising a Leaside, Toronto 17, Ontario. 
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Here’s a new sales opportunity for International 
Harvester Refrigeration dealers. It’s the new Inter- 
national Harvester Home Freezer, Model 15 FC—a 
BIG freezer for families who freeze in quantity and 
store frozen foods in quantity. 

The freezing unit is the famous, hermetically- 
sealed International Harvester ‘““Tight-Wad.” The 
motor develops 1 horsepower. Spring and rubber 
mountings absorb all vibration. Protection plan 
extends five years. 

The" Freez-Area’”’—an exclusive International Har- 
vester feature — occupies more than 4 square feet 
at the bottom of the cabinet interior to provide 
oversize fast-freezing capacity. An alarm bell warns 
of temperature rise within the freezer. 


ad 


CUBIC 
ole) | 


AAS 


AAAAAAAAAAAA 


All features of other International Harvester 
freezers are included—handsome design; all-steel, 
lifetime construction; DuLux Enamel finish; Vac-U- 
Seal insulation; Frost-Lok breaker strip; automatic 
temperature control; spring counter balanced hinges 
to hold lid open and provide finger-tip control. 


Four-color advertising will announce the new 
International Harvester 15 FC Freezer to 10,000,000 
readers. National advertising of the model will con- 
tinue through °49. 

Yes, the International Harvester 15 FC Freezer 
presents new opportunities. Alert dealers will be 
quick to cash in. 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue Chicago 1, Illinois 


© International Harvester Co 


INTERNATIONAL HARVESTER 


SEPTEMBER 
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G-E Ranges 
Models: 2 new deluxe ranges, Liber- 
ator and Stratoliner, with radio-re 


ceiver-type controls which speed and 
simplify cooking operations and pro- 
vide direct control of surface oven and 
broiler units. 

Selling Features: All that is required 
is to push desired button and heating 
element switches directly to indicated 
speed without going through several 
other switch positions; bright colors 
shine through cool transparent plastic 
buttons, tell at glance which unit is 
on and at what heat; Liberator, G-E’s 
first double-oven range since war, has 
one master-size oven and a_ three- 
quarter size oven—each controlled by 
automatic timer; 4 surface units: 2 
giant size and 2 utility size. 





Stratoliner, single oven range with 
built-in pressure cooker, has master 
oven large enough to hold a 30 Ib. 
turkey; a full-width Calrod broiler 
umt and reflector for charcoal-type 
broiling; and a smaller speed oven 
that heats faster than any conventional 
range oven. 

6-qt. pressure cooker may be used 
as thrift cooker by substitution of non- 
Pressure lid; is built into deep-well 
position on range; if a fourth surface 
unit is needed, Calrod element at 
bottom of well may be raised to sur- 
lace. 

Both models have new high back 
control panel on which element 
switches, improved automatic oven 
timer, minute timer are mounted 10 in. 
above surface of range; other features 
included on both ranges are full-width 
oven and storage drawer doors; 5- 
speed Calrod surface units; No-Stain 
oven vent; rounded “ball” corners for 
easier cleaning of oven interior; 2 
appliance receptacles. 

Manufacturer: General Electric Co., 
Bridgeport 2, Conn. 

Electrical Merchandising, September 


, 1948 


NORGE Refrigerator 


Model: No. M-848 8.37 cu. ft. refrig- 
erator. 

Selling Features: Incorporates many 
“deluxe” features; Sealed Freezer 
holds up to 24 |bs. frozen food; Cold- 
pack keeps up to 12 Ibs. uncooked meat 
safe; full width Hydrovoir; Rollator 
cold-maker : : full-width vegetable stor- 
age drawer; 334 percent more food 
storage space; tall bottle storage; por- 
celain interior; 9-step cold control ; 
drip tray and MHandefroster; level 
glides; extra storage tiltabin 1) cu. ft. 
capacity; “Norgite” door panel; air 
conditioned door; Lazilatch door 
handle; automatic floodlight; handy 
small-package shelf. 

Vanufacturer: Norge Div., Borg- 
Warner Corp., Detroit 26, Mich. 
Electrical Merchandising, September 
1, 1948 











HEAT KING Heater 


Device: Portable fan-type electric 
heater. 

Selling Features: Features directional 
heat control with adjustable height and 
tilting head; column may be raised or 
lowered to permit fan-forced heat at 
desired level; head my be tilted for- 
ward or backward 45 degs., to control 
angle of heat flow; super-thin Ni- 
chrome elements, 1320 watts, a.c. only ; 
4-blade fan with specially pitched 
blades provide smooth silent operation ; 
head may be tilted forward or back- 
ward 45 degs. to control angle of heat 
flow; weighs 8 Ibs. ; 23 in. high. 
Manufacturer: National Die Casting 
Co., 3635 W. Toughy Ave., Chicago 4, 
Ill 

Electrical Merchandising, September 
1, 1948 
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L & H Water Heaters 


Device: Models 30 to 80 gal. round; 
and 30-40-gal. table top automatic 
water heaters. 

Selling Features: New line ot single 
and double unit heaters stream 
lined; designed by Ralph Halvorsen; 
Equato-Ring heating units with indi- 
vidual or circuit-limiting adjustable 
thermostatic control; equipped with 
Magnesium protector rod; standard 
NEMA wattages; Fiberglas insula 
tion; galvanized steel tanks; cold 
water baffle combined hot water trap 
and outlet; Equato-Ring units ope rate 
at comparatively low temperature sca! 
ing, liming or other chemical action 
are retarded and ps life pro- 
longed, 

Vanufacturer: A. J. Lindemann & 
Hoverson Co., Milwaukee 7, Wis 
Electrical Merchandising, September 
1, 1948 





PYR-O-TUBE Heaters 


Device: Model F-1 fan-type portable 
space heater. 

Selling Features: Concealed fan si- 
lently forces air over elements at 
approx. 600 ft. per min.; patented 
lifetime 1320 watt nickel chrome ele- 
ments, flanged, spiraled, paper-thin re- 
quire less current, reach maximum 
heat in 15 seconds; Pyrex tube en- 
closes elements, protecting them from 
direct contact or splashing water; 
stainless steel reflector and grill re- 
movable; gray finish; light weight 
with handle for portability, 16 x 13 
x 12 in. 

Manufacturers: Swanson Tool & Ma- 
chine Products Inc., Specialty Div., 
810 E. 8th St., Erie, Pa. 

Electrical Merchandising, September 


1, 1948 


K-M Steem-R-Dri Iron 
Device: K-M Steem-R-Dri iron. 


Selling Features: Can be used for dry 
or steam ironing by flipping switch 

when used as steam iron has 3 heat dial 
control ; steam vents in large sole plate 
makes iron glide along on a cushion of 
steam ; easily guided without effort; as 
a dry iron fabric dial simplifies iron- 
ing; cool plastic handle; no asbestos 
pad or metal rest necessary—sets on 
end; permanently attached cord at 
side; 1150 watts; 115 volts, a.c. only. 
Vlanufacturer: Knapp-Monarch Co., 


Louis, Mo. 


Electrical Merchandising, September 1, 
1948 





GILLEN Floor Furnace 


Device: Thermostatically - regulated, 
automatic oil-burning floor iurnace. 


Selling Features: Incorporates a motor 
and floor attachment designed to fur- 
nish steady, controlled draft regard- 
less of adverse draft conditions; 
provides aimost periect combustion; 
mixture of oil vapors and combustion 
air maintains ideal level operating 
efficiency at lowered costs; oil flow 
automatically controlled by room ther- 
mostat; may also be manually regu- 
lated by floor level control rod; 
constant level of oil control valve with 
anti-flooding device for proper meter- 
ing of iuel to burner; safety limit con- 
trol bulb; installation requires cutting 
a centrally located floor opening and 
suspending unit from floor level; floor 
grille furnished as part of asembly; 
no basement required for entire com- 
bustion chamber may be manually 
lifted through floor for servicing; de- 
livers approximately 52,500 btus; 
overall height 48 in., 37 in. long, 25 in. 
wide. 


Manufacturer: J. L. Gillen Co., 204 
E. High St., Dowagaic, Mich. 


klectrical Merchandising, September 
1948 
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DISPLAYS 


Real profit boosters that put a sales punch into 
your windows and counters. Several types and 
sizes to meet your needs. 


PLUS counter literature and handouts — com- 
plete sales talks in print to reinforce your 
sales force. 














NATIONAL ADVERTISING 


Leads off with color pages in some of Ameri- 
ca’s most popular magazines. Hits prospects 
with a series of follow-up ads! 


PLUS plenty of ad mats and good, newsy 
publicity stories featuring the name of your 
store, for use in your local newspapers. 





More and more people want G-E Sun and Heat Lamps 


The sales are there—so stock up mow 
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SUNLAMP 


LOW PRICES 
G-E SUNLAMP — NEW LOW PRICE — $85 0 


NETWORK RADIO formerly $9.95 ... now only.. 


G-E HEAT LAMP 


Carries the story of G-E Sun and Heat Lamps Hardglass model $9 9 5 Standard ] 10 
to millions of listeners, with General Electric with red filter... * model... fe 
Lamp’s sparkling quiz show “What's My 
Name?”, starring Arlene Francis. Every Sat- 
urday night on the ABC network. 


PLUSsample spot announcements that prom- STOCK UP NOW! 
inently feature the name of your store. e 





See your G-E supplier and 











G-E LAMPS 
GENERAL @@) ELECTRIC 
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WESTCLOX ACHIEVES purer 


new prestige for Big Ben... the best- 
known, best-loved name in clocks...with 


BIG BEN ELECTRIC 





Already a nation-wide success! 


less than a year, Big Ben Electric has won a secure place for 


ind added new luster to the most famous name in clocks 


ts sturdy brown oulded case with gold color trim is beautiful 


look at; its Westclox-quality workmanship throughout means 


lependable performance. Gong alarm with loud or soft volume 
Convex dial, attractive pierced hands. Your Westclox line 


Big Ben Electric 


complet 


without this strong-selling clock. 


priced to sell at $8 with luminous dial, $1 


more. A value 
istomers will appreciate. Distributed by leading wholesalers. 
pr r x and uDj}e i sé 


WESTCLOX 


Produc of GENERAL TIME Sratumenls Gyn 


Oo 
Z 
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HEALTH-TROLA Window Air 
Conditioner 


Device: Portable home and office win- 
dow air conditioner. 

Selling Features: Circulates, venti- 
lates, removes pollen, dust and odors; 


special odor-absorber; large filter 
screens out dust, pollen, dust smoke 
and bacteria; built-in 10 in. pressure 


type blade silent fan circulates air; 
outside air can enter and used air leave 
room with windows and doors closed. 


Health-Trola  Div., 


Vanufacturer: 


Excel Heating & Air Conditioning 
Co., 3715-19 Belmont Ave. Chicago, 
Il] 
Electrical Merchandising, Sept. 1, 
1948 

NORGE Water Heater 
Device: Table-top water heater. 


Selling Features: Available in single 
or double thermostatically-controlled 
heating elements; and in 30 and 40- 
gal. capacities; white porcelain enamel 


top; Nichrome elements imbedded in 
magnesium oxide sealed in copper 
tubing; automatic current shut-off 


when proper temperature is reached; 
diffusion baffle over water inlet pre- 
vents mixing of incoming cold water 


with hot water in tank; 3-in. glass 
fiber insulation; baked enamel cabinet. 
Vanufacturer: Norge Div., Borg- 
Warner Corp., 670 E. Woodbridge, 
Detroit 26, Mich. 

Electrical Merchandising, Sept. 1, 
1948 





NESCO Oil Heater 
No. 7010 console model fuel 
oil heater. 


Device: 


Selling Features: Equipped with a 
10-in. burner pot with an output of 
53,000 btus. per hr; synchronized 
louvers for heat direction at floor 


SEPTEMBER 1, 


level; twin heat reflecting side doors 
for radiant directional heat; large top 
grille for over-all circulating warmth; 
dial control for “no stoop” fuel adjust- 
ment; heat diffusing fins increase 
radiating area and are mounted on 
scientifically constructed combustion 
chamber; large humidifying pan can 
be filled without removing top grille: 
automatic Constant Levelfuel valve; 
automatic draft control; leg levelers; 
63 gal. fuel tank with easy-to-read 
fuel gauge; can also be equipped with 
draft booster fan; squirrel-cage type 
blower and air circulator; thermo- 
static control. 


Manufacturer: National 


Enameling 


and Stamping Co., Milwaukee, 1, 
Wis. 
Electrical Merchandising, Sept. 1 
1948. 





SPARTAN Bottle Warmer-Vaporizer 


Device: No. 5 Spartan 
and vaporizer 


bottle warmer 
Features: May also be used 
to heat baby food; for use as vapor- 
izer cap is furnished which slips into 
top of bottle warmer; operates for 45 
minutes to 1 hr., then shuts off auto- 
matically; medication chamber pro- 
vided; percolating action forces hot 
water up through side walls against 
sides of bottle heating entire bottle 
uniformly—no scorched milk on bottom 
of bottle; self-contained unit, com- 
plete with matching cord and plug; 
110 volts a.c.; burgundy plastic molded 
plastic, with metal decorative panel. 
Manufacturer: Spartan Co., 2900 Em- 
erson Ave., S. Minneapolis, Minn. 
Electrical Merchandising, Sept. 1, 
1948 
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LEWYT Nozzle 


Device: No. 80 rug nozzle attachment 
for Lewyt cleaner. 

Selling Features: Automatically 
grooms out lint, threads and hairs ;— 
on forward stroke. The slotted metal 
bar combs nap of rug, picking up sur 
face litter while suction power draws 
dirt from pile of rug; on backward 


sweep metal comb swings forward 
concentrating suction through metal 
slots. 


Manufacturer: Lewyt Corp., Brooklyn, 
N. Y. 
Electrical 
1948 


Merchandising, Sept. 1, 
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CROSLEY 





9-212M—Smart, modern styling in 
rich mahogany. Compact, fits small 
space. Powerful superheterodyne, 
Automatic Record Changer. 





CARROLLTON FM-AM Radio-Phonograph. 
Magnificent 18th Century styling. Ma- 
hogany. Cabinet by Carrollton. 


YOUR PROSPECTS ARE THE TARGETS FOR 


POWERFUL be Z , y 6 op 
Crosley pre-sells your prospects with power packin’ advertising 
in popular magazines and key newspapers, coast to coast. 
You tie-in to this sales push with practical promotion aids designed 
to fit your local needs. Ad mats—radio spots—attractive 


literature—smart displays—promotion that brings prospects into 


your store to look, listen, buy! 


CROSLEY SPECTATOR TELEVISION RECEIVERS 
ARE AVAILABLE IN ALL TELEVISION AREAS 


CROSLE 


Division— “JVE@ Manufacturing Corporation 
*e Cincinnati 25, Ohio One 
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LINE FOR ’49 
HAS DEALERS SINGING= 





THERE’S A MODEL STYLED 
AND PRICED FOR EVERY 
PROSPECT IN YOUR MARKET 


all-new radios and radio-phonographs to 

help you cash in on the 50,000,000 potential 
sales in today’s radio market! A bonanza? You bet! 
There’s a model in this line for every prospect in your 
market—a wide choice of styles and prices in 
feature-studded FM-AM radio-phonographs, table 
combinations, table radios, portables and farm sets. That 
means there’s plenty of profit in it for you, fewer 
turn-downs in favor of the dealer up the street. We 
challenge you to find any other line so complete, so 
smartly designed, so sensibly priced! 










9-118W—Sleek, smart. 


performance. 


High 
Ivory finish 


9-119—Walnut plastic. Com- 
pact AC-DC design with rich, 


plastic. AC operation. clear tone, sharp tuning! 


9-106-W—Shortwave and AM 
reception in lustrous ivory 


finish plastic. AC-DC. 


9-113—Tuneful earful in any 
room. Walnut plastic. AC-DC. 





Shelvador* Refrigerators Frostmasters 
Ranges Radios Radio-Phonographs 
Shortwave FM Television 
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NOW-ANOTHER 
FIRST! 





NOW ! one control 
knob does everything ! 


| 
. r - 


TURN KNOB for color control. 





vr Fs tH We 





PULL OUT knob to keep toast warm. 


a ee ee 














PUSH IN knob for manual release. 


HAS EVERYTHING AUTOMATIC TOASTER BUYERS WANT! It’s silent! Completely automatic! 


Beautiful, modern—finished in gleaming chrome and plastic. Handy crumb tray—for easy cleaning. 


4 : = y/) \ = 
-4 ae aly ; i< M_ Tet-A-matic tron ‘ —— 
Z = s : 


7. / 
wi 
y 
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we 


“eM. Jack frost Fans HM. Therm-A-Jug ‘EM. Steem-R-Dri 
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A TOASTER REVELATION! 


So simple! So quick! So dependable! 
And ready now to pop-up your 
toaster sales and profits! 


Women fall in love fast with it... 
It’s so beautiful. Quality’s written 
all over it. And one control knob 
does everything !—governs color of 
toast—keeps toast warm—or sets 
toaster for manual control. A 
year-round seller...so stock 
liberally for now and the ap- 
proaching gift buying season. 





MORE NEW BUY-APPEAL IN THIS 


= waren s BAKER 


Turns out huge, 4-section waffles quick. 
Select preferred shade on big dial. Signal 
Light tells when Baker is ready for batter and 
when waffles are done. Sells like hot cakes! 


Snap-On Sandwich Grills 
Make the Baker a perfect sandwich toaster 
that also grills bacon, sausage. Sold sepa- 
rately. Help build volume, up profits. 


ANOTHER TERRIFIC FALL-WINTER SELLER . . 


%M~TEL-A-MATIC CORN POPPER 





Just put in corn...add cooking oil and watch 
corn pop! No shaking or stirring needed.The 
see-through, oven-safe glass top makes Tel-A- 
Matic Corn Popper a perfect demonstrator. 


Doubles as Deep-Fat Fryer 
Makes wonderful shoe-string potatoes—fries 
onions, etc. Demonstrations always draw big 


‘ crowds. And this Corn Popper sells itself! 


IN 15 MILLION HOMES WOMEN SEE—READ—REMEMBER EM~— ADVERTISING APPEARING MONTH 


AFTER MONTH ... in The Saturday Evening Post—Ladies’ Home Journal 


Better Homes & Gardens 


Good Housekeeping—House and Garden—and House Beautiful. Are you set to sell ’em when they 
go out looking for ~KEM~ Modern Magic? Better be! Wire or write your ~KM~ Distributor now. 


KNAPP-MONARCH CO., St. Louis 16, Mo. 


World-Wide Distributors: 


Exclusive Distributors in Canada: 


Crown Electrical, Brantford, Ont. Philco International Corporation, 50 Broadway, New York, New York 


“EM. APPLIANCES ALSO MANUFACTURED IN CANADA 







tic! 


‘+KM_ Gad-A-Bout Iron 


“KM. Heating Pad 





KM Quad Waffle Baker 


KM Infra-Red Ray Lamp 


“KM~ Double Table Range 





ISING 
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Slash the 
‘Moh Cost of 


Rating” 


FOR YOUR CUSTOMERS 


TAAL 


BEN-HUR 


FARM AND HOME 





FREEZERS 












Every one among thousands of 
BEN-HUR owners will tell you 
that his freezer is his most profit- 
able investment—it more than 


\ 


Saves its cost by cutting the fam- 
ily's food budger—10 to 50% 
Here's your greatest opportunity 
to make |} ts of friends—and 
sales. Show your prospective cus- 
tomer that every dollar he spends for 


fa BEN-HUR Farm & 


ine purchase 














' 
Home Freezer comes back to him—in the . 
P t Y, 
rm of reduced food costs, food savings ’ 
time savings in meal preparation, better, 
more healthful meals all the year around. There's 
a BEN-HUR Freezer for every family’s need —6 
9, 12.5 and 18 cubic foor sizes, with frozen food 
capacities from 300 lbs. to 900 lbs. And every model is 
today's highest value in modern styling, food freezing and 
storage convenience and economy You can prove it to every 
prospect! A few territories still available. Write! % 
Compare them all and you'll choose the 
Nationally- Advertised BEN-HUR Freezer Line 
BEN-HUR MFG. CO. 
‘ : i ay 
DEPT.EM® 634 EAST KEEFE AVENUE @ MILWAUKEE 12, WISCONSIN — 
apy r i = agen 
eae. 
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NEW PRODUCTS 





WASH-ALL Washer 
Device: Improved Wash-All portable 
washer. 

Selling Features: Washes 5 lbs. dry 
clothes; automatic drain pump with 
vacuum breaker protection makes fill- 
ing and emptying simple; motor 
mounted in white baked enamel base; 
aluminum tub may be placed on stove 
to sterilize clothes; 3 separate alum- 
inum agitators riveted to side of tub; 
gears packed in grease; permanently 
sealed in cast aluminum; available 
with or without legs. 

Vanufacturer: Bernhardt Co. Inc., 
McDonough, Ga 


Electrical Merchandising, September 


1, 1948 
———.. * 
K-M Pop-Up Toaster 
Device K-M Tel-A-Matic pop-up 


Selling leatures: Single control knob 
produces shade toast desired; toast is 
kept warm by pulling out this knob— 
pushing it releases toast; completely 
automatic with thermostatic control; 
chrome and plastic finish; easily ac- 
cessible crumb tray; 1060 watts, 115 
volts, a.c only. 
Vanufacturer 

St. Louis, Mo 
Electrical Merchandising, September 1, 
1948 


Knapp-Monarch Co., 





FARBERWARE Coffee Robot 


Device No. 500 Farberware auto- 
matic coffee Robot; and No. 501 Robot 
set. 

Selling Features: No. 500 coffee robot 
urn has 8 cup capacity; after coffee 
is made, Robot keeps it hot automati- 
cally for an indefinite period, no 
watching necessary ; heavy gauge brass 
chromium plated inside and out; Far- 


SEPTEMBER 1, 


berware heat-resisting glass top; wal- 
nut handles and feet; a.c. only. 

No. 501 set consists of the above 
Robot coffee maker plus a tray 
16 x 104 in; and a sugar and creamer 
of chrome plated heavy gauge brass. 
Manufacturer: S. W. Farber, Inc., 415 
3ruckner Blvd., Bronx, N. Y. 
Electrical Merchandising, September 
1, 1948 





DREMEL Moto-Sander 


Device: Combination sander and pol- 
isher. 
Selling Features: Weighs only 24 lbs. ; 
equipped with rubber cushioned sand 
ing pad measures 24 x 54 in.; delivers 
about 7200 strokes a min.; cam-type 
clamp paper holder permits changing 
sandpaper in seconds; 2 moving parts 
operates only 110-120 volts, 60 cycles 
a.c.; equipment includes an 8 ft. rub- 
ber cord plus assorted grades of Gar- 
net paper for sanding, a felt pad, 
sheepskin for wax polishing. 
Manufacturer: The Dremel Mig. Co 
Racine, Wis. 
Electrical Merchandising, September 


1, 1948 





G-E Water Heater 


Device: New 40-gal. table-top electri 
water heater. 

Selling Features: Designed primarily 
for use in kitchens of small house 
without basements ; enclosed in rectan- 
gular steel sheet with white porcelain 
enamel acid and heat resistant top 
24 in. wide, 254 in. deep, 36 in. high; 
has 34 in. backsplash; Calrod unit 
encircle galvanized steel tank; avail 
able with one or two units permitting 
use of any desired wattage; each unit 
has its own thermostat; new larger 
magnesium rod inserted into tank pro 
tects galvanized steel against excessiv 
corrosion; plumbing and _ electrica 
connections at front; easily accessibl 
drain provided for emptying heater 
installed in summer camps. 
Manufacturer: General Electric Co 
Bridgeport 2, Conn. 

Electrical Merchandising, Septembe 
1, 1948 
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of Your Customers are 


DORMEYER PROSPECTS ! 








Surveys prove 7 out of 10 of your 





MIXER MARKET FACTS 


EXISTING: 

30,050,000 electric customers in U. S. 
23,800,000 (72%) without mixers. Seven 
out of ten are Dormeyer prospects. 


GROWWG: 
2,000,000 new marriages yearly. Forming 
a new Dormeyer prospect every 20 seconds. 





customers are mixer-buying prospects 
—DORMEYER PROSPECTS. With 
three modern mixers designed, engi- 
neered, priced and nationally advertis- 


NO | 
NCREASE IN DORMEYER PRICES 


Our Prices have 


ed to give you every selling advantage meyer as o jr nreased! Demand ¢ 

over competition, Dormeyer offers intai necessity” enables 
you your greatest sales opportunity hn mee ter This is 
for capitalizing on this tremendous “++ Greater profits 











mixer market potential. Tie In... 














Dormeyer Corporation, 4300 N 


THE Fi 





Cash In with DORMEYER. 


MEYER 


Kilpatrick Ave., Chicago 4, III * Canada—Fox Agencies Limited, Port Credit, Ontario 


RST NAME iN MIXERS 

















World’s Largest Producer of Electric Food Mixers! 
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tah 


berg-Catlson Profi 


TELEVISION 


That Sells on Sight— and Sound! 


“You SEE it Better .. . HEAR it Better!” 
That's the dramatic new television theme 
Stromberg-Carlson and its distributors are 
firing with both barrels in support of your 


own promotion. 


“You SEE it Better!” —on the unsurpassed 
clear and bright 12” direct view. 


“You HEAR it Better!” —on FM audio by 
Stromberg-Carlson, whose very name 
promises superlative tone to every prospect. 





CHINESE CLASSIC TV-12-M5M Television- 
Radio - Phonograph. 12” direct - view picture. 
“Eye” tuning for TV and FM radio. Push-button 
tuning for AM and short wave radio. Lovely 
Chinese motif cabinet in mahogany veneers. 





ROCHESTER TV-12-H2A (blond) or TV-12- 
H2M (mahogany veneer) Television and FM 
Radio Receiver. 12” direct-view picture. (Also 
available as TS-10-H2 with 10” tube.) 


STOP!—LOOK! —and LISTEN! 
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In every important television market, 
Stromberg-Carlson is boosting sales records 
of its franchised dealers! With aggressive 
large-space newspaper advertising against 
a background of national magazine pages. 
And with an unbeatable merchandising 
program—a unique kit containing a 28-page 
television educational booklet, folders, dis- 
plays, direct mail, cards, signs, mats and 
commercials. Everything you need as leader 
in television selling! 












TV-12-PGM Television-Radio- 
Phonograph. 12” direct-view picture. “Eye” tun- 
ing for TV and FM radio. Push-button tuning 
for AM and short wave radio. Intermix record 
player. Matched swirl mahogany veneers. 





DORCHESTER TV-12-LM Television and FM 
Radio Console. 12” picture. Handsome modern 
cabinet in ribbon-striped mahogany veneers. 


SEPTEMBER 1, 


« « THERE IS NOTHING FINER THAN A 


Stromberg-Carison Company, Rochester 3, N. Y. 
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RADIO-PHONOGRAPHS 


Never before have Stromberg-Carlson fran- 
chised dealers had such a choice of fine 
Stromberg-Carlson radio-phonographs or 
radios for every customer. Each °49 instru- 
ment is decorator-designed for greatest ap- 
peal to your prospects, whether their tastes 
are traditional or modern. And most models 
feature: 

@ Three-gang FM and AM tuning, with 

no-drift permeability on FM. 

@ Exclusive new Chromatic Tone Selector 


Models for Every Prospect— Prospects for Every Model! 


to visualize adjustment of treble and bass. 


@ Intermix automatic record changers 


with quick-change, dual-needle pick-up 
that plays either the new long-playing or 
standard records. Just press a button and 
touch a control to change from 78 RPM 
to 33/3 RPM records. (1409 models) 
Powerful and insistent national advertising, 
newspaper advertising and merchandising 
will support your own promotion efforts 
during the fall and winter selling season. 














CHIPPENDALE 1407-PFM 
FM-AM Radio-Phonograph. 
Mahogany veneer. 


NEW FUTURA: 1409-M3M 
(pin-striped mahogany ve- 
neer) or 1409-M3A (blond 
avodiré veneer) FM-AM Radio- 
Phonograph. 


HEPPLEWHITE 1409-PGM 
FM-AM Radio-Phonograph. 
Swirl mahogany veneers. 

















DYNATOMIC 1400-HI (Ivory) 
or 1400-HB (Brown) Ultra- 
Modern AC-DC Table Radio. 


MAYFLOWER 1407-PLM 
FM-AM Radio-Phonograph. 
Mahogany veneers. 


NEW WORLD 1409-M2Y 
FM-AM Radio-Phonograph. 
Bleached or avodiré 


STROMBERG-CARLSON 


—In Caneda, Stromberg-Carlson Company, Ltd.,. Toronto 
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ELECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


The Famous EMPIRE 


Electric PERCO-DRIP 


method of coffee-making 
extracts only the desir- 
able oils to produce 
clear, rich coffee. Starts 
percolating in 60 sec- 
onds. Modern design, 
polished seamless alum- 
inum with cool, molded 
handle, scratchproof 
feet, patented direct- 
heat immersion element 
and insulated valveless 
pump. In 5 and 9 cup 
sizes. 





No. 1802 
Suggested Retail 
Price $4.75 


Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 





No. 759 
Suggested Retail 
Price $3.75 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sports- 
men, farmers, motorists 
—all who need handy, 
dependable, night-light- 
ing. Changes froma wide- 
spreading floodlight ‘o 
powerful spot at turn of 
the lens head. Aim beam 
in any desired direction 
with all-position pivot 
base. 


Retail Price 
Slightly Higher 
In West 


offers outstanding 
features. Handles 
two large bread 
slices, turns them by 
a flip of the door. 
Large flat top for 
toast-warming. Extra 
large heating ele- 
ment for uniform 
toasting. Durable 
Construction, black 
enameled base, 
scratch-proof feet 
large cool handles. 
A quality toaster at 
popular prices. 





No. 900 
Suggested Retail 
Price $3.00 


THE METAL WARE CORPORATION 


NEW YORK 


PAGE 
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GILBERT Vitalator 


Device: Gilbert Vitalator hand mas- 
sage. 

Selling Features: Produces a knead- 
ing, pulsating, rubbing “Swedish” 
massage action that makes it possible 
to get correct massage action through 
use of proper amount of pressure with 
hands; slips over fingers; held on by 
2 flexible spring straps; Gilbert Uni- 
versal motor operates on 110-120 volts; 
blue-gray finish. 

Manufacturer: The A. C. Gilbert Co., 
Erector Square, New Haven, Conn. 
Electrical Merchandising, Sept. 1, 
1948 





LONERGAN Oil Heater 


Device Lonergan “Little Giant” 
semi-radiant oil heater No. 4842. 
Selling Features: Miniflow pilot burns 
42 hrs. on 1 gal. of fuel, according to 
the manufacturer; new rectangular 
shape; operates from wall thermostat ; 
oval burner provides wide, hot flame 
and more radiant heat; built-in draft 
regulator needs no adjustments; 42,- 
000 btu per hr. capacity; oil consump- 
tion 2/5 gal. per hr. 

Manufacturer: Lonergan Mfg. Co., 
Albion, Mich. 

Electrical Merchandising, Sept. 1, 
1948 





ROBOT Time Control 


Device: Portable time switch. 
Selling Features: Not a clock—turns 
appliances on and off automatically 


once every 24 hrs.; appliance is 
plugged into Robot outlet, and Robot 
plugs into any 115 volt ac. outlet; 
on-and-off pointers are adjusted on a 
24-hr. dial; Telechron timing mech- 


anism powers unit; case 44 x 34 x 2 
in. hangs on wall; suitable for roaster, 
radio, refrigerator for defrosting; fan 
heater, lamp. 

Manufacturer: Miller-Harris Instru- 
ment Co., 836 N. 4th St., Milwaukee 
3, Wis. 

Electrical Merchandising, Sept. 1, 


1948 





RHEEM Water Softener 


Device: New automatic water softener, 
series 2703. 

Selling Features: Holds sufficient salt 
supply for from 4 to 12 months de- 
pending on degree of hardness of 
water; regeneration of Zeolite, which 
performs the softening process of ion 
exchange, is controlled by an auto- 
matic timing mechanism set in oper- 
ation by turn of dial; softener tank 
has gravel bed adaptable to several 
types of Zeolite; brine storage tank 
holds 500 Ibs. salt, sufficient to permit 
softening of 100,000 gal. of 10 grain 
hardness water ; easy-dial-control elim- 
inates regeneration bother. 
Manufacturer: Rheem Mfg. Co., 570 
Lexington Ave., New York 22, N. Y. 
Electrical Merchandising, Sept. 1, 


1948 











EMERSON-ELECTRIC Cooler Fans 


Models: 30-in. all-purpose cooler fan; 
and 16-in. type window-type cooler 
fan. 
Selling Features: 30-in. fan may be 
mounted on attic walls or installed in 
upper or lower portion of double-hung 
windows; suitable for large apart- 
apartments without attics, rented 
homes, homes with no attic space for 
an attic fan; exhausts 6500 cfm; resili- 
ent hub-mounted motor, 4-quiet-type 
blades; steel shaft operates on 2-sleeve 
bearing pillow blocks; satin ivory 
finish. 

16-in. cooler fan for window instal 
lation; simple to install; modern de 
sign; ivory finish; capacitor motor ; 
4-large, quiet aluminum blades; 200( 
cfm; expanded metal grill suitable for 
mounting in windows with minimun 
opening of 16 sq. in. 
Manufacturer: The Emerson Electri 
Mig. Co., St. Louis, Mo. 
Electrical Merchandising, Sept. 1 
1948 
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Standard 


Today's biggest range feature... 
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Au women who buy electric ranges 
are not the “perfect 36’s” you see in 
the fashion ads! Im fact, quite the 
contrary! Hence, to Mrs. Average 
Homemaker, a stoopless surface oven 
commands immediate attention. When 
she is shown that most of her meals 
can be prepared on the top of her 
range — that all she has to do is lift 
the cover and there’s her food — no 
stooping, no bending — your prospect 
usually proceeds to close her own sale. 


MONARCH MALLEABLE RANCE CO, 


3898 Lake Street Beaver Dam, Wis. 
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ELECTRIC ROASTER RANGE 
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No soldering, no screws to 
siow down production. 
Place wire in hole then 
loop into slot 





Blades slip easily into in- 
sert, which snaps into 
plastic housing, locking 
the complete assembly to- 
gether. 





Assembled the new Sta- 
Tite plug offers a sturdy 
trouble free plug cap. 
Wires loop through holes 
in blades providing a defi- 
nite cord restraint. Insert 
arms are forced against 
wire and blades making a 
positive and permanent 
connection. 











A High Quality PLUG 
Now Available at 
Competitive Prices! 


neered to increase the efficiency of 
electrical appliances because: 


One piece brass spring type 


blade. Holds firmly in worn 
receptacles and overhead 
sockets. 


Blades not molded into plug. 
Hence spring 
impaired. 


tension is not 


Permanently sturdy and effi- 
cient. 


Available in variety of beautiful 


colors. Plug housing made of 
Luxtrex, high heat resistant 
polystyrene. 


Extremely low in price for a 
high quality plug. 


Special colors on quantity 
orders. 
Plug with Cord 
Attached can be 
furnished. 


Write for details 


THE STA-TITE MFG. CO. 


1016 CENTRAL ® KANSAS CITY, MO. 





K-M Blanket 
Knapp-Monarch Co., St. Louis, Mo. 
Device: K-M Therm-A-Matic blanket. 
Selling Features: New quiet, finger- 
tip control eliminates need for bulky 


thermostats in blanket; control auto- 
matically maintains sleeping comfort 





even if room temperature changes; 72 
in. wide, 84 in. long; blue with blue 
binding; easily laundered; 220 watts, 
115 volts, ac. only; control in ivory 
with ivory cords, easy-to-read dial 
shows heat setting at a glance. 
Electrical Merchandising, September 1, 
1948 





MASTERCRAFTER Clocks 


Mastercrafters Clock & Radio Co., 216 N. 
Clinton St., Chicago, 6, Ill. 


Models: Nos. 110 and 218 
clocks. 

Selling Features: Each clock equipped 
with Sessions self-starting movement; 
new luminous dials glow in dark; 
varigated Tenite plastic case, walnut 
finish; all metal trims, 24 k. gold 
plated. 

Electrical Merchandising, September 1, 
1948 


mantel 





ROTISS-O-MAT Barbecuer 
Rotiss-O-Mat Corp., Astoria, 5, N. Y. 


Device: Rotiss-O-Mat Royale—barbe- 
cues 35 lbs. chicken, turkey, at once. 


Selling Features: 3 heats—high, 3000, 
medium, 1500 and low 750; 3150 watts, 
28 amps, a. c.; heavy-duty stainless 
steel construction; removable heat- 
resistant glass doors; 30-in. stainless 
steel skewer adjustable to three posi- 
tions; large accessory adjustable grill 
will broil 50 hamburgers, steaks, chops, 
frankfurters, toasts sandwiches, muffins 
and biscuits. 


Electrical Merchandising, September 1, 
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G-E Heating Pads 
General Electric Co., Bridgeport, 2, Conn. 


Device: New line of heating pads with 
removable covers. 

Selling Features: Line includes a 3- 
heat wetproof pad for wet and dry 
heat application ; and 2 moisture-resist- 
ant pads in 3-heat and 3-speed models. 
Wetproof and moisture-resistant pads 
maintain any of 3 heat levels selected ; 
3-speed pad eventually reaches top 
temperature of 165 degs. at all speeds; 
removable washable covers in pastel 
shades ; wetproof pad has hidden zipper 
that does not come in contact with 
skin; other models have hidden snap 
fasteners, 

Electrical Merchandising, September 
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ACE Freezers 
Ace Cabinet Corp., New Bedford, Mass. 


Models: Ace farm and home freezers, 
chest type, in 6, 10, 15 and 20 cu. ft. 
capacities. 

Selling Features: Fiberglass and cork- 
board insulation, stainless steel top 
doors; cast chrome plated hardware; 
3 walls of refrigerating surface in 
compartment over condensing unit for 
quick freezing of foods; flooded type 
evaporator; hermetically sealed or 
conventional type condensing units 
glide out for easy accessibility ; perfor- 
ated kickplate ventilation; 3 grilles 
allow maximum ventilation for air- 
cooled condensing unit; streamline de- 
sign, stainless steel top, cold rolled 
steel shell; baked enamel gloss finish; 
+ and 4 h.p. condensing units. 
Electrical Merchandising, September 


1, 1948 
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Where do your customers 
buy their water softeners? 


@ Makes Life Sesior all 


Around the House 


@ Makes Automatic Dish- 
washers and Washing 
Machines Work Better 


| ne i i 


picid ag jel s MODERNEX 


“HOTTEST” LITTLE WATER HEATER 
ON THE MARKET TODAY 


MODERN’S Model A-5 


A regular giant in sales appeal! Just right in size 
for small barber and beauty shops, doctors’ and 
dentists’ offices, service station washrooms— 
wherever hot water is needed in small quantity 
at one faucet. Plug-in type; 110-volt; 5% gallon 
capacity; automatic thermostat. Write for details. 
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WATER EQUIPMENT COMPANY, WEST CHICAGO, ILLINOIS 











youl sell move EAT... 
and Wore MEATERS ...with 


R-200 with Grille 
Radiant-Circulator 
§0,000 BTU 


R-200 Radiant 
$0,000 BTU 


R-100 Radiant 
35,000 BTU 


tb Be 
DC-750 Circulator 
75,000 BTU 


DC-500 and 
DC-500B Circulator 
50,000 BTU 


The features your customers WANT in 
an oil-burning heater are the basic fea- 
tures in every model in the Guiberson 
line... 


Low initial cost 

Low fuel consumption 
Efficient operation 
“High-style” good looks 


The famous Guiberson “Clean-Flame” Burner 
gets MORE heat out of LESS fuel—makes every 
heater in the Guiberson line tops in its own class 
makes the entire line a “natural” for more 
heater sales and more profits for you. If you don’t 
already handle Guiberson Oil-Burners, write to- 
day to the Guiberson distributor in your terri- 
tory. Carry and push Guiberson Oil-Burning 
heaters—and watch heater sales go UP! 


Features to make the Guiberson Line click with 
your customers: 


A model to meet every demand 
* Modern, beautifully finished cabinets. 
Multi-throat “Clean-Flame” burner. 
All models burn No. 1 or No 
sene or distillate. 


2 fuel oil, kero- 


Manufactured by 


CORPORATION 


DALLAS 1, TEXAS 





ATLANTA, GEORGIA 
C. S. Martin Distr ting ¢ 
254 Peachtr Street, N. W 
BALTIMORE, MARYLAND 
Harry S. Eklof & Compar I 
1112-16 Cathedral Street 
BIRMINGHAM, ALABAMA 
P. McDavid In 
1630 S« nd A 
BUFFALO, NEW YORK 
Western Mer : Dists., Ir 
1A nue 
NORTH CAROLINA 


DENVER, COLORADO NEW ORLEANS, LOUISIANA 
Robert F. Clark € par Stratton-Baldwin Co., Inc 
t and Blake Streets 700 Tchoupitoulas Street 
DE MOINE IOWA OKLAHOMA CITY, OKLAHOMA 
Harger & Blish Compar Jenkins Wholesale Division 
1 7 Locust Street 27 East Reno Street 
EL PASO. TEXAS OMAHA, NEBRASKA 
Zork Hardware Compar Mueller & Selby, Inc 
2615 Farnam Street 
PORTLAND, OREGON 
r Company Pacific Coast Heating & Appl. Co 
1464 N. W. Front Street 
SAGINAW, MICHIGAN 
Strong Distributing Company 
t 1840 North Michigan Avenue 
OUR SAN ANTONIO, TEXAS 
Division Standard Distributing Company 
Walnut St t 227 East Cevallos Street 
ROCK, ARKANSA EATTLE, WASHINGTON 
Appha c 5 Pacific Coast Heating & Appl. Co 
St t I t of Ma Street 
POK ANE, WASHINGTON 
F fi as leating & Appl. ¢ 
th 124 Wall Street 
T. LOUIS, MISSOURI 
| ns ale Di 


115 Se far 1s 
HOUSTON, TEXAS 
Straus-Bode he ‘ 

5-15 Praw Avenue 
INDIANAPOLIS, INDIANA 
Central Rubber & S c 


I t Geor 


Ww 
$824 Washingtor 
TAMPA, FLORIDA 
Ir 
WICHITA. KANSA 
! kur We esa le 


South E 


inquiries Invited from Distributors in Territories Not Listed. 





152 


ELECTR 


APPLIANCE 


PRODUCTS 


ELECTROMODE Bathroom Heater 


Electromode Corp., 45 Crouch St., 
Rochester, 3, N. Y. 

Device: Fan-circulating Bilt-In-Wall 
heater, WJ-13 
Selling Features: Easily installed in 
practically any type wall construc- 
tion; 1320 watts, 110-volt a.c.; quiet 
built-in fan distributes 80 cu. ft 
heated air per min.; heat generated 
by patented cast-aluminum element; 
thermal safety switch prevents over- 
heating; heat can be controlled by 
thermostat; chrome finish or white 
baked enamel. 


Electrical Merchandising, September 1, 
1948 


WARING Blendor 


Waring Products Corp., 545 Fifth Ave., 
New York, 17, N.Y. 


Device 


Selling 


Low-priced Blendor. 


Smaller than De- 
luxe model, but will accommodate 
same glass container; lower overall 
height permits storage under kitchen 
cabinets; white baked enamel shell 
with chromium band; 115-volt, 230- 
watt motor; greater pitch on cutting 
blades and clover leaf container pro- 
vides faster, more efficient blending 
action. 


Features 


tlectrical Merchandising, September 1, 
1948 


NORGE Beverage Coolers 


Norge Div., Borg-Warner Corp., 
670 E. Woodbridge, Detroit 26, Mich. 


Models: BC-52 and BC-74 2-lid and 
3-lid beverage coolers. 


SEPTEMBER 1, 


Selling Features: BC-52 has 2 lids 
and 4 compartments and holds 460 
6-oz. or 360 12 oz. bottles. 

BC-72 has 3 lids and 6 compart 
ments, holds 700 6-o0z. or 550 12-oz 
bottles; both are for dry storage; 
cooled by forced air; a built-in sand- 
wich counter on each; _baked-on 
enamel finish in silver gray Rollator 
Coldmaker unit. 


Electrical 
1948 


Merchandising, Sept. 1, 


K-M Quad Waffle Baker 
Knapp-Monarch Co., St. Louis, Mo. 
Device: New K-M Quad waffle baker 


with snap-on sandwich grills 


Selling Features: Snap-on grills avail- 
able; makes 4 toasted sandwiches at 
once; aluminum grills have K-M sepa 
rator that prevents sandwiches from 
being crushed while toasting; Quad 
waffle baker makes huge 4-section 
waffles; color control knob can be set 
for light, medium, dark; signal light 
tells when baker is ready for batter 
and when waffles are done; expansion 
hinges; chrome finish; cool moulded 
plastic handles; 1100 watts, 115 volts 
a.c. only. 


Electrical Merchandising, 
1948 


September 1, 


WESTINGHOUSE Water Coolers 


Westinghouse Electric Corp., 
Appliance Div., Mansfield, O. 


Device: Model WA-6 water cooler. 


Selling Features: A hermetically 
sealed refrigeration system; no belts, 
shaft seals and flared connections; 
permanently sealed in oil supply; line 
includes 7 models all covered by 5- 
year protection plan; other features 
include a new pedal control; auto- 
matic stream-height control; and 
built-in carafe filler attachments. 


Electrical Sept. 1, 


1948 
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FOR WESTINGHOUSE DEALERS 


Picture the profit the Westinghouse Dealer gets when his customers 
spot this gorgeous console! It’s the new, low-priced Westinghouse 
190, an FM-AM radio-phonograph combination, clad in a sleek- 
lined modern mahogany cabinet, and packed with all the features 
salesmen need to make sales easier. It has exclusive Westinghouse 
Plenti-Power for true-to-life performance . . . superb Westinghouse 
Rainbow Tone FM, the quietest, most static-free FM ever de- 
veloped . . . plus a honey of a record player that handles 10- and 12- 
inch records smoothly, quietly, automatically. 


NoTE TO Rapio DEALERS: This is just one example 
of the many feature-packed Westinghouse Radios 
that build sales and profits for Westinghouse 
Dealers. If you don’t handle Westinghouse 

Radios, get on the bandwagon today! 


ie 


HOME RADIO DIVISION 
WESTINGHOUSE ELECTRIC CORPORATION 
SUNBURY, PA. 
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NORGE REFRIGERATORS — There 
are eight Norge refrigerators in 
all, ranging from 6-to-10-cubic- 
foot capacities. Norge also has 
Commercial Refrigerators, Milk 
Coolers and Beverage Coolers. 

















NORGE WASHERS — Four 
models provide econom- 
ical “home laundries” 
for both small and large 
families . . . triple- 
washing action, non- 
splash_roll-rim_ _ tub, 
steam-seal cover 





NORGE ELECTRIC RANGES—AII sur- 
NORGE HOME FREEZERS—There face units on each of the four 
is one upright 6-cubic-foot model models have seven cooking speeds, 
and three chest type models with under “Tele-Switch” control. New 
10-, 18- and 26-cubic-foot capa- contour design, sloping control 
cities from which to choose; panel, scientifically balanced oven 
handsome, efficient, low priced. heat and glass-fiber insulation. 











A BORG-WARNER INDUSTRY 
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NORGE AUTOMATIC ELECTRIC 
WATER HEATERS— All models are 
thermostat - controlled. Single 
and double heating elements, 
thick glass-fiber insulation. Cy- 
lindrical and table-top models. 
Capacities from 12 to 82 gal- 
lons. 


NORGE WATER COOLERS—Two 
popular models, in portable and 
permanent installation _ styles. 
Cooling capacities up to 10 gal- 
lons per hour. 

NORGE HOME HEATERS—They 
provide modern oil heat at min- 
imum cost. Four models in all 
with capacities ranging from 
37,000 to 65,000 B.T.U.’s per 
hour. 


Norge Division, Borg-Warner Corporation BEFORE YOU BUY 


Detroit 26, Michigan 


In Canada: Addison Industries, Ltd., Toronto, Ontario 
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Another Sensational Advance By The Industrys Leader:-. 


HOTPOINTS NEW 
SHDUTTON COOKING! 











NEW 
COOKING 
EASE! 
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Hotpoint Scores Again With A Brand New Kind Of 
Automatic Electric Range That Sets A Whole 
New Standard For Easier, More Convenient Cooking! 


@ @ All over America today dealers agree that Hotpoint’s sensational PUSH- 
BUTTON COOKING is the greatest home appliance news in years. 
Another first for Hotpoint, America’s leading manufacturer of electric 
ranges, Pushbutton Cooking is a revolutionary advancement introduced 
by the new Hotpoint Automatic Electric Range. 


@@ This amazing range is not just a new model—it’s an ALL-NEW work- 
saving wonder! Built in the world’s largest, finest and most modern range 
plant, it offers outstanding sales opportunities for dealers. Hotpoint’s 


pushbutton controls and “talking colors” bring new ease to cooking, 


Everybody’s Pointing To 














greater speed, accuracy and convenience . . . plus striking new kitchen 
beauty. Here’s a range as easy to turn on as an electric light! 


@@ First with Pushbutton Cooking, Hotpoint likewise leads in a dozen 
different home appliance lines. Hotpoint has 44 years of exclusive electrical 
appliance experience and is today, more than ever before, The Franchise 
With A Future! Twelve great products—backed by the largest advertising 
promotion in Hotpoint history—mean year round profits for dealers. No 
wonder Everybody's Pointing To Hotpoint! 


@ @ Hotpoint’s Pushbutton Cooking is as easy as flicking on an electric 
light! Simply push buttons to control Hotpoint’s four lifetime Calrod’ 
Units, Sealed-Heat Oven, Hi-Speed Broiler and dual-service Thrift Cooker 
Unit. “‘Talking Colors’”’ show you instantly which of Hotpoint’s FIVE 
MEASURED HEATS are in use. 


*Reg. U.S. Pat. Of 


Hotpoint Inc. (A General Electric Affiliate), 5600 W. Taylor Street, Chicago 44, Illinois 





The Franchise With A Future 


RANGES » REFRIGERATORS - WATER HEATERS - DISHWASHERS - DISPOSALLS - HOME FREEZERS - WASHERS - DRYERS - FLATPLATE IRONERS + ROTARY IRONERS - PORTABLE IRONERS - CABINETS 
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EMERSON Television 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11, .N. Y. 
Device: Model 585 4-way period 

Phonoradio television console. 

ing Features: Television—52 sq. in. 
picture: 10 tube; channels 2-13, 50-88 
nd 174-216 mc A.C., installation con- 
trols at rear; picture lock automatic 
equency control, staticlear FM sound 

innel, automatic gain control circuit; 
Radio—FM, AM; FM band &8-108 me, 
\M 535-1620 kc, superheterodyne cir- 

t, illuminated magnavision sliderule 

internal FM power line antenna, 

terminals for external FM dipole and 
\M antennae; 12 in. Alnico 5 perma- 
nent magnet dynamic speaker; fidelity 
5-watt beam power output; inclosed 
iper loop antenna; high signal to 
noise ratio; a.v.c., continuously varia- 
ble tone control, velvet drive tuning, 
bridge balanced hum cancellation, iron 
core IF coils; automatic record 
hanger; phonograph for 10-in. and 
12-in. records; slide out panel, rapid 
action with shock-proof floating tone- 
arm; automatic shut-off:  crvstal 
pick-up, self starting, constant motor 
speed, feather-weight tone arm; long- 
life needle ; acoustically treated cabinet, 
34 in x 22 in. x 36 in. FM-AM Phono- 
radio—7 tubes; television—12 tubes. 
Electrical Merchandising, September 1, 
1948 





ARVIN Portable Radio 


Arvin Div., Noblitt-Sparks Industries, 
Columbus, Ind. 

Device: All purpose portable radio set 
No. 244 P. 
Selling Features: Jade green thermo- 
plastic case: (same as No. 241 P ex- 
cept in color) ; compact and convenient 
to carry; AC-DC or battery operated; 
cabinet dimensions 9} in. wide, 74 in. 
high, 4% in. deep. Superhet. circuit; 
improved Alnico V permanent magnet 
4 in. speaker; built-in antenna; stand- 
ard broadcast, 540-160 K.C., two con- 
trols for fast tuning; weighs 6 Ibs.: 
small 673 volt B battery, four standard 
flashlight cells. 
Electrical Merchandising, September 1, 
1948 





MITCHELL Bed-Lamp Radio 
Mitchell Mfg. Co., 2525 Clybourn Ave., 
Chicago 14, lil. 

Device: Mitchell Lullaby Bed-lamp 

radio. No. 1250 or 1251. 

Selling Features: Radio and no-glare 
bed reading light combined in molded 
Bakelite cabinet with adjustable 


ELECTRICAL APPLIANCE 


: 


NEW RADIO & TELEVISION PRODUCTS 


brackets to fit any type of bed; radio 
equipped with 4-tube plus rectifier 
superhet, with permanent magnet 
dynamic speaker; complete broadcast 
band—540 to 1620 kcs; operates on 
a.c. or d.c. Bed-lamp consists of pow- 
erful tubular lamp and frosted curve 
lens for glareless light; lamp and 
radio operate separately or together; 
ivory or walnut finish; 94 in. long, 
5; in. wide, 7 in. deep 

Electrical Merchandising, September 1, 
1948 





STEWART-WARNER Consoles 


Stewart-Warner Corp., 1826 Diversey 
Pkway, Chicago 14, Ill. 


Models: 5-cabinet styles in 3 finishes 
in “Decorators’ Line” of AM, AM-FM 
console combinations. 

Selling Features: Cabinet styles avail- 
able with 2 full doors with dial and 2 
record storage spaces enclosed; 1 di- 
vided door with radio dial open, but 
with single record storage space en- 
closed; open front with radio dial and 
record storage space open; a 3-door 
model with radio dial and record stor- 
age space behind doors; and a single 
door with radio dial behind door and 
2 open record storage areas. 

Cabinets are available in 3 finishes: 
Blush, Haze and Brown; all models 
are radio-phono combinations ; all have 
standard bands; some are combined 
AM-FM; AM-FM models have 8 
tubes plus rectifier; AM have 6 
tubes plus rectifier; all models have 2 
8-in. permanent dynamic speakers; 
built-in aerials; deluxe intermix rec- 
ord changers; automatic shut-off. 
Electrical Merchandising, September 1, 
1948 


both 





WESTINGHOUSE Table Radios 


Westinghouse Electric Corp., 
Home Radio Div., Sunbury, Pa. 


Models: No. 204 AM-FM;; and No. 
188 AM table radios. 
Selling Features: No. 204 uses 6 min- 
iature tubes and a rectifier; has a 
5-in. Alnico V magnet speaker; auto- 
matic tone control on both bands and 
built-in AM and FM antennas; 2- 
toned plastic cabinet in green and 
white or brown and white. 

No. 188, an AM receiver in Chinese 
Chippendale black Bakelite cabinet; 
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Alnico V permanent magnet speaker 
on left of cabinet; automatic volume 
control; 4-tube plus rectifier superhet. 
Electrical Merchandising, September 1, 
1948, 





SPARTON Radio-Phono 


The Sparks-Withington Co., Radio & 
Appliance Div., Jackson, Mich 


Device: Radio-phonograph combina- 
tion—style leader. 

Selling Features: Styled to match 
Sparton television console; available 
in walnut No. 1039, blonde, mahogany 
1040 English antique fittings; roll-out 
automatic changer, forward _ tilting 
radio instrument panel; 10 in. perma- 
nent magnet speaker; new scratch fil- 
ter; two antennas—one for AM, one 
for FM. 

Electrical Merchandising, September 1, 
1948 





PHILCO Radio Phonos 
Philco Corp., Philadelphia, Pa. 


Models: Models 1615, 1613, 1611, 
1609, 


Selling Features: Model 1615 AM-FM 
console combination features the bal- 
anced reproducer to play the new long- 
playing microgroove records as well 
as regular type records, having the 
double tone arm, 2-speed motor and 
improved automatic record changer; 
Scratch Eliminator reduces audible 
surface noise on standard records; 
equipped with 10 tubes and 1 rectifier ; 
standard and full FM bands; new 
Philco acoustical system designed to 
produce extended high frequency and 
low frequency delivered by balanced 
fidelity reproducer. 

Models 1613, 1611 and 1609 also 
equipped with 2-tone arm feature for 
playing long-playing and_ standard 
records, all models have FM and AM 
bands; No. 1613 equipped with 10 
tubes and 1 rectifier; No. 1611 and 
1609, 7 tubes and 2 rectifiers. Al! 
models have mahogany cabinets with 
enclosed records except 1609 which 
has a walnut cabinet. 

Electrical Merchandising, September 1, 
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EMERSON Television Console 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York, 11. N. Y. 


Device: Television console model 

606. 

Selling Features: 52 sq. in. picture; 

10 in. tube; channels 2-13 (50-88 and ; 


174-216 mc) ; 105-125 volts, 60 cye AC 
power supply ; minimum operating con- 
trols, installation controls at rear, pic- 
ture-lock automatic frequency control, 
staticlear FM channel, iron core IF 
coils, 12 in. Alnico 5 permanent magnet 
dynamic speaker, automatic gain con- 
trol circuit, 13 tubes, acoustically con 
structed cabinet; 19 in. x 29 in. x 
363 in. 

Electrical Merchandising, September 1, 
1948 





WILCOX-GAY Tape Recordio 
Wilcox-Gay Corp., Charlotte, Mich. 


Device: Portable Tape Recorder Model 
No. AS 81 

Selling Features: Complete electronic 
recorder, reproducer unit with speaker, 
amplifier, and microphone; easily at- 
tachable to radio; 30 min. continuous 
recording ; single control lever ; simpli- 
fied threading and automatic stop; re- 
winds full reel in less than 3 min.; 
separated recordings may be edited and 
composed as desired; automatic erasing 
permits reuse of tape; accessory 12 
in. extension speaker in matching case 
available for group listening; 40 Ibs. ; 
tape instruments, paper and _ plastic 
type recording tapes and allied ac 
cessories available. 

Electrical Merchandising, September 1, 


1948 





All-Timer WALRAD Radio 


Altheimer & Baer, Inc., 440 N. Wells St., 
Chicago, 10, Ill. 


Device: Table Model radio No. 6600. 


Selling Features: 5-tube  superhet; 
ac-dc; attachable to any wall; avail- 
able in red, blue or white enamel 
finish ; handy nicknack shelves, built-in 
antenna, wide vision slide rule. 
Electrical Merchandising, September 1, 
1948 
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MAJOR Television Receivers 


Vodels: Ringsider, Spectator, First 
Nighter, Champion and Life View. 
Selling Features: Ringsider features a 
7 x 9 ft. projection with clear picture 
and new Major-sonic tone. 

Spectator has 15-in. direct view 
tube ; mahogany veneer cabinet. 

First Nighter is a 10-in. direct view 
model. 

Life View a 7 in. tube in a compact 
unit, 

Champion—a multiple 10-in. unit, 
adaptable to plug in any television re- 
ceiver, for hotels and locations where 
there is need for a second screen. 
Manufacturer: Major Television Co., 
2500 David Stott Bldg., Detroit 26, 
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MODEL 21V 
21 Cu. Ft. Capacity 


': ty 43: ce) FREEZERS 
Model: No, 185 3-way portable. 


f) Selling Features: Equipped with 4 
tubes and selenium rectifier; “Lus- 
trex” case with leather handle; manu- 
ally-operated line-battery switch which 
assures battery cut-off when used on 
a.c. or d.c.; 4-in. permanent magnet 














<@ 


WESTINGHOUSE Portable Radi 


1. Modern, functional design speaker; superhet circuit, built-in loop 
: ; antenna ; variable tone control; weighs 

2. Heavy gauge aluminum cabinets 6 lbs. 4 ozs. with batteries. 
3. Gleaming white baked enamel finish Manufacturer: Westinghouse Electric 

, . ; : : ‘ Corp., Home Radio Div., Sunbury, Pa. 
4. Satiny aluminum natural finish interiors Electrical Merchandising, September 
5. Backed by 25 years experience in low temperature 1, 1948 

refrigeration 

6. Heavy duty compressors 
7. Large range of models 


8. Priced to sell 
5-Year Food Insurance Plan. 


AVAI : 
ABLE 5-Year Guarantee. 


Write for available territories 


SUB-ZERO FREEZER cOo., INC. ZENITH FM Table Radio 


MADISON, WISCONSIN Model: Zenith-Armstrong FM-AM 


table radio No. 7H22. 
T ia] E i) MA P L E T E L | a —E  @ ] . - ft y £ R S Selling Features: Provides static- 
| free FM on 88-108 mc band, plus long- 
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distance AM reception; new cut away 
dial has FM and AM scales contrasted 
against “midnight” background; easy- 
to-read dial; Wavemagnet and pat- 
ented lightline FM antenna built in; 
54 in. permanent magnet Alnico 5 
speaker; permeability tuning; operates 
on a. c. or d. c.; swirl walnut brown 
plastic cabinet and perforated speaker 
grille. 

Manufacturer: Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago 39, 
Ill. 

Electrical Merchandising, September 
1, 1948 





TELE-BAR 


Device: Combination television re- 


geiver and electrically cooled bar. 


Selling Features: IAncorporates a 10 
or 15 in. television set with an elec- 
trically cooled beverage compartment 
which makes and stores over 100 ice 
cubes; 4 cu. ft. capacity ; accomodates 
any size bottles; Gilbert hermetically 
sealed unit; stainless steel lined; cabi- 
net also provides additional storage 
uncooled space for 2 cases of liquor 
and a drawer for glasses; acid-proof 
working surface; console type cabi- 
net available in walnut, mahogany or 
blonde finish, 41 in. high, 48 in. wide, 
23 in, deep. 

Manufacturer: Tri-Boro Enterprises 
Inc., 102-15 44th Ave., Corona, N. Y 
Electrical Merchandising, September 
1, 1948 





CROSLEY AM-FM Table Radios 


Models: No. 88-TC and 88-TA table 
radios with AM and FM. 

Selling Features: Model 88-TC in 
walnut veneer cabinet, 10 in. high, 15 
in. wide, 74 in. deep. 

Model 88-TA in maroon plastic 
cabinet, 93 in. high, 144 in. wide and 
7% in. deep. 

Both sets have enclosed antenna and 
ground ; automatica sensitivity control ; 
illuminated slide-rule dial; beam 
power output; and are equipped with 
7 radio tubes and a rectifier tube. 
Manufacturer: Crosley Div., Avco 
Mig. Co., Cincinnati, 25, Ohio. 
Electrical Merchandising, September 
1, 1948 
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Architects: Gill & Bianculli 


THE THINGS YOU MAKE sfoud/ be Displayed 
IN THE SHOW-ROOM HOMES ¢f the Nation 


Your appliances are both sales-on-the-books 
and display models when they plug into the 
outlets of outstanding new homes like the 
one above. For show-room homes like the 
Elliotts’ provide an ideal setting where new 
ideas for better living are seen to best advan- 
tage by scores of new prospects. 


And TIME’s million-and-a-half families 


own more than 850,000 much-admired 


homes. 


ELECTRICAL MERCHANDISING—SEPTEMBER 


Time's circulation is highest in high rental 
communities, lowest in low rental communi- 
ties. (The graph shows a recent study in the 
New York trading area.) 


So whatever you make for the home... 
your advertisements in TIME talk to families 
who like the newest and the best, who can 


and do buy, families who have a way of dis- 


cussing your name and your product with 
many, many others. 








Highest 
Rental 
Quorter 


Curve shows average rental in 138 cities 
in the greater New York Trading Area, 
arranged in descending order. Blocks 
show TIME circulation per 100,000 pop- 
ulation in each quarter of these cities. 


Second Lowest 
Rental Rental 
Quorter Quarter 
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NO OTHER 
ELECTRIC RANGE 
OFFERS ALL 
THESE WANTED 
FEATURES! 





I 


——— 





ithe exclusive Electromaster fea- 
cure women everywhere are talking about! 
A sure-fire selling advantage! 


33. 





Sell Electromaster and 
you sell America’s 
Most Complete Electric Range! 


a 


Monotube 
design, giving 16% more utensil contact 
for fast cooking every woman wants! 
Provides 5 heating levels—simmer to high 
—for thrifty cooking! 
ae 


ge 


x 
“a 


pe 


ong 


—Only Electromaster 
ker of Detroit, creator 
“best-selling” designs. 


is styled by George Wal 
of many of America’s 


Talk up this important 
feature—it means easier, pleasanter cook- 
ing—extra “pot-and-pan room” that to- 
day’s homemakers are insisting on! 


PLUS: Giant Kitchen-Master Oven 
(5,500 cv. in.) Deep Well Cooker 

3-Way Selector Switch * Spacious 
Warming Drawer Double-Thickness 
Top Insulation * Tower-Type Lamp * 
Clock And Many Other Features! 







» Yes, Electromaster offers women more of 
everything they want than any other electric 
range in America! Recent nation-wide 
Opinion Polls reveal sensational enthusiasm 
for the beautiful Electromaster! And a new 
advertising campaign in leading magazines 
is bringing Electromaster superiority “home” 
to millions of readers. So— push Electro- 

—oneof thoseadded master for faster sales and after-the-sale en- 

' chat help clinch the sale. Women thusiasm that builds repeat business for you! 

way Electro- 

d out under 





“ pluses’ 
are delighted by the easy 
master drawers glide in an 
feather-touch pressure. 








“S 
* Guaranteed b’ 


MOUNT CLEMENS, MICHIGAN 
“* Program—Mutval Network 


The Electric Range Fit For A Queen—On The “Queen For A Day 
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New Radio Products 





EMERSON Portable Phono 
Emerson Radio & Ph 
onograph 
111 Eighth Av., New York 11 ra 
Device regi 
542. 
Selling 
ords with lid closed: Alnico 5 





dete 
Portable phonograph model 


Features: Plays all size rec- 


nent magnet dynamic ee A oyy 
range reproduction of voice it ~ 
ment, balanced tone quality : aaa 
pi kup; self-starting, constant pene 
speed ; leather-weight tone arm; ave. ; 
continuous variable tone control: se oa 
rate master and phonograph "motor 
ceenee: pilot jewel indicator : three 
tubes; acoustically constructed cabi- 


net; simulated leat! 

~ F eather case wi 

t nu r cé with har 
dle; 13% in. wide, 122 j ” 
high. 
Electrical 
1948 
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FRIGIDAIRE 
HAS IT/ | 


THE Vw 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 


@ 











for pressure cooking / 


and pressure canning. 


See page 27 
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The SESSION 


IT TOOK THE COUNTRY a long time to wake up to the fact that there 
could be a really new and revolutionary alarm clock. Then came 
Sessions “Catnapper” electric alarm, and fireworks started! 

Sales skyrocketed from the start. The “Catnapper” sold and re-sold, 
won a Housewife Popularity Poll, actually boasts of a manufacturer's 
letter file of enthusiastic, voluntary letters from the public! Frankly, 
even Sessions never hoped for such acceptance and acclaim. 


The reasons are simple. The “Catnapper” is a better electric alarm 
with a preferred, pleasant bell (not a buzzer!), sold at a popular price 
and advertised widely. It is quieter, more dependable, for like all 
Sessions Clocks it contains far fewer moving parts than are found in 
most clocks, and that means fewer parts to get out of kilter. This message 
is carried nationally in big space in major national magazines... So 
you can bet it’s the alarm for you to push! 


S essions (locks 


SELF-STARTING © ELECTRIC 
The Sessions Clock Company, Forestville, Connecticut * In Chicago: The Merchandise Mart* In San 
Francisco: Western Merchandise Mart* In Canada: Northern Electric Company, Montreal, P. Q. 
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LURR CHEERE/ 


No. 462W — Round 
metal case in lus- 
trous white baked 
enamel finish, 73/4'’ 
diameter. Retails 


$4.50 


No. 463W—Banjo wall 
model with side rails, 
sash and eagle of 
polished brass. Retails 
$15.75* 





No. 470W —Attractive varia- 
tion of the basic tambour de- 
sign, suitable for many uses 


Retails $6.25* 


No. 453W—Modern 
design in a mahog- 
any colored case, 
with front panel of 
bird's-eye maple. 
Retails $7.75* 





FPRICES PROTECTED UNDER 
THE FAETR TRADE ACT 
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A BIG FALL AND WINTER PROFIT BUILDER! I 


Continued fuel shortages will keep electric 


auxiliary heaters in strong demand this fall 
. be ready with 
America’s finest portable room heater—the 


and winter. So be wise. . 


CO-Z-AIR 


——— 
3 
—~* 


In the CO-Z-AIR Portable Electric Radi- 


ator you get the features that make selling 


easy —smart style, high efhciency, greater 
safety (no water, steam or exposed heating j } 


elements), economy, and many more. And 


you'll be backed by 


NATIONAL ADVERTISING IN 
LEADING MAGAZINES; 
SELLING AIDS 


CO-Z-AIR advertising will reach 
millions of home owners through 
Better Homes & Gardens, House Beauti 
ful, House & Garden, and Electricity on 
the Farm this fall and winter. Plenty 
of free dealer helps, too— folders, 
mailing cards, newspaper mats, 
posters, display cards and other pro- 
motional material to build your sales 
and profits. Act now. For complete 
information use the coupon below 


SOME DISTRIBUTOR AREAS 
AVAILABLE 





% No Moving Parts 
































AT THESE DISTINC 


*% No Water—No Ste 


* Convected and Rad 


Carry 
% Ali-stee! Construction, but Easy to 


te Fast Heat-up Time 
$c Combination Carry 

oa Completely Enclo 
# Approved by Un 


TIVE CO-Z-AIR FEATURES 


$ Required 






am—No Contained Liquid 





ated Heat, without a fan 
' 









$e High Copacity (4500 BTU/h-) 
g Rack 







ing Handle —Clothes Dryin 





sed Heating Elements 







derwriters Laboratories 





Whe) ae), Mici iicie) & Mice) ite) e-walel, 


518 Jefferson Ave. 








1 = a 

| MORTON GREGORY CORPORATION 
| Dept. EM-1, 518 Jefferson Ave., Toledo 4, Ohio 
! 

| 

Name _ =e 

! 

| Company 

| 

1 Address Gin 

\ 
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Send us the CO-Z-AIR Sales Plan. We are [J dealers [J distributors. 


Toledo 4, Ohio 





Zone State ED 










APPLIANCE 


NEW RADIO PRODUCTS 


As: 


Oo dbst cr Bats 
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MAGNAVOX Radio-Phono 
The Magnavox Co., Fort Wayne, Ind. 


Device: Console radio-phonograph 
combination—The Duncan Phyte. 
Selling Features: For use in small 
modern homes, console combines tra- 
ditional furniture design with func- 
tional requirements of modern living; 
cabinet in red maple or mahogany; 33 
in. by 28 in., 154 in deep; Magnavox 
210B chassis for AM broadcasts, 12 
in. Magnavox speaker and automatic 
record changer with low pressure 
crystal pickup; space for up to 85 
records; “fall front” horizontal door, 
reveals radio control panel and track 
for record changer to be placed in 
loading position. 

Electrical Merchandising, September 1, 
1948 





WILCOX-GAY Recordette 
Wilcox-Gay Corp., Charlotte, Mich. 


Device: Chairside Model 8J50 com- 
bination home recorder, radio and 
phonograph, 


Selling Features: Modern cabinet, fin- 
ished on all 4 sides, adaptable to dif- 
ferent room arrangements; recording 
and playback arm accessible from any 
side; available with or without 
albums (storage for 96 records); 19 
in. wide, 13 in. deep, 26 in. high; rec- 
ords from microphone or radio; plays 
all up to 12 in. records. 

Electrical Merchandising, September 1, 
1948 





ELECTRONIC Radio Alarm 


El-Tronics, Inc., 2647 North Howard St., 
Philadelphia, 33, Pa. 


Device: Radio and fire alarm HS-5. 
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Selling Features: Electronic device to 
detect intrusion by change in antenna 
capacity caused by approach of per- 
son; also detects fire by built-in heat 
detector set to operate at approxi- 
mately 160 degs. F.; a balanced ek 
tronic capacity bridge in which ex- 
ternal antenna system is balanced 
against the internal capacity of instru- 
ment itself; change in capacity sets off 
alarm; features a special circuit by 
which very slow changes in capacity 
over long periods of time caused by 
snow, rain, hail will not set off alarm: 
easily installed by electrician or sery- 
iceman. 

Electrical Merchandising, September 1, 
1948 





EMERSON Table Radio 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


Device: Table model radio “moderne” 
model 561. 

Selling Features: A.c.-d.c. super- 
heterodyne; Alnico 5 permanent mag- 
net dynamic speaker; inclosed super 
loop antenna; illuminated slide-rule 
dial; high signal-to-noise ratio; beam 
power extra output; A.V.C.; bridge 
balanced hum cancellation ; velvet drive 
tuning; power line noise filter; con- 
nection for external antenna; High-Q 
iron-core IF coils, 5 tubes ; acoustically 
constructed cabinet; 114 in. x 7 in. x 
7} in. 

Electrical Merchandising, September 1, 
1948 
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TELE-TONE Record Players 


Teletone Radio Corp., 
609 W. S5Ist St., New York City 


Models: Portable Phono player No 
182, and an automatic phonograph. 
Selling Features: No. 182 features 
feather light tone arm; 2-tubes; simu- 
lated brown alligator case; 124 in 
wide, 58 in. high, 10% in. deep. 

High fidelity automatic phono fea- 
tures 3-tubes for maximum power out- 
put; feather light tone arm; push-pull! 
output; 2-tone simulated leather case; 
134 in. wide, 7 in. high, 12% in. dee 
and plays 10-12 or 12-10 in. records 
Electrical Merchandising, September 
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You Asked For It... Here It Is! 


ENITH FM-AM TABLE RADIO 


with 
Zenith-Armstrong 


rM 


For Only 

















a A Quality FM Set With a } ‘ 
~ | EARAPPEAL-EYE APPEAL — ijeeenemmaicon 
i BUY APPEAL! \ e. 


; Just look what’s yours to sell at this new low price!—Static-free 
Zenith- Armstrong FM—invented by Armstrong, perfected by Zenith 
.. + Long Distance AM—for powerful, cross-country listening . . . 
FM-AM Aerials Built-In—just “plug in” and play on AC or DC... 
a smart New "Cut-Away” Cabinet—in shock-resistant Swirl Walnut 
plastic... and a rich, pure /vxury tone even we never expected at 
such a value price! Stock up on the new Zenith “Triumph” now and —And just to make sure you get your full share 


get set for a big boom in table FM set sales! of “Triumph” sales, here’s an eye-dazzling dis- 









“4 play that spells volume business no matter how 
. Ni 
ph. you look at it. It’s in full color for dynamic sales 
ao y appeal—order yours today—by R-8128! 
24 in y 
nme KEEP AN EYE ON 
O iea- 
‘r out 
sh-pull 
case, 
. deer 
-cords 
ember 
ZENITH RADIO CORPORATION @ 6001 DICKENS AVENUE @ CHICAGO 39, ILLINOIS 
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SELL THIS WINNER for BIGGER WINTER SALES 


-«- The New Carrier Home Humidifier! 


Humidifiers sell best in fall and winter — and this 
one gives your customers the last word in com- 
plete “comfort conditioning” . gives you a fast- 
moving profit-maker. 

Completely new, better looking and more effi- 
cient than ever, it was designed and built to be a 
leader by Carrier, leader in the air conditioning 
field. Supplying just the right amount of moisture 
for comfort and health, it’s a natural for homes 
and offices where conventional heating dries out 
the air. 


Features? Just to mention a few, the new model 
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AIR CONDITIONING 


is self-regulating, easily installed, economical to 
run. Compact as an end table .. . light enough to 
be moved from room to room . . . attractive — the 
metal cabinet looks like fine two-tone walnut. And 
the price is right — only $69.50 retail. 

Backed by powerful advertising and promotion, 
the new Carrier Home Humidifier can give you 
immediate volume and handsome profits, as well 
as pave the way to worth-while contacts for air 
conditioning sales next spring. Substantial dealer 
discounts. For information, write Carrier Cor- 
poration, Syracuse, N. Y. 


- REFRIGERATION .- 


INDUSTRIAL HEATING 


SEPTEMBER 1, 
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Non-Electrical Products 
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BETTY CROCKER Saucepan 
Device: 
saucepan, 
Selling Features: New safety guard 
locks cover so pan can’t be opened 
until all pressure is gone; new smooth- 
er-acting slide release to reduce pres- 
sure at the range; newly designed 
handles; grip-molded for easier, safer 
handling ; a more durable cookminder, 
calibrated to show accurate cooking 
pressures at all times; smoother, 
brighter finish inside and out for easier 
cleaning. 


Improved  PressureQuick 


Manufacturer: 
400 Second 
Minn. 
Electrical 
1, 1948 


General Mills, Inc., 
Ave., So., Minneapolis, 1, 


V erchandising, 


September 





BALL Freezer Jar 


Device: Round, clear-glass jar for use 
in frozen food lockers, freezers and 
refrigerators. 

Selling Features: Shoulderless design 
permits use of whicl 
seals tightly; round shape prevents 
jar from sticking to side of freezer 
and permits circulation of cold air 
around jars; l-piece, re-usable cap 
visible contents saves labelling; leak- 
proof, airtight; easy to clean; rigidity 
makes filling easier. 


Ball 


screw-on Cap 


V anufacturer 
cie, Ind. 
Electrical Merchandising, September 1 
1948 


Bros Co.., Mur 





KOLD-KATY Refrigerator Jug 


Device: Kold-Katy plastic faucet re- 
frigerator jug. 
Selling Features: 1-gal. glass con 


tainer with plastic cap and faucet for 
dispensing liquids, fruit juice, iced tea 
and coffee directly from refrigerator 
without removing container; can also 
be used with ice cubes for picnics. 
Manufacturer: Haskey Mfg. Co., 1741 
N. Pulaski Rd., Chicago, Il. 
Electrical 
1, 1948 
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o. is the time, when oil is on so many lips, to get yourself talked 
about as a headquarters store for space heaters. Replacement sales 
represent a major business-building opportunity, and with the Preway 
line you're set for the best word-of-mouth advertising you've ever 
had. The inspirational contrast for householder between past ex- 
perience and Preway performance will be a tremendous factor in 
making favorable comparisons in increased comfort, decreased use 


of fuel and economy in operation. 


If this approach to today’s market makes sense to you — as it does 
to hundreds of alert dealers in all parts of the country — then you'll 
be interested in the basic Preway story . . . a short, well-balanced 


line packed with advantages that people want. Phone, wire or write. 


PRENTISS WABERS 
9948 SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) = 20) 0) Oley Co. 
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With the Home Economists 


~ 


a 


RALPH D. CUTLER, vice-president, charge of sales, Hartford Electric Light Co., tells 
home economists what management expects of their home service women. 


Hartford Electric Sponsors El 
New England Home Service Conference 


IKENING the home service girl 
Ralph D. 


vice-president in charge of 


to a good doctor, 
Cutler, 
sales, The Hartford Electric Light Co., 
in his welcoming address at a recent 
E.E.I. New England Home Service 
Conference, sponsored by The Hart- 


ford Electric Light Co., said: “A home 
erTvice v rl should have keenness, 


thoroughness, and she should be sin 


ere, like a good doctor. Home service 


women uid |} vy their company 
I r b iD calculate i bill, k OW 
about the collectior volic ¢ p ce 
( é ¢ i e company s¢ \ 
‘ She ild also be able to 
cl inout where t 
aire 
fie no , ce 
\\ ) W este 


Massachusetts Electric Co., presided 


as chairman, with Erna Fisher, Hart- 


ford Electric Light Co., and Emma 
Maurice Tighe, Boston Edison Co., as 


co-chairmen. 


Miss Porterfield also participated ac- 


tively in the program with a presenta- 


\round the Clock,” 
which included the showing of 68 color 


tion of “Coffee 


slides featuring the use of table appli- 
ances. These slides will be available to 
other companies for about $30 a set. 
information may be had con- 
cerning them by writing J. F. Burt, 
general sales manager, Western Massa 
Pittsfield, Mass. 
Other speakers on the program in- 
led such notables as Marvy Kitchens 
Mrs Ade laide Fellow Ss, 
lirrell, Frigidaire; Vir- 


usetts Electric Co., 


~ = 





NINETY-SEVEN home economists attended the conference—65 were home service women 
representing 22 utilities; 12 manufacturers’ and distributors’ representatives; and 20 
speakers and guests 
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ginia Garvey, General Electric Con- 
sumer’s Institute; Myrtle Fahsbender, 
Westinghouse Lamp Div.; Mrs. Flor- 
ence P. Hanford, Philadelphia Electric 
Co.; Elizabeth Sweeney, McCall's; and 
J. F. Burt, Western Massachusetts 
Electric Co. of Pittsfield. 

Subjects covered included refrigera- 





FLOOR DEMONSTRATIONS —Two Rochester G. & E. salesmen under the supervision of 
a home service girl, and with the aid of a well-filled freezer, put on floor demonstrations 


daily from 11 to 3 p. m. 


Rochester 6. & E. 


Promotes Freezer Sales 


HE home freezer is a compara- 

tively new product, and requires a 
constructive promotional program to 
be sold. Many home service girls are 
recognizing this need. 

Irene Muntz, home service director, 
Rochester Gas & Electric Corp., re- 
ports a freezer project which started 
with a dealer meeting where the freezer 
story was featured in a program en- 
titled “Freezers Must Be Sold.” <A 
}-point program was outlined for the 
dealers on which to base their sales 
arguments: 


Ist. The Convenience Story—With a freezer 
you can: 


1. Shop less often and when you have 


more time. 

2. Have foods you want when you want 
them. 

3. Cook and bake ahead—slogan: “Freeze 
it—Heat it—Eat it.” 

4. Plan meals more easily. Slogan: “A 


freezer meal a day is the convenient 


way. 


2nd. The Savings Story—A freezer: 


_ 


. Makes it possible to take advantage of 
specials such as ice cream in gallon 
containers; commercially frozen food 
sales; bumper crops of fruits, vegetables 
and poultry. 

2. Makes better use of leftovers. 

3. Provides better quality for same money. 

4. Can be made to pay for itself. 
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tion, freezing, home 
washing, home lighting, the latest 


laundering, « 


demonstration methods and the | 
All-Electric Kitchen Program. 


The Conference wa 


sa huge su 


_ 


= 


Miss Porterfield reports; total at 
dance for the two days was 97, wit 


England utilities represente 


. Better Living Story—A freezer: 


. Takes the “season” out of foods. 
. No worry when unexpected guests ar- 


rive. 


. Stretches out the “game” season. 
. Offers better health and greater pro- 


tection. 





IRENE MUNTZ, home service director, 
Rochester Gas & Electric Corp. 
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5. Low relative cost of operation. 
A recent Cornell University survey 
shows the following figures: 
Daily kw. hr. consumption 5 cu. ft. 
freezer ig an 
Daily kw. hr. consumption 6 cu. ft. 
freezer <a. 
Daily kw. hr. consumption 9 cu. ft. 
freezer 1.95 
4th. Time Saving Story. 


1. Time and energy are saved, and food 
is better when frozen’ instead of 
conned. 


The second part of the dealer pro- 
gram provided information on how to 
help customers get the most out of their 
freezers by showing how to use it to 


best advantage through home calls. 
Salesmen Trained 


After the dealer conference, the home 
service department of the Rochester 
Gas & Electric Co., opened a training 
school for their salesmen. The first 
week the salesmen came in and pre- 
pared breakfasts—orange juice, corn 
beef hash, sweet rolls and bread—and 
stored them in the freezer. The next 


Freezer Demonstrations 


week they took the food out of the 
freezer and prepared the breakfasts for 
serving. In this way all the features 
of the freezer were pointed out as the 
class progressed, and all questions 
posed by customers were answered in 
a practical fashion. 


Floor Demonstrations Click 


The next step was a floor demon- 
stration in which two salesmen under 
the supervision of a home service girl 
had a freezer well filled with the ma- 
terials needed, and from eleven in the 
morning until three each afternoon, 
these salesmen baked cookies, toasted 
rolled cheese sandwiches. The response 
was so great, Miss Muntz reports, that 
the salespeople asked for a repeat per- 
formance, and the second week the 
same floor demonstration was repeated 
with a slight change in menu: the 
salesmen baked small strawberry tarts 
that had been frozen. 

“Freezer sales are considerably 
ahead this year,” Miss Muntz com- 
mented in closing, “which proves this 
type of promotion pays.” 


Popular with Penn. Power 


D' JWN in New Castle, Penna., Vir- 
ginia Pierson, home service direc- 
tor, Pennsylvania Power Co., reports: 
“Much interest in freezers is being 
shown by our customers, and many of 
them say: ‘It won’t be long until 
everyone will think it’s just as impor- 
tant to have a freezer as it is to havea 
reirigerator.’ ” 
While the home service department 
n New Castle is small—only three peo- 
le to take care of the entire Pennsy]l- 
vania Power territory, Miss Pierson 
says: “We accomplish quite a bit of 
rk, nevertheless. In addition to fol- 
ving up all range and ironer sales 
th home calls—which service is free 
)any dealer in the territory who asks 
lor it—in the last two months we have 
presented several demonstra- 
ms for dealers to help them in 


selling,’ 


freezer 
















The programs are planned to show 
ustomers the advantages of freezing 
er other methods of food preserva- 
hon and to demonstrate the preparation 
and use of frozen foods. Frozen baked 
loods and frozen prepared meals are 
laken from the freezer and prepared 
‘or serving. Two types of fruit and 
two types of vegetables are prepared 
t freezing. Meats are wrapped and 
Naced in the freezer. Attractive, 
uickly prepared desserts are made 
ising foods from the freezer. These 
teezer programs have been well re- 
ted, Miss Pierson reports, and in 
‘ly instances the results have been 
wn in sales. 
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A different type of service was re- 
quested by a dealer recently. So for 
two days Miss Pierson was on hand 
personally in the dealer’s store as a 
consultant on freezing foods. Booklets 
on the subject of freezing were on dis- 
play; a roaster was used for baking 
frozen pies and freezer cookies; and a 
local distributor of commercially fro- 
zen foods filled a freezer with a variety 
of frozen foods for the occasion. Pack- 
aging materials of all types were also 


displayed. 





VIRGINIA PIERSON, home service director, 
Pennsylvania Power Co. 


1948 


By ANNA A. NOONE 


Home Calls on a Big Scale 
Reported by Georgia Power 


EK LIZABETH PARKER, director 
home service, Georgia Power Co., 
writes that in the first six months of 
1948 the follow-up of major appliance 
installations has consumed a major 
portion of their time. 

They have a novel way of cooper- 
ating with their dealers: Postage-paid, 
addressed postcards are furnished all 
their appliance dealers to facilitate 
notifying the nearest power company 
home economist of the installation of 
new equipment—ranges, home freez- 
ers, automatic washers, ironers, dryers, 
dishwashers, or waste units—on the 
company’s lines. Georgia Power girls 
give these requests prompt attention, 
with the result that in the first six 
months of this year 6,704 instruction 
calls were made on new appliances for 
dealers ; 4,613 calls were made for the 
company; and 8,134 “old” appliances 
were serviced—which totalled 19,451 
appliance demonstrations. 

While in the customer’s home, Geor- 
gia Power girls offer other services 
which have resulted in 1735 plans for 
kitchens, laundries and wiring layouts 
being completed ; 459 kilowatts of light- 
ing load has been added through a 
service program on existing lighting. 
(No aggressive lighting promotions 
have been done in several years.) And 
3,708 appliances have been repaired in 
the past six months—60 percent being 
made by the home economist while in 
the customer’s home. 

Information on such subjects as fuse 
renewal, lighting, wiring, kitchen and 
laundry planning, rates and food pres- 
ervation is offered on each call, and 
the customers avail themselves of these 
offers generously. 

In addition to services rendered to 
the homemakers, 3,945 equipment pros- 


Wheeling Electric Co. Stages 





ELIZABETH PARKER, director home serv- 
ice Georgia Power Co. 


pects were reported and 2,067 sales 
orders taken. (The sales were largely 
for lamps, bulbs and plastics.) Equip- 
ment prospects are reported to the 
agency originating the call—for in- 
stance, the home economist goes into a 
home following the installation of a 
new range sold by a specific dealer, she 
finds the customer is interested in buy- 
ing a mixer or a homie freezer. This in- 
formation is given to the dealer 
sold the range. 


who 


Group demonstrations are conducted 
for dealers at their request. The 
pany furnishing the personnel, pro- 
grams and the equipment trunk, and 
the dealer bears all other expense 


coni- 


pro- 
vides a place for the demonstration and 
the audience. 


Three-Day Range Demonstration 


N the all-electric kitchen of the 

Wheeling Electric Co., Wheeling, 
West Virginia, a novel affair was 
held recently, according to Margaret 
Schneider, home service director. A 
cooking circus, similar to last year’s 
cooking program in a new package— 
called the Chef's Mardi Gras. 

“When we think of Mardi Gras,” 
said Miss Schneider, “we think of the 
sunny South, with loads of fun, gala 
music, frivolity and riot of colors in 
decoration. When we think of a Chef, 
we think of a person interested in 
cooking, so we combined the two and 


had lots of fun cooking and providing 
the many advantages of electt 


ery. 


* cook- 
A complete cooking demonstration 
was presented in the nature of a panto- 
mine skit entitled “The Best Way is the 
Electric Way.” Ruth Ann Fisher and 
Esther Pinto were the senoritas per- 
forming the cooking on the electric 
range. Lois Rosenberg was the assist- 
ing senorita. Jack Serig played the 
French Chef, and Margaret Schneider 
was the homemaker. 

Later the food cooked was displayed 

(Continued on next page) 
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SELF-STARTING 
SYNCHRONOUS 


A A NEW HOME APPLIANCE 


a ‘it 


“DEFROSTS ... WHILE YOU SLEEP”’ 


- BANISHES THE DRUDGERY 
_ OF HAND. DEFROSTING 


. 








FRIGERATORS 








With the Home Economists 





on a table using a large circus cake as 
a centerpiece. A special recipe booklet 
was compiled and given to each per- 
son attending, and door prizes were 
awarded after each performance. Hot- 
point and Frigidaire ranges were used 
on Tuesday; Kelvinator and Westing- 
house ranges on Wednesday ; and Gen- 
eral Electric and Kenmore (Sears) on 
Chursday. 


New Jobs Department 





Crosley Div. Avco Mfg. Corp. 


Appointment of Margaret Ann Huck 
as home economist was announced re- 
cently by Catherine M. Beck, director 


of home economics, Crosley Div., Avco 


CONTINUED FROM PAGE 167 





Georgia Power Co. 


Four new home economists began 
their home service training with 
Georgia Power recently. Mary Ann 
Hollingsworth, who just received her 
home ec degree from the University oj 
Georgia; Janie Brown and Ilene De 
Vane, who have been teaching home 
economics at Fort Valley and Shell. 
man respectively; and Mrs. Edith 
Wilder, who has had two years of 
commercial work in the home econom.- 
ics field. 


On The Air 


| ip addition to all the other activities 
engaged in by the Rochester Gas & 
Electric Co., Irene Muntz reports that 
they are doing a daily radio program, 
A 5-minute spot entitled “Guides for 
Brides” which precedes the national 
program “Bride and Groom.” Elec- 
trical equipment has been the focal 
point of concentration in these pro- 
grams. 

Down in Rome, Georgia, a new 
radio program, “Radio Cookbook,” 
has been gaining listeners. A 15-min- 
ute program broadcast daily from the 
Rome Tribune-News station WLAQ, 
is conducted by Mrs. Kate Matthews, 
home service supervisor of the Georgia 
Power Rome division. Local merchants 
sponsor the show. Mrs. Matthews not 
only offers tempting recipes, but gives 


basic nutritional information to help 

















MOTOR Mfg. Corp. her listeners plan healthful, well-bal- 
Miss Huck is a June graduate of anced meals. The radio audience 
UL } PATENTS PENDING Ohio University where she received a invited to send in favorite recipes an 


degree of Bachelor of Science in Home 
Economics. She is a native of Lowell, 
O., and was president of the Home 
Economics Club at Ohio University. 


a “Recipe of the Week” is announced 
each Friday, with one of the sponsors 
awarding a prize for the lucky con- 
testant. Interest in the contest is keer 


CONVERTS REFRIGERATORS TO FULLY 
AUTOMATIC NIGHTLY DEFROSTING 


@  Defrosts any electric refrigerator automatically every A Few Pointers 
night after | A.M. Eliminates hand defrosting, box 
odors. 






Saves food, cuts electric costs, prolongs refrigerator 


life, 





Every housewife is a live prospect. 


* No installation costs. Just hang ‘de-frost-it' on the 
wall, plug cord into convenient outlet, refrigerator 
cord into ‘de-frost-it’. 


@ Compact—fits in palm of your hand. Retails fast at 
$9.95. Repays users in savings. Liberal trade dis- 
counts mean real profits. 


Saves Food.. “Jime.. Electricity 
Paragon  t.ectric COMPANY 


1638 TWELFTH ST., TWO RIVERS, WISCONSIN 
ad } TRADE MARK 


( |__* recisteren 












- 
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LEARNING TO IRON: A group of Monaca High home ec students in Monaca, Penne, 
learn the intricacies of a Bendix automatic home ironer by watching a demonstration 
at Batchelor Bros. Co., following a Bendix Home Laundry forum. Dorothy Faulk i 
doing the ironing and Mrs. Eldora Henderson is explaining the operation. 









“DEFROSTS ... WHILE YOU SLEEP” 
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$40,000,000 is a mighty big “top” sales figure for the electric 0 
blanket business, but that’s what a leading trade publication* 
“Jae quoted for 1948. 
activities f : , 
er Gas & What’s more, General Electric’s figures from past years 
Dorts that indicate more than 60% of the year’s business will be done in OCT. 
. ® 
pecgrem. September, October, November, and December. 
uides for 
- national And General Electric Automatic Blankets have everything 
a. Elec- it takes to help you get your share of this terrific market .. . 
the focal bial — , 
hese pro- eginning now! 
, a new . SEPT. 
ookbook,” A product people know and trust! 
\ 15-min- 
from the Tried, proved, and accepted over the last 12 years! More 
. WLAQ, = nag reap 
i aaltane than half a million users are enthusiastic over General 
> Cncinte Electric Automatic Sleeping Comfort. “It’s a wonderful 
merchants new experience in sleep,” they say. vA, 
tthews not 
_ but gives 





nm to helj Solid advertising schedule! 


_ well-bal- 


udience 





Yes sir—right through those big fall months! There'll be 


ecipes an ° ° . . 
: four-color pages in Life, Good Housekeeping, House Beau- 
- ping 


announet af . began , 
tiful, National Geographic. Total readership, more than 


e€ sponsors 


lucky con: thirty million, PLUS a stepped-up blanket schedule on 


k The G-E House Party, coast-to-coast radio show with more 


eSt 1S Keer 





than two million listeners. 


a, a 
=] 
l= 
Casneniensll 


Brand-new, sales-getting dealer helps! So come on, let’s go along with that big General Electric 


Automatic Blanket sales rise! 





New ideas to help you sell! New 1948 De Luxe Visualizer 
that tells all about the General Electric Automatic Blanket. 
Happy Sleepers’ Club promotion. Use the User booklet. 


Get in touch with your General Electric distributor, 
now! Appliance and Merchandise Department, General 


: ; ” oO Electric Company, Bridgeport 2, Connecticut. 
Bedside Control hanger as a “‘door-opener” give-away. _s eer 






Special Christmas mailing campaign. Display cards, 
folders, booklets, envelope stuffers, swatches, newspaper 
mats. 


*Retailing Daily 


4 Ailemalle Llankels 


Approved by Underwriters’ Laboratories, Inc. 
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PAK-A'WAY 


TRADEMARK REGISTERED 


Fe pays for itselt HOME 
in 


food savings 
@ Nationally Advertised @ Strong, Unusual Promotion 
© Competitively Priced @ Liberal Discounts 


THE WORLD'S Finest HOME FREEZER product of Schaefer's 
experience in building low temperature cabinets since 1929. 


— 

















Ee 


tented easy-to-empty ice Five inches of insula Counterbalanced doors 


cube trays in convenient wire tion sealed against air afford easy access stay 
holder. Contain 48 cubes—ap and moisture. Cabinet open in any position 
proximately four pounds of ice exterior finished in 

xtra equipment sparkling white, baked, 


Dulux enamel 
keep clean 


-ASs t = 

= Sturdy latch of exclusive 
Schaefer design is equipped 
with built-in door lock 


alii Smart, 


———* gleaming 
l metal trim 








Removable wire baskets, inter- 
changeable, provide flexibility in 
storing food systematically and 
easily. Extra equipment 





oo 








Z 





Each PAK-A-WAY Home 
Freezer equipped with pull-out 
type hermetically sealed con 


densing unit. Needs no oiling 


wally ring bell ir Just plug in for satisfactory 
power orn hani operatior 
Automatic temperature control, ad 
istable f torage or fast f zing 
On PAK-A-WAY ind - ¥ r if ree ¥ 


The 18 cubic feet PAK-A-WAY (illustrated) holds 
terior over 630 pounds of assorted foods. Made also in 
12 cubic feet and 6 cubic feet sizes. 





MINNEAPOLIS 1, MINNESOTA 


— 


i 
Send coupon for complete idetails of dealer or distributor franchise. 
eeeveeeeeeeeeeeeeeeeeeeeseeeeeees 


* 
e * 
ne SCHAEFER, INC. DEPT. P-648 
* 
e MINNEAPOLIS 1, MINN. o 
° Please send us complete details regarding dealership [__] distributorship [__] for e 
Pak-A-Way Home Freezers. 
o . 
© fs PST PrryYrTrrTeTTyVITITITITIITTTILiITitiiiiiriereietrieriieee ° 
a a 
e Tee eee ET Te TTC TTT TT eT eT TTT Te TTT PT eT TCT Te TT TT Te TTT TT TT Te e 
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« & 
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Appliances in the Magazines 


WOMEN’S GROUP 


Woman’s Home Companion 


“Soap and Water Keeps them 
Bright” says Elizabeth Beveridge, in 
September Companion in a two-page 
spread on how to launder colored 
“To keep colors fresh and 
bright, you need good tools, good ma- 
terials and a good method,” she adds 

In the Picture Companion Section 
of the same issue there are three pages 
devoted to “Welcome Shower’—a 
kitchen shower which includes a range, 
refrigerator, mixer and other electrical 
appliance. 


clothes, 


Good Housekeeping 


“Dishwashing By 
Helen W. Kendall, is 
feature for September Good House- 
keeping, in which she outlines what 
mechanical dishwashers will do—espe- 
cially what a combination dishwasher- 
sink complete with garbage disposer 
will do to cut down kitchen labor. 
Other elements important in any con- 


Machine” by 
the equipment 


sideration of dishwashing covered are: 
correct water temperature to do a 
good job; and the right type of deter- 
gent to produce dazzling, gleaming 
china, glassware and silver. 


Ladies Home Journal 


“Kitchen On The Farm,” is the title 
of Gladys Taber’s August article in 
Ladies Home Journal. A part of the 
“How America Lives” department, this 
article tells how Mrs. Rood modern- 
ized her farm kitchen by slow stages— 
first installing running water; next 
adequate wiring; next an electric re- 
frigerator that holds large containers 
of milk and cream; 
range was added. 


later an electric 
Then came the prob- 
lem of arranging all this equipment to 
save time and labor. Margaret Davi- 
son, one of the Journal editors, helped 
Mrs. Rood figure out this arrangement 
to the best advantage 


McCall's 


“How to Cope with Your Refrig- 
erator” is part of an article by Eliza- 


beth Sweeney in September ./cCall’s 
which gives practical steps for getting 
the best service out of a refrigerator 

“2 Washers That Do Extra Jobs” is 
another short article by Miss Sweeney 


in the same issue, which calls the at- 
tention of the consumer to two washers 
that do extra jobs: one a conventional 
with two tubs—one for small 


items such as baby clothes, 


washer 
which can 
regular tub; the 


be inserted into the 


other a spinner which washes feather 
pillows, fluffy blankets and other ma- 
terials such as corduroys and fluff 
them up in the spinner-dryet 

re 
SHELTER GROUP 

Better Homes & Gardens 

In the September issue of Better 

Homes & Gardens, an article entitled 


“Your mixer is more than a beater” 


features pictorially a wide variety of 
things that can be done with mixer 
attachments 

Gil Travis in “Have You Painted 


with a Spray Gun?” has a practical 
and informative article on the use of 
paint sprays, including a pictorial glos- 
sary of the types of equipment avail- 
able at the present time. 

“The kitchen is the best location for 
a telephone,” says C. W. Lincoln, in 
a fractional feature article, “The Best 
Place for a Telephone ?’’—the kitchen 


SEPTEMBER 1, 


being the most frequently occu; 
room in the house. 

Another fractional feature entitled 
“These Kitchen Tools Make Cooking 
Easier” shows among other appliances 
a portable mixer, a Lazy Susan refrig- 
erator tray for storing leftovers. 

“Your Family Albums for Septem- 
ber,” is a new feature on phonogra 
records and includes letters from ré 
ers with answers. 


House Beautiful 


In “Scratch Blue Monday Off the 
Calendar” Charlotte Eaton Conway 
features a combination kitchen and 
laundry in four pages in the August 
issue of House Beautiful. The equip 
ment is completely automatic and also 
includes a closet for storing cleaning 
equipment, such as flat irons, vacuum 
cleaners, floor polishers, ironing board 
and laundry soaps and supplies. There 
is a place for sewing, and an ironing 
machine with a scientifically designed 
posture chair. 

“Next Winter’s Oil Shortage,” is 
another feature of the August issue by 
Walter Timmis. 

Intercommunicating systems are fea- 
tured in two pages by W. W. Ward, in 
“Let Inter-Room Speakers Carry Your 
Voice Around the House.” 


House & Garden 


Servantless Living is one of the fea- 
tures of the August issue of House & 


(Continued on page 172) 








NORGE 
HAS IT/ 


| sue Vol’ 


MIRRO-MATIC 
 Deep-Well 
PRESSURE COOKER 





for pressure cooking / 


and pressure canning: 


See page 27 
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Twenty-five years ago when radios began to 
replace “talking machines,” the public gradually 

F accepted this innovation in entertainment. It was 
the start of a new industry—that today has a mar- 

ket value well over two billion dollars. Manu- 
facturers, foreseeing this growing demand, chose 

ELECTRICAL MERCHANDISING to sell their 
dealers on the sales possibility of their sets. This 
leading publication was their first choice—be- 
cause even then, as now, it was the publication 


ELECTRICAL MERCHANDISIN 


ppliance and radio manufacturers t 


‘IC tinuves as a first choice because it 





in which to sell dealers and keep them sold. 

These manufacturers are today’s “Institutions 
in Radio.” Most of them have modernized the 
talking machine and incorporated it in their sets 
and some have broadened out with television. 

History will repeat itself and twenty-five 
years from now the “Institutions in Television” 
will still be reaching their dealers through 
ELECTRICAL MERCHANDISING because it's the 
“Dealer's Book” — year after year. 


eep their dealers solid. tf cor 


tely and effectively covers 


APPLIANCE AND RADIO STORES 


DEPARTMENT STORES 
HARDWARE STORES 
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... adds the “Magic Touch” 
to your refrigerator selling 





















es, the Inland “Magic Touch” Ice Cube Tray gives you real assist- 
Yes, the Inland “Magic Touch” Ice Cube 1 g l assist 
ance in your refrigerator selling. It’s a sales-closing demonstration. 


You simply lift the “Magic Touch” lever 





that frees the grid. 
Then you lift the grid right out of the tray—and there are the ice 
cubes—all of them separate, free and dry in the tray. 

Tell your prospects that they do not have to handle and twist icy 
blocks of frozen cubes. There are no unhandy separate ice recep- 
tacles. There is no muss, fuss or bother. With the Inland “Magic 
Touch” Tray they get real ice cube convenience. 

So, take advantage of the sales appeal of this nationally advertised 
Inland tray. Insist that your new refrigerators come equipped with 


them. And buy Inland “Magic Touch” trays for replacement sales. 


INLAND MANUFACTURING DIVISION 
General Motors Corporation, Dayton, Ohio 


. 
Se, 
Saye 


“«s-. & 
2 2. © | 
= w 
_ 
—— ae“ 
‘Sanean ff. 





.& & 

i ee 
— 

Beets es 
® Beeman 
,se"6 << 





a Magic Wo fouch’ 


LN ICE TRAYS ay Bebe 


INLAND 





ie Moore in 
| the Magazines 


wee CONTINUED FROM PAGE 170 mmm 


Garden, and in addition to the coy er, 
“The Vanishing American” (the mai: 1) 
opens the editorial section. There are 
four pages entitled “Your New Maid” 
which feature pictorially many of the 
automatic appliances which make ser- 
vantless living possible; and to Carry 
the theme further, there are six more 
pages entitled “A House That Does 
Not Depend on Servants” which but- 
ton up the proof that appliances pro- 
vide a new approach to living. 

Other articles in the same issue 
which include appliances are a single 
page entitled “Plastics Work Hard in 
the Kitchen,” and a two-page spread 
entitled “The New Order” which 
shows a modern closet arrangement 
with space for storing various cleaning 
implements, including an upright and 
a tank-type vacuum cleaner and their 
accessories, 


FARM GROUP 


Household 


Refrigerators are the topic discussed 
by Elizabeth Shaffer in August House- 
hold. The features of two-temperature 
models as well as regular conventional 
types are pointed out. 

In the Kitchen Questions depart- 
ment, Marjorie Griffin Groll answers a 
variety of reader inquiries in the same 
issue of Household, which includes 
one on freezers, another about an elec- 
tric range; a waffle iron and an electric 
mixer. 


Farm Journal 


In the August issue of Farm Journal, 
“This, House has Plenty of Storage 
Space,” by Faye C. Jones of the Uni- 
versity of Arizona, describes “the 
house of ideas” which was built on 
the University’s Experimental Farm 
near Safford in answer to the request 
of 20 Arizona farm families for places 
to put things. The design includes a 
U-shaped kitchen to save steps with 
work centers; and a sewing center in 
the dining room with space for sewing 
supplies and a spot where the sewing 
machine fits when closed. 

“How Long Will Frozen Food 
Keep?” gives some interesting findings. 

J. D. Winter of the University of 
Minnesota Agricultural Experimental 
Station made a survey on “How Long 
Will Frozen Food Keep?” and the 
findings make an interesting fractional 
feature in August Farm Journal. 


Successful Farming 


“How to Have a Better Washday” 
is the title of an article by Elaine 
Knowles Weaver in the August issue 
of Successful Farming. It gives a step 
by-step procedure for washing dues 
with conventional washers and with 
automatics in addition to some funda- 
mental steps necessary to properly pre- 
pare clothes for the wash. 

“Here’s Good Farm Living” by 
Betty Camp tells the story of a Mar- 
shalltown, Iowa, family who find a 
U-shaped, modern kitchen complete 
with refrigerator, electric range, pres- 
sure cooker, and roaster, to mention a 
few of the electrical appliances 1t 
boasts of, helps in planning to live a 
well-balanced life. 4 

“What’s New in Electric Fencing 
by Charles P. Fox is another electrical 
unit of general interest to farmers. 
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torage heaters, you have the backing of the strong- 
Uni- est national advertising ever given any heaters — 
silt pee advertising that reaches into the farthest corners of 
a the nation to tell the Dearborn story. 
‘equest The best national magazines ... the best regional 
places newspapers...the most-listened-to radio stations... 
udes a through the mails... at the point of sale —— everywhere | 
s with that potential heater buyers turn, they see and hear 1] 
nter in the name of Dearborn. DEARBORN STOVE COM 
sewing This national recognition of the Dearborn name is PANY 
pws strengthened by “person-to-person” advertising — for I] 1700 West Commerce Street 
Food more than 1,000,000 satisfied Dearborn owners just Dallas, Texas | 
sills can’t help telling their friends what a marvelous NCH Offices I 
ton of heater they have. I] inna, E | 
mental This constant repetition of the Dearborn story from I Suite 1490 wae gies Street I 
: Long coast to coast... PLUS the fact that Dearborns really i Chicago, Ilinois a 
nd the are better heaters... PLUS the stability of Dearborn’s H| 3625 South Gy Niacin 
ctional price structure...PLUS the complete selection | Los Angeles ee Merchandise Mart | 
offered in the Dearborn line... has put Dearborn at I , Stig 1355 Market Street ? 
the top of the list in dollar volume of gas heater sales. | oe Street San Francisco, California 
. Why not let Dearborn make money for you this year? I Denver, Colorado 151, East Reno Street 1] 

shday i} pe Oklahoma City, Oklahoma | 
— YOU'LL SELL MORE DEARBORNS—BECAUSE DEARBORNS HAVE aon 285 West Trigg Stree | 
a MORE TO SELL! ee Memphis, Tennessee 
a ste p Rennyson Building 209s 
clothes 347 Carondelet om Coane 
i with To learn how you can make real profit out of heaters || New Orleans, Lou; Tampa, Florida 
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“Home Town” 
Promotions 








CONTINUED FROM PAGE 47 sums 


the firm and almost all of the city’s 
educational institutions is maintained 
as a matter of policy with Bullock’s. 

Sut the home economists aren’t the 
only ones who sell kitchen equipment 
for Bullock’s, according to Mr. Coy. 
ington. Every salesman of the firm js 
trained to work toward selling the com- 
plete kitchen and their sales talks are 
aimed in this direction. 

“We believe the customer would 
rather do business with one firm than 
with several at a time,” says Mr. Coy- 
ington. “When we make a kitchen 
survey, we therefore draw up complete 
plans of the proposed kitchen with all 
appliances shown, costs estimated, 
prices listed, etc. We use the Amer- 
ican Kitchen Plan-a-kit and the Mini- 
Craft models in our talks, so that the 
customer can see at a glance how her 
kitchen will look. We feel this visual 
presentation is always better than any 
other method of selling and is even 
better than detailed drawings of a 
kitchen.” 

Of the $300,000 volume of business 
done by the firm last year, Mr. Coving- 
ton estimates that at least two-thirds 
of it was in kitchen equipment alone. 
Next in volume of sales is floor fur- 
naces, in which Bullock’s has done an 
outstanding job of selling. Most of 
such sales were made on a house-to- 
house basis with each selling job car- 
rying complete installation. The firm 
has a brick mason under contract who 
: does this installation work and the 

h, Q e price quoted to customers includes the 
eee e means usiness 2 appliance, installation and a guarantee 
of one year’s free service besides. 





+. 








Dise Jockey Program Used 


Bullock’s at present is experiment- 


(rr 8 D8 a i an 2 Ss aS 


He’s the Classified Telephone Directory represen- ing with a “guest disc jockey” program 

enti over one of the Raleigh stations. Teen- 

agers, who incidentally do most of the 

Through his constant contact with both the record buying and who are year 

e . P ° for a heavy sale of radios, are invite 

buying public and business men, he has gained each day to act as guest disc jeckeys of 

valuable knowledge about how the Classified is the station, choosing their own record 

used and the results it produces selections and making their own com- 
: P : ments during a half hour performance. ' 

Through his experience and training, he can make Prizes are awarded daily to _~ _ 

i . ners who are chosen by votes droppe« J 
the knowledge he has gained equally valuable to eke és tee a es 
you. He can make suggestions that will lead more “We believe we are utilizing almost 
88 | a ' 
buyers to your door through the ‘yellow pages.’ every local promotional angle possible, ' 

. 2 c says Mr. Covington, “because we have 
He can also suggest which classified headings are learned that such a policy is a sure 
important to your business ... and how you can a e —— 
. “- . 9 1e location of the store is on one 
make your ‘yellow page’ sales messages stronger. of the best and mest stratenic corners , 


The next time he calls, remember that helping in the downtown Raleigh area. Seven 
large windows make outside shopping 
an easy matter for Raleigh housewives 
and a spacious lobby in the adjoining 
building also adds to the show space. 
The display section is approximate! 
70 feet square, with as much additional 
room on the second floor and in the 
basement used for storage and the 
service department. 

Old timers in the appliance business, 
the owners of Bullock’s, Inc., opened 
the present sore in November, 1946. 
Their major lines are Hotpoint (all 
lines), Bendix laundry equipment, 
General Electric radios and a wide 
selection of small appliances. End 





to increase your business is his business. 
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ECTROMODE ANNOUNCES 


DUCTION 1 
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BILT-IN-WALL SMALL-ROOM HEATER Model WJ-13. In white 





6 baked enamel finish. Eosily installed. 1320 watts, 110 volts AC, 
¢¢ 4507 BTU. (Also available in chrome finish at slightly higher price.) % 
NOW , Py LIST —FoRmERLY $30.98 
‘i F. Was : f : ia 2 se a te «3 





$00 vole AC, 4507 OW. Gude howey-dity curd pings b anyuhere UNBEATABLE HEATER FEATURES 
LECTROMODDP’S national advertising, displays and special promo- Pl US NEW COMPE TITIVE PRICE / 


tions have created an unprecedented consumer demand. Last season 
dealers sold more Electromode heaters than ever before in our nineteen SAFEST HEATER IN THE WORLD 
GIVES HEAT IN 59 SECONDS 
LIFETIME HEATING ELEMENT 
210 SQ. IN. HEATING SURFACE 
80 CU. FT. OF HEAT EVERY MINUTE 


80° TO 90° AIR TEMPERATURE RISE 


year history. 

This year the demand for Electromode heaters will be even greater 
because we have reduced the retail price of our two popular domestic 
heaters from $30.98 to $24.95. The new price includes Federal Excise Tax. 

Join Electromode’s profit parade now at the start of the heating season. 
Write for free 1948-49 dealer kit and full information on Electromode 
Heaters. When writing, include the name of your electrical wholesaler. 


ELECTROMODE 


Compare Electromode’s six star features with those of any other heater! 
Unequalled safety, thanks to exclusive cast aluminum heating element 
and thermal safety switch . . . Fast action starts delivering heat in 59 
seconds . . . Heating element does not burn out—it lasts a lifetime . . . 210 
square inch heating element surface gives more heat faster and for less 
money . . . Quiet five-blade fan circulates more than 80 cubic feet of heat 


Koom tHealors 


ELECTROMODE CORPORATION © 45 Crouch St., Rochester 3, N. Y. 


every minute . . . 80-90° temperature rise heats an entire room quickly, 


evenly! Never before have so many heater features been offered at such 





a low price! 


Since 1929 —World’s Leading Exclusive Manufacturer of All-Electric Heaters 
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GOOD INSULATION ? 
HEAT TRAPS? 
10-YEAR GUARANTEES ? 





UM PROTECTED TANKS? 


ure Sepco has them...6ut 


‘ou’ll need more than “garden variety” features like these 
y a y 


to sell electric water heaters profitably in today’s markets! 


Big, 4-foot HOT-CENTER CONVECTOR extends 
entire length of tank. Scientifically designed for 
convection action. Heats water continuously as it 
swings upward along full length of HOT-CENTER 
CONVECTOR. Delivers more 150° water faster! 
Reduces liming and scale formation. 


Patented Snap-Action Immersion Thermostats 
o> designed and made by SEPCO specifically for 

water heater use. Immersed in water for instant, 
“iy positive reaction to temperature change. Assure 

plenty of hot water at the right temperature. 


Unique Helical Diffuser breaks up surge of incom- 
we , ing cold water, spirals it gently to proper heating 

position. Avoids premature mixing. Guarantees 

maximum withdrawal of hot water for all tank 
sizes. 


Customers today are more particular about get- 
ting the most for their money. That means com- 
petitive selling—and when it comes to compe- 
tition in water heaters SEPCO takes the lead. 
For you don't have to be an engineer or physi- 
cisttounderstand why SEPCO heats water faster 
and with maximum efficiency. And 
you don't have to be a high-pressure 








FAMOUS FIRST NAME IN 
ELECTRIC WATER 
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salesman to convince customers, either. 

A glimpse at what's inside a SEPCO by com- 
parison with conventional heaters tells its own 
story. These exclusive features are made pos- 
sible, first by the fact that SEPCO originated the 
electric storage water heater over a third of a 
century ago and, second, by SEPCO’s continu- 
ing specialization in electric water heating ex- 
clusively. 


sé 








HEATERS 


AUTOMATIC ELECTRIC HEATER COMPANY - Doftstown, 
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They Never 
Stopped Selling 


es CONTINUED FROM PAGE 49 smmnmmmmey 


icemen are not permitted to actually 
make sales, they do split the commis. 
sion with salesmen who profit from 
their tips.” 

Indicative of the importance of the 
service set-up is the volume of business 
in trade-ins and used appliances. The 
basement showroom of the main store 
is devoted to second-hand merchandise, 
“About 10 percent of our sales result 
from trade-ins.” claims Mitchell, 
“Naturally, we have to sell the ac- 
cepted merchandise. The service crew 
puts them into shape so we can do it, 
We take trade-ins according to age and 
condition. We are also in the rebuild- 
ing and parts business. Some rebuild- 
ing and parts sales are done for other 
dealers.” 

“We try to promote package sales 
on used appliances,” he says, “often 
offering a used washer with a new 
ironer or some other natural combina- 
tion.” 

Promotions become especially im- 
portant when sales slide a little. They 
advertise frequently in the News Day 
and Nassau Review, but count heavily 
on the Nassau County telephone book, 
in which they are the largest adver- 
tisers. The newspapers, of course, 
make the best medium for special pro- 
motions, such as a_ package-priced 
washer and ironer or a cleaner with 
some free attachments. 

Added to long experience, good 
organization and alert merchandising, 
Island Appliance can boast of at least 
two other factors that help keep big 
figures in the profit column. Tip-off 
is Charlie Mitchell’s casual remark, 
“All of us here know how to wash and 
iron clothes. We are all qualified 
ironer demonstrators. During Febru- 
ary we ran a week-long washer and 
ironer school for consumers, invited 
them to bring in their laundry and 
we'd do it or show them how to do it. 
We had to know how ourselves first. 
We take advantage of all the courses 
that manufacturers and distributors 
give us. It’s a continuing process of 
education.” 

In other words, the sales staff keeps 
up with the products it sells and the 
ways to sell them. 

Island Appliance puts its own guar- 
antee on everything it sells. “We don't 
wait for the distributor to get out to 
a customer’s home if something goes 
wrong,” declares Mitchell. “We take 
care of what we sell. That way we 
know our customers will take care of 
=." End 
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In the 2,589 shaded counties, more than 
half the people live on farms or in places 
under 2,500 population....In all counties, 
Country Gentleman's 2,300,000 circulation 
is concentrated among top-half farm 
families who get 90% of all farm income. 


.. . And no other kind of magazine 
reaches them effectively 


In a recent national farm survey, Crossley, Inc. found that: 


Nearly two-thirds of Country Gentleman’s women readers 
read none of the four leading monthly women’s magazines— 
and over three-fourths of them read none of the three leading 
weekly magazines . 


More than four-fifths of Country Gentleman’s men readers 
read none of the three leading weekly magazines. 


No. 1 with Rural Dealers 


In a nationwide survey by R. L. Polk & Co. 
Electrical Dealers gave Country Gentleman 
a 66% lead 
over the next magazine when voting for the farm magazine 
**most effective in helping sell rural customers.”” 


No. 1 with Advertisers 


Advertisers invest more advertising dollars in Country Gentle- 
man than in any other farm magazine. 










































































Crenco Round Type Electric Water 
Heaters are available in sizes from 10 
gal. to 120 gal. capacity. 






All Pemco Electric Water Heaters 
equipped with factory installed mag- 






nesium anode are covered by a liberal 
ten year warranty. (reqvest details) 
Every home and business needs hot 
water. More than twenty years exper- 
ience in the manufacture of Electric 
Water Heaters, backed by tens of thou- 
sands of satisfied users, makes Pemco 






the logical Heater for your trade. 


Jojo inTalle Topa/ 


Wide consumer acceptance is your 
assurance of PROFIT WITH PEMCO 











Pemco Table Top 
Electric Water 
Heaters (30 gal. 
capacity) are fin- 
ished in gleaming 
white baked en- 
amel with a porce- 
lain enameled top 
— 504 sq. inches of 
additional work- 
ing space in the 
kitchen, laundry or 
kK s & * 
Bulletin 92 for 
complete details. 
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MOW YOU CAN HAVE B16 SCREEN 
TELEVISION IN 4 LITTLE SPACE 
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Certaenly, you can ser ot ot 


Ware Masel 
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NOTE HOW, in the upper left hand corner of each section of Music House’s 


newspaper ads, the firm reiterates its slogan 


House.*’ 


T (television) Formation 









rally, you can see it (whichever set is 
being advertised) at Music House,” 
or “Of course, you can see it at... .,” 
or “Certainly, you can see it at...” 

As this is written, evening demon- 
strations are noted in all advertising. 


All Kinds of Demos 


Thirdly, in-store promotion is ac- 
complished through ultra-modern sur- 
roundings and good window displays. 
Group demonstrations are given in a 
tastefully decorated balcony or mez- 
zanine section at the rear of the store. 
Individual or couple demonstrations, 
as on large Dumont 
monly given in another part of the 
store, 

At the latter, the set is in front of a 
wall panel covered with wallpaper car- 
rying a musical motif. A shadow box 
centered in the panel has modernistic 
decorative effects. The television view- 
er(s) is seated comfortably at the 
front of the set, and the demonstration 
goes on, 

The show 


sets, are com- 


window devoted to tele- 
vision is really worked to its best ad- 


CONTINUED FROM PAGE 57 


‘‘Music House is Television 





vantage. A number of aerials have 
been installed and wiring is done to 
allow plugging in of sets on display 
and show-viewing from the sidewalk, 
afternoon or evening. 

Decorative effects are of the best. 
For instance, during the interview for 
this article, the window carried an 
effect of clouds floating over television 
receivers, large and small. To gain 
the impression of programs coming 
from the sky and clouds, plastic 
strands, curled in the commonly-con- 
ceived fashion of wire bearing cur- 
rent, or air-waves, were run from the 
edges of the window to the backs of 
television sets on display. 

Music House carries RCA, General 
Electric, Philco, Admiral, Dumont 
and Farnsworth television receivers. 

“Our T-formation is a game-winner 
all right,” concluded Simon. “In the 
end, it seems, we'll sell sets in propor- 
tion to television program versatility 
and improvements. People are genu- 
inely interested, but a lot of spade work 
remains to be done. We're in there 
digging.” End 


















Attractive literature crammed full of the 
things your customers will want to know 
about Pemco Electric Water Heaters is yours 
for the asking. 


PHILADELPHIA 
ELECTRICAL & MANUFACTURING CO. 


1200-36 NORTH 3ist STREET « PHILADELPHIA 21, PENNA. 


"YOU'LL NOTICE THE EXTRA-LARGE SCREEN—COME ON, COMET—AND PARTICULARLY 
| THE BRILLIANT—ATTABOY, COMET—THE BRILLIANT CLARITY, EVEN UNDER NORMAL 





INDOOR LIGHTING—COME ON, BOY—” 
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Wen newspaper has a million reader-friends — that’s big! How big? 


Well, there are only 5 cities in the entire U. S$. A. whose fotal population ex- 
ceeds the million mark. That will give advertisers an idea of how the audience of 


the Chicago Daily News measures up for size. 


But it is not numbers alone that make these Daily News readers Chicago's 
most IMPORTANT million. True, the Daily News is a mass circulation newspaper. 


But with a distinction — a dollar-and-cents distinction! 


crouP stAN 


° 
T FROM 
ps oe AR ACTER 
The Daily News is the favorite evening newspaper of prideful families who 
welcome it to their homes. . . . And it takes a lot of buying to keep proud 


homes a-going! 


Advertisers experienced in selling the Chicago market well know this truth. 
So well, indeed, they realize that maximum results in Chicago can hardly be ex- 
pected unless their sales-messages reach the HOMES — the HOMES of Chicago's 
most IMPORTANT million! 


CHICAGO DAILY NEWS 


For 72 Years Chicago’s HOME Newspaper 
AOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO — 


NEW ‘YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 
LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. MIAMI OFFICE; Herald Building, Miami, Florida 
624 Guaranty Building 
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A | Commercial 
| Refrigeration 





es CONTINUED FROM PAGE 65 sums 


thinks. For this he is getting ready, 
One of the things he would like to op- 
erate would be a setup handling uni- 
versal service on refrigerators. The 
Mason idea is to acquire a bunch of 
trade-ins during the summer, and let 
the service men rebuild them for 
spring selling during the winter 
months. 

Distributor experience caused Sher- 
ley Mason to go slow in accepting 
prospect names during the scarcity 
of refrigerators. Those that took any 
kind of names have found that half 
of them are no good today. The Mason 
technique was to take a deposit at the 
time he took the name. At one time 
he had up to $8,000. Customers had 
the privilege of calling for their de- 
posit and when they did so, they gave 
him a tip off as to how big his market 
was. 

“T estimate the New Albany market 
can do 20 percent more volume on 
refrigeration than it is now doing,” 
he says. “I estimate the New Albany 
market is the area in which the kids 
go to school, and that runs out at least 
25 miles in each direction.” 





Inventory Rules Can't Be Followed 


Purchase of stock has been chaotic, 
Sherley Mason found, as he found it 
best to buy any time he could get mer- 
C He) s is 4 RA ~ G £ 5 A L t S | chandise. He purchased four 5-ton 
refrigerator units in February though 
he doesn’t expect to sell them until 
summer. He has had fans for the 
3 summer market in his basement for 

months. 

The store employs four salesmen on 
a flat salary basis. Commission won't 
work when you can’t get merchandise, 
explains Sherley Mason. 

As an ex-distributor’s man he feels 

Even when hot the unit can easily be moved to an upright position. | that manufacturers have appointed too 
Cleaning is easier, spilled foods no longer need be left in the pan, to many dealers. While he only did 
smoke and harden until cool. Greater Heating efficiency and longer life are $80,000 volume in 1941, he made more 
assured by the Monotube. Faster Cooking results from the increased utensil- money that year than he did last year 

= with $130,000 volume. This he as- 
cribes to too short discounts. 

“The OPA hurt dealer discounts,” 
he says, “and they have never gotten 
back. The fact that manufacturers 
think it is easy to sell has a delaying 
effect on rationalizing this business.” 


End 





Yes, a simple twist of the wrist that demonstrates one of the T-K Mono- 
tube features to Mrs. Buyer can help you close range sales faster, more 
profitably. That’s what makes the exclusive swivel-arm and single tube 
construction easier to sell than to sell against. 


contact area. Lower Cooking Costs are assured year after year—the heating 
element stays fat, maintains its original efficiency during the life of the 
unit. The Monotube is a feature that can really help you close range SALES. 


REPLACEMENT PROFITS, TOO! 


Monotube replacement units are being used to modernize virtually every 
ty pe of electric range. Ask your distributor about the Monopack. Or, write 
us for a copy of the new Monotube Replacement catalog. 














“WE DON’T WANT YOUR AUTOGRAPH-—WE'D 
JUST LIKE YOU TO SING A FEW BARS FOR OUR 
WIRE RECORDER.” 
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Early Promotion Means 
Early Sales and MORE Sales of 
FLORENCE OIL HEATERS! 


Don’t miss this chance to make extra heater 
sales! Tell your customers to buy early to avoid 
disappointment later and to be sure of getting 
more for their money Now! Start your advertis- 
ing and local promotion this month. Remember, 
Florence pays half the cost of your local news- 
paper and radio advertising... gives you FREE 
newspaper ad-mat service, radio scripts, window 
and floor displays, sales-clinching consumer folders. 
Ask your Florence salesman for full details of the 
Florence Cooperative Plan. 


Florence ‘Matched Beauty”’ Oil Heaters give you every 
opportunity for “‘trading-up” to make extra profits. 
Available with exclusive sleeve-type or pot-type burners 
and with 4 kinds of heat delivery . . . also cabinet 
models . . . it’s the most complete line in the industry. 


GAS RANGES - LP-GAS RANGES - ELECTRIC RANGES + OIL RANGES | | 4 
DUAL-OVEN Combination RANGES + OIL-BURNING HEATERS * . 4 


RANGES AND HEATERS 


@ FLORENCE STOVE COMPANY... General Sales Offices and Plant: Gardner, Mass. Western Soles Offices Fomous for Over 70 Years 


ond Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N. Y.; 
1459 Merchandise Mart, Chicago; 53 Alabama Street, S. W., Atlanto; 30! North Market Street, Dallas 
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STANDING 
ZER VALUE 


HARDER-Freez OFFERS 
MANY ADVANTAGES=— 
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AMAZING LOW COST 

EXCLUSIVE CENTER PLATE COIL 

ICE CUBE TRAYS (OPTIONAL) 
TEMPERATURE INDICATOR 

WARNING SIGNAL 

HERMETICALLY SEALED COMPRESSOR 
RECESSED BASE 

ADJUSTABLE DIVIDERS —FREEZ-BASKET 
PRESSURE LOCK HARDWARE 
SELF-BALANCING LID 


+ + + + + + + HF HS HF FF 


5 YEAR WARRANTY PLAN 
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WAR 





EETER « | 1. 





HARDER. Freez dealershi 
in some territories. HARDER-Freez offers unusual 
competitive price. 
rYLER FIXTURE CORP., Dept. EM-9, NILES, MICHIGAN. 


DEALERS: 


Experienced manufacturer 














SEALING PEAS for the home freezer. 
after they are picked from the vine. 


Mrs. Kiene has hers frozen two hours 


Meal Planning Helps Sell Home Freezers 





was raising those days have grown up 
and flown 
with her 


now she lives 
Mansfield, Ohio. 
Like the third of the married women 
that the U. S. Census predicts will be 
working by 1950, Julia represents that 
group of employed women who both 
hold a job and keep house. 

With a refrigerator in the kitchen, 
she could not 
she had for a 
home, 


away, but 
sister in 


at first see what need 
home freezer in the 
It had a sharp freezer shelf. 

“In the old days the most interest- 
ing thing you could give a housewife 
was recipes,” said Mrs. Kiene. ‘Today, 
I think it is meal planning. Meal plan- 
ning permits you to use intelligently 
the leftovers from each meal without 
waste. Meal planning permits you to 
buy in quantity and to go to market 
more seldom. And it takes a freezer to 
do a real job on meal planning. 

In the Kiene home the freezer and 
the refrigerator have come to aid and 
abet another. The two sisters 
work out on paper what they are going 
to have for several weeks, and then 
go marketing for these products. One 
big buying job does the trick. 

Then Julia and her sister have a day 
of cooking, breaking up the servings 
by portions, wrapping and freezing 
them. Each portion is marked as to 
name and amount. It is listed on the 
upstairs inventory. Then it is tucked 
in the home freezer. 


one 


away 
A Running Inventory 


Upstairs, as each item is withdrawn, 
it is marked off. A quick glance at the 
list tells what Thus the 
Kienes have meal after meal without 
waste and without time. If 
there is to be a guest, an extra portion 
is withdrawn for him. The food is 
brought upstairs and tucked in the 
freezer shelf of the family refrigerator 
until needed. From the family refrig- 
erator are withdrawn items that it is 
not feasible to freeze such as lettuce, 
tomatoes and the like. 


is available. 


loss of 


SEPTEMBER 1, 


CONTINUED FROM PAGE 43 





“When my sister and I are alone,” 
says Mrs. Kiene, “we need only enough 
frozen food for two. I therefore pack- 
age one cup of peas, for example, in a 
cellophane bag and seal. I place four 
of these packages in a quart freezer 
box, and when I need just one cup of 
peas, I open the box, pull out one en- 
velope and return the rest to the 
freezer. That eliminates the problem 
of any leftovers, and is much more 
economical of food. I can cut my food 
bill considerably simply because I have 
no waste, and no leftovers, which some- 
times are used, but more frequently 
overlooked. 


Cooking for the Freezer 


“When I make a peach cobbler, for 
instance, I frequently divide the usual 
recipe into two parts, and bake in 
separate dishes. One is eaten at the 
meal, and the other is cooled and 
frozen. This means I can freeze food 
in advance without any extra effort, 
even to washing dishes, because I 
freeze the food in the dish in which it 
was baked. 

“The menus are a guide, subject to 
change, but they work out pretty well. 
The savings in time are terrific.” 

Julia Kiene is home economist for 
Westinghouse Electric Corp. Naturally 
she is professionally interested in home 
But this story is written 
around her home, and gives the slant 
as it vio, her personally. Because 
the home freezer works for her, she can 


freezers. 


see that it will be a lifesaver for thou- 
sands of other working women. 

One more thing about her meal plan- 
ning. “I’m still living on the same 
food budget I lived on five years ago, 
and in spite of increased prices (by 
substitute of other foods with the same 
nutrition values). I’m still within the 
same amount set aside per week for 
food, which, by the way is $10 a week 
for the two of us. This includes the 
milk, cottage cheese and butter bill, 
too.” End 
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RESULT 


These children won’t die 


STORY N U 


.- - because women acted! 








WHEN WOMEN READ STARTLING COMPANION ARTICLE, “Too Many Children Die,” they took quick 
action. Calls for thousands of reprints came in. Through all kinds of local publicity channels, civic 
groups passed the warning along to mothers that drugs, scissors and scalding water can be death- 
traps for young children. 
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HOT AFTER HOW-TO-DO-IT — In 1947 
COMPANION mail-bags disgorged 
$10,000 worth of orders for famed 
COMPANION-Butterick patterns. These 
orders are priced at just a few cents 
each. COMPANION readers know ex- 
actly where to look for how-to-do! 


FIRST IN SERVICE! — Lloyd Hall Re- 
ports show the COMPANION carries the 
highest per cent of service linage to 
total editorial linage in the entire 
women’s service group. About 60% of 
COMPANION editorial features are 
“service” features. 











FIRST IN FERTILE MARKETS! — 
COMPANION circulation goes to areas 
which lead in volume of rétail sales. 
In fact, 1947 Consumer Market Data 
Book shows the COMPANION has a 
greater percentage in such areas than 
any other women’s service magazine! 


WOMAN’S HOME COMPANION 
Monthly Circulation More Than 3,800,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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RESULTS IN ADVERTISING — 
Products advertised in COMPANION 
have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to display these Electrical 
Products! 


Air-Way Sanitizor Vacuum 
Cleaner 

Amana Home Freezer 

Camfield Automatic Toaster 

Domestic Sewmachines 

Dominion Appliances 

Easy Washer & lIroner 

Everhot Appliances 

Frigidaire Automatic Washer 

Frigidaire Electric Range 

Frigidaire Refrigerator 

Frigidaire Water Heater 

G-E All-Electric Laundry 

G-E Clocks 

G-E Irons 

General Mills Home Appliances 

Launderall Home Laundry 

Maytag Washer & lroners . 

Nesco Chef Automatic Electric 
Range 

Norge Electric Water Heater 

Philco Refrigerator 

Simplex Automatic lroner 

Speed Queen Washers & Ironers 

Westinghouse Electric Home 
Appliances 

White Sewing Machines 
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GtraybaR 


ELECTAI€ COMPAN ¥ 





APPLIANCE DEPARTMENT 


RST STEP FOR 
y CALL PLANNING !— 


The best way to make sure you'll have a big fall-winter season 





is to plan it that way—NOW. The best way to start planning is 





to visit the nearest Graybar appliance showroom. 





Browse around—look at the latest lines—talk over trends with 
the Graybar Merchandising Specialist. Graybar can give you an 
over-all picture of the plans of electrical manufacturers and, 
as we are familiar with your local market, can help you decide 





problems of product selection and promotion. 





You're welcome any time—but we suggest you make a date with 
your Graybar Representative and plan your visit. Then you'll 
be off to a fine start for fall. 
















Make a date 
to Visit 
YOUR NEAR-BY 
GRAYBAR 
SHOWROOM! 





C 





Demonstrating 
Water Systems 





CONTINUED FROM PAGE 58 eum: 


the pump is to be installed, in a sepa- 
rate brick pit outside of the home, in 
the basement, etc., can be settled there, 
The store permits liberal time-payment 


| plans if the home-owner wishes, and 


Mr. Heath reports that many sales of 
major appliances, water heaters, etc., 
have resulted from merely acquainting 
the homeowner with credit-buying fa- 
cilities in this way. 

“I enjoy selling an electric water 
system, because it is one item which 
actually does the home an outstanding 
service,” Mr. Heath says. “Surpris- 
ingly, we have had very little competi- 


| tion in the field from other dealers, 





There are many homes, even within 
a few blocks of the store, which still 
do not have adequate water service— 
and once it is demonstrated to the 
customer that a relatively small in- 
vestment will provide water facilities 
equivalent to the most metropolitan 
dwelling, we have very little resist- 
ance.” 

One of the best merchandising tricks 
which Mr. Heath has turned up is to 
ask the homeowner for whom a new 
electric water system has just been 
installed to invite his friends around, 
and watch it operate for the first time. 
Quite a few housewives, proud of their 
new water systems, will do so—and 
from each such demonstration, he has 
been able to ring up a long list of new 
prospects. End 


Remodeled for Records 





CONTINUED FROM PAGE 59 oo 


the customer who is “brand conscious” 
to devote his attention entirely to radio- 
phonographs made by one firm. While 
this might at first glance seem like a 
waste of space, it has proven to be a 
strong selling advantage, according to 
Mr. Gross—‘“the customer invariably 
has a specific brand in mind, and we 
don’t distract his attention by showing 
him anything else,” he says. 

Two studio rooms are devoted to 
television, with sets in all price ranges 
and sizes. At the front of the depart- 
ment, the screens of two different lead- 
ing sets are pierced through the wall, 
so that customers moving about the 
store can see television in action from 
long distances away. Schedules of 
daily broadcasts are posted on a bulle- 
tin board, so that the daily television 
show brings in scores of interested 
prospects. 

The front section of the department 
is devoted to supermarket-gondola-like 
blondwood display units, 3 tiers high, 
for table radios, novelty styles, phono- 
graphs, etc. Sliding doors in the base 
of each unit contain replacement 
stock, and the Famous-Barr store is 
emphasizing “unusual radios” to keep 
interest alive. Completed June 1, the 
department can handle twice as many 
customers twice as fast, according to 
the Famous-Barr management. End 


PAGE 184 SEPTEMBER 1, 1948—ELECTRICAL MERCHANDISING 


ater 
lich 
ling 
Tis- 
eti- 
ers, 
thin 
still 


the 
in- 
ities 
itan 


sist- 


new 
een 
und, 
ime, 
heir 
-and 

has 
new 


End 


“ds 


ous” 
idio- 
Thile 
ke a 
be a 
ig to 
ably 
l we 
wing 


d to 
nges 
part- 
lead- 
wall, 
- the 
from 
s of 
ulle- 
ision 


ested 


ment 
-like 
high, 
1ono- 
base 
ment 
re is 
keep 
, the 
nany 
ig to 
End 


ING 


©1948 THE CONDE NAST PUBLICATIONS INC 


The Hue 
...and the Cry 


“We want House & Garden colors!” This is the concerted chorus in smart decorating circles... 


the request you'll be hearing from your best customers. 


More than 380,000 influential readers will see House & Garden's annual forecast 
on “Colors, Current and Coming” in the September issue. Simultaneously, 60 stores will show 
the new hues in department and window displays, talk about them in newspaper advertising. 
Manufacturers have known about the colors for months...showed merchandise from radios to 


rugs in Current and Coming shades at the July market. 











Again, House & Garden starts sales rolling 
with an editorial story that rings with authority ..3 
and a merchandising plan that is 

eagerly put to use by top stores 


across the country. 


House & Garden brings influential customers 
and influential stores together... 
this is the golden touch in action. 


ouse & Garden 


A Condé Nast Publication 
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C-52 On-Off Clock Switch Timer. Turns on appliance at any pre-set time 
and turns it off at end of selected interval. Capacity 15 amps., 115 volts. 


Telechron switch timers give 
appliances automatic appeal 


More and more, buyers are demanding appliances that offer 
completely automatic control. You can easily build this modern 
sales feature into your product with an accurate Telechron C-52 
on-off clock switch timer. 

This smartly styled timer takes the arithmetic out of cooking. 
Set the “stop cooking” hand for the time you want your meal 
to come out of the oven. Set the “cooking arrow” for the desired 
cooking period. The Telechron C-52 timer automatically turns 
on the oven in time to complete the cooking period at the pre- 
selected time. Designed for gas range oven control, it’s also 
adaptable for use on roasters, electric steam radiators, attic fans, 
electric blankets and many other household appliances. 


Accuracy is assured by the precision-built Telechron motor, 
and the quick-make, quick-break switch. This type timer is avail- 
able for timing periods up to 52 or 1042 hours. Two distinctive 
styles, narrow or wide bezel, offer design flexibility. Its capacity 
is 15 amps., 115 volts. It can be supplied for any commercial 
frequency. If you're set up to use the C-53 or C-54 clock remind- 
ers or the C-39 off-switch timer, you can mount the C-52 in the 
same size aperture 

Sealed-in motor lubrication reduces wear, lengthens life and 
practically eliminates maintenance. All Telechron motors are 
Underwriters Laboratories approved. For details, write or wire 
Industrial Sales Division, Dept.G, Telechron Inc., Ashland, Mass. 


Cfelechron 





CLOCK TIMERS 
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FLOOR SELLING of kitchen equipment is a big factor with Elfstrom’s, Salem, Ore 
This main floor appliance department adjoins other of the store’s lines which 


include floor coverings, housewares, 


Kitchen Specialists 





job recently. The floor covering de- 
partment tipped the appliance depart- 
ment, and the result was the sale of a 
complete kitchen with steel cabinets, 
electric sink and disposal. But the 
leads flow both ways. As the result 
of satisfactory contact with Elfstrom’s 
during the sale and installation of a 
complete kitchen, one customer was 
sold furnishings for the rest of the 
house. 

Part of the management's job, too, 
is to give the appliance department and 
its kitchen selling activity adequate 
space for floor display, sufficient share 
of the store decorating budget to make 
an attractive presentation of its prod- 
ucts, its share of the window space, and 
money enough to maintain an effective 
promotion and advertising backing for 
its selling efforts. Elfstrom’s has not 
let the appliance department down on 
any point, and the success in selling 
kitchens shows the results of not sub- 
ordinating the appliance department to 
other higher-margin departments. 


Selling at the Store 


The sale of complete kitchens and 
associated appliances in Elfstrom’s 
store in the main shopping section of 
Salem, is an intensified effort managed 
by T. J. Nolan. To take advantage of 
the steady flow of traffic to the store’s 
other departments, a large display of 
Elfstrom’s full line of appliances takes 
a major spot on the sales floor. To 
achieve the intimacy and _ personal 
touch that prospects would find in a 
small appliance store, Elfstrom’s has a 
section of the basement floor allocated 
to the appliance department for its 
complete kitchen and laundry. The 
prospect interested in any single appli- 
ance can be handled on the main floor, 
except when demonstration is needed. 
Then the salesman can take her to the 
complete kitchen or laundry where a 
better se lling job can be done in more 
privacy and in an atmosphere that 
gives the appliance its natural sur- 
roundings. It serves to sell up, too, as 
any dealer who demonstrates in a com- 
plete kitchen or laundry has found. 


CONTINUED FROM PAGE 44 


paints, gets attention of heavy traffic 





While the maintenance of the main 
floor appliance sales section is a neces- 
sity to make use of the floor traffic and 
to achieve a volume in such items as 
socket appliances and radios, the base- 
ment department serves a_ profitable 
purpose other than its basic use as a 
demonstration and personal sales room. 





a * 


ESTATE 
HAS IT/ 


we Ho 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 





for pressure onhten! 


and pressure canning! | 
* | 


See page 27 


_ ss 
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The basement location for the kitchen 
and laundry brings these appliances 


close to the important traffic that 
patronizes the other basement depart- 
ments—roofing, plumbing, tile and 
wallboard, insulation, and oil heating 
equipment. As the people coming to 
these departments are interested in 
some degree of modernization, they 
provide excellent prospects for com- 
pl te kitchens. 

he appliance department’s selling 
policies are in a state of flux because 


of a change in managers, but there is 
no question of the emphasis that will be 
continued on the sale of complete 
kitchens. Evidence of Ralph Eyre’s 
overall interest in the store’s sale of 
kitchen and associated equipment is 
his hiring Tom Nolan to manage the 
appliance department. Previous to this 
connection, Nolan was the man in 
charge of G-E kitchen sales for the 
General Electric Supply Corp., Port- 
land. He has taken over all appliance 
sales for Elfstrom’s, replacing the pre- 
vious, equally kitchen-sales-minded 
manager, Ray Bonesteele, who re- 
signed to go into business in another 
city 

From his experiences working with 
all G-E kitchen appliance dealers in 
the territory of Portland G-E Supply, 
Nolan has brought with him and is 
putting to use a variety of ideas on 
kitchen selling. During the summer 
and fall months, Nolan is putting the 
department’s sales pressure on home 
freezers—but not only for the volume 
that the freezers themselves produce. 
He is featuring freezers as the first 
step in a campaign to sell more com- 
plete kitchens than the store’s present 
large volume. Nolan says: “The home 
freezer, as the most modern method of 
food preservation, warrants the best 
methods of food preparation.” He 
feels that it is easier to get into many 
homes with a home freezer first, be- 
cause this appliance offers customers 
the most immediate results, and because 
it does something that none of their 
present appliances can do. Once the 
freezer is in the home, he says, then 
the salesman has a strong foothold for 








the sale of a new kitchen, either as a 
complete remodeling job, or over a 
long period as “bits and pieces”. 
Nolan’s program calls for developing 
this freezer business and the kitchen 
business that will follow by increasing 
the store’s promotion and sales activi- 
ties. Using the store’s G-E kitchen, 
home economists are scheduled to run 
a series of cooking schools featuring 
frozen foods. The demonstrations will 
tie in with every piece of equipment in 
the complete kitchen. On the outside, 
more salesmen will supplement Elfs- 
trom’s present force, and will enable 
the appliance department to extend its 
selling activity further into the large 
rural and farming area that surrounds 
Salem. Nolan plans protected terri- 
tories for each salesman, even in the 
rural areas, and the protection will 
extend to the customers from those 
areas who come into the store to trade. 


Selling Kitchens in the Field 


Elfstrom’s third powerful sales 
punch that has given this store a fine 
record in selling complete kitchens, is 
outside selling by kitchen specialists. 
Good example is Charles Fearig, young 
but experienced specialist in selling 
General Electric kitchens. Fearig con- 
centrates on kitchens, dividing his time 
between the store and the field, de- 
veloping prospects, working with pros- 
pects on preliminary plans, double- 
checking on the progress of construc- 
tion and installation crews as custom- 
ers’ kitchens go in, follow-up on 
kitchens after installation to see that 
they are satisfactory, contact with pre- 
vious customers to sell additions to the 
appliance group that was purchased. 

Procuring prospects for kitchen sel- 
ling is not too difficult, says Fearig. 
The easiest method to get good pros- 
pects, he says, is to get one kitchen 
installed in a neighborhood, and then 
work on the large number of friends 
and neighbors who will be impressed 
and interested after they see this instal- 
lation. These prospects will not be 
taking only the salesman’s word for 
the value and convenience of the com- 

(Continued on next page) 





SALESMAN SELLING, and selling up, is part of Elfstrom’s successful promotion 
of kitchen business. Chas. Fearig, above, specializes in selling G-E kitchens, 
has returned to home of Mrs. Chas. Wood, left, on follow-up call. He explains 
control problem that has bothered her, will have chance to talk about more 
new cabinets before leaving. 








Mats to fit every range... 
A mat for every appliance! 





stop and buy” traffic— 


and that ADDED PROFIT! 


Display your electrical appliances on Aristo-mats, and see how 
much smarter and brighter they look! They sell faster that way, 
too! Then suggest an Aristo-mat to brighten and protect 

your customers’ table and presto—you've added a tidy sum 

to your sales check and a nice, easy profit to your day’s business. 
For finest quality and beauty of product, look for the name 
ARISTO- MAT. Specify Aristo-mats when you order. 
Immediate shipment—1 doz. to carton, 25 lb. wt. 


Kant-Kut Korner—an exclusive, pro- 
tective feature! "Quad-Coat"’ Process— 
guaranteed not to chip or peel! Many sizes 
— round, square, oblong—for every need! 


Be sure it’s ARISTO-MAT—the only 
NATIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see your local 
jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 


1315 West Congress Street + Chicago 7, Illinois 
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ELGIN 


WALL and BASE CABINETS 


COUNTER TOPS « SINK FRONTS ¢ FILLER STRIPS 


Individual or continvous sink and 
counter tops to fitevery shape kitchen. 


COMPARE THEM FOR QUALITY 


ELGIN STEEL KITCHENS 
ELGIN, ILLINOIS 


of) 


tastirute 











Kitchen Specialists 


eee CONTINUED FROM PAGE 187 comms 


plete electric kitchen, they will have 
the more important indorsement of the 
woman who uses one. The next best 
way to sell is to get prospects into the 
homes where kitchens have been in- 
stalled, whether or not the prospect 
knows the owner of the kitchen. Usu- 
ally, such a visit will come after the 
prospect is pretty well sold by the usual 
methods, and serves mostly as a means 
of giving a strong sales punch that will 
close the sale. Although she has been 
nearly sold by the salesman’s efforts, 
by the manufacturer’s literature, and 
by demonsirations of the complete 
kitchen in the store, a chance to see one 
of these kitchens installed in a home 
serves to show that what the salesman 
has said can be worked out in the 
home. It translates the cold, store 
model kitchen into the warmth of a 
home atmosphere. And it serves too, 
says Fearig, to make the prospect envi- 
ous of the people who have the ad- 
vantages of this complete kitchen. 

Like most other aggressive kitchen- 
selling salesmen and dealers, Fearig 
keeps a sharp eye for all evidence of 
new construction and remodeling in 
the Salem area. He tries to get to the 
contractor before the working plans 
or the construction have progressed 
to a point where it would be a problem 
to alter them to include a complete 
kitchen or an electric sink. 


Home Bureau Service 


Important in Fearig’s selling is the 
use of the General Electric Home Bu- 
reau’s service in designing and speci- 
fying for any kitchen, new or remod- 
eled, which he has a chance of selling. 
This service, available to all dealers 
in G-E kitchen equipment through 
their distributor, is made available to 
Fearig through G-E Supply Corp., 
Portland, Ore., where Ed Parsons is 
appliance sales manager and Harry 
Wiggers is manager of kitchen sales. 
However, Fearig points out, he has 
found that it pays to be selective in 
making use of this service. He feels 
that the experienced kitchen salesman, 
using common sense, can tell when a 
prospect is sufficiently sincere about 
her intention to buy a new kitchen to 
warrant the cost and manpower that 
must go into the design, photograph- 
ing, blueprinting, etc., that accom- 
panies the layouts furnished by the 
Home Bureau. As a result, Fearig has 
closed the sale of 80 percent of all the 
kitchens that he sent to G-E Supply 
for this layout and design service. 

Fearig has followed two almost hard 
and fast rules in his selling of kitchens. 
1. Sell the electric sink, and you've 
sold a complete kitchen. 2. If you can’t 
sell the electric sink, drop the prospect. 


The Sink Is the Key 


He feels that the sink is the key to 
the complete kitchen, that even without 
the garbage disposal unit, it is the 
work-saver and convenience that makes 
the change in the kitchen worthwhile. 
And he knows that once the sink is in, 

(Continued on page 190) 
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Hl takes two lo make a bargain 


AND IN FREEZERS IT’S ORLEY! 


Dealers and their customers agree that ORLEY is the best buy. 


Dealers are happy because they eliminate “cats and dogs” . . 


. two ORLEY 


models meet all their needs. Customers are enthusiastic about ORLEY 
appearance, mechanical superiority and matchless performance. 
It will pay you to back this new champion in the freezer field! 





ORLEY Super Seven 


Offers giant capacity—74 cubic feet—in less over-all dimen- 
sions than conventional 5-foot models . . . because of 
advanced design and special insulation. Completely auto- 
matic—no dials to get out of order. Quick-freezes AND 
stores. Exclusive Insto-Freeze shelves and Hand-Eez Tray. 


Dulux finish. Priced to meet and beat competition! 


ORLEY FREEZERS, 











ORLEY Sixteen 


Streamlined space-saving suburban or farm freezer. 16 cubic 
only 66” long, 36” high, 28” front-to-back. 


Offers exclusive Insto-Freeze shelves for quick-freezing... with 


feet capacity .. . 
generous storage space. Completely automatic. Free from 


service worries. Dulux finish. Butterfly locking device. Out- 


strips competition—feature for feature and dollar for dollar. 


Inc. 


Detroit 25, Michigan 
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Just these two ORLEY models are all you need for profitable freezer business 
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JEAIUARY WOOD 




















NEV PIORICA 




















SMG U3U 








4a¢ 

















NAY PIER, GHIGAGO 




















NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not for profit) 
EXECUTIVE OFFICES: 1402 MERCHANDISE MART, 222 NORTH BANK DRIVE, CHICAGO 54, ILLINOIS 
TELEPHONE DEL. 8585 
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| if it has been sold by itself, sooner or 
| later he will sell that customer the rest 
of the kitchen. It may be a month, or 
a year and a half later, but sooner or 
later the customer will want to | ive 
|the rest of the kitchen match this key 
piece of equipment. Furthermore, the 
customer is bound to get so much 
pleasure and _ satisfaction from the 
conveniences of the electric sink that 
she and her family will look to the 
salesman favorably for any of his sug- 
gestions in the future. 

In preparation for selling the rest of 
the kitchen, Fearig tries to have every 
installation of a sink-dishwasher unit 
| provide for the easy installation later 
of a garbage disposal unit. He puts 

every pressure possible on the cus- 
tomer to have the plumber fix the pipes 
so that the disposal unit can be in- 
stalled without going behind the walls 
again. And he has the electrician put 
in a double junction box to provide 
the outlet for the disposal. Once this 
|has been done, Fearig knows that it 
won't be long before he can make his 
start toward selling the rest of the 
| kitchen by starting on the customer for 
the addition of a disposal. And when 
he does, he can show her that her sink 
is practically ready to take the unit 
without costly changes in the piping 
and wiring. End 


Small Store Tricks 
in Blanket Selling 


CONTINUED FROM PAGE 60 comme 





policy of encouraging and listening to 
customer complaints about health in 
conversations that spring up daily dur- 
ing stote transactions. They feel this 
interest naturally, as figures in a small, 
neighborly community; and they add 
that they reap benefits sales-wise, too, 
not only in the opening afforded for 
talking about domestic heating mer- 
chandise, but in relation to electrically 
warmed bed coverings, and how they 
fit into healthful living conditions. 

Mrs. Pfeil related that a Mrs. Jones, 
for instance, expressed worry about 
recurring colds. After a busy day 
about her housework, she often wanted 
to lie down after supper and combat 
the cold with rest. But she dreaded 
entering the cold bedroom and crawling 
between chilly bed clothing. 

“So I demonstrated the electric bed 
quilt to this person,” said Mrs. Pfeil 
“and enumerated its attractive features 
in such a situation. A good percentage 
of our sales stem from similar circum 
stances.” 

Other blanket and quilt sales have 
been made to customers who suffer 
from chronic ailments of various kind 
—the Pfeils noted prospects who regu- 
larly voice discomfort from rheuma- 
tism, arthritis or backaches, for ex- 
ample; they buttonholed these persons 
and cited the help which the even, 


(Continued on page 192) 
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How To Boost 
Appliance Sales 


This handbook gives 
vou the answers to ap- 
pliance sales problems 
—helps you sell major 
:ppliances uickly, 
more profitably. It an- 
alvzes the electrical 
appliance market and 
outlines successful 
selling techniques .. . 
it shows you how to 
build sales in rich 
small-town markets, 
and gives convincing 
sales - closing argu- 
ments why electricity 
out-performs all other 
power sources. Facts 
ind figures compiled 
from surveys of homes 
ind farms help you prove the advantages of 
electrical appliances over other types . . . put 
punch into your sales talk - help you 
demonstrate the greater convenience and 
economy in electricity. 


1. The Electrical Appliance Sales 
Handbook 


LAURENCE WRAY, Editor, Electrical 
Merchandising, 225 pp., illus., $3.50 


nn 





I 





USE THESE TESTED 
METHODS TO GET 
MORE ORDERS 


wder-getting methods tested and used by the 
r during his 25-year selling career Outlining 
ple principles of selling and explaining how to 
apply them to increase sales, this book guides your 
y step--shows you how to push a sale through to 
actual order It gives you detailed methods for 
building your sales talk and testing it—shows vou how 
get in to see your prospect how to get his atten 
m and hold it how to make him want your 
product how to convince him of its value 
and how to close the deal 


2. The 5 Great Rules of Selling 
By PERCY H. WHITING, Managing Director 
of Dale Carnegie & Co., 261 pp., $3.0¢ 


Here are 





PRACTICAL POINTERS 
ON STARTING YOUR OWN 
BUSINESS 


in this book an experienced marketing consultant sup 
plies basic requirements you must meet to insure the 
hest chances for success in your own business It 
explains what it means to have your own business, what 
tangible assets and personality qualities you should 
have, how much rent you should pay, how to guard 
r credit, how to plan, lay out and operate your 
tablishment, and protect and expand your invest 
ent Thumb-nail sketches of performance records of 
24 types of business bring you expert observations on 
pra an, ee operating techniques that have proven 
essful 





3. Going Into Business for Yourself 
By O. FRED ROST, Editor, Wholesaler’s 
Salesman, 334 pp. Illus., $3.00 





HOW TO INCREASE 
YOUR ABILITY TO THINK 








Everyone who reads this book may increase his power 
lving 1 ler and thinking « by full 
I 1 In any ases it will be double } tl 
w te ink r u 
at tl ng proc how “ 
r ha en a plished ! r and 
! n think’n eatively and 1a 
‘ L ve techr 1e¢ of thin 
H r g reverie for nking 
ative na i He pha ® 
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4. Think for Yourself 
I ROBERT P. CRAWFORD, Asst to the 
or, Unive ty of N $2.75 


ebras 





Examine any or all of these books 
10 DAYS FREE 








S I ‘ ndicate on the handy coupon th 
ar n ma Your books will be sent 
Read thet . for yourself the wealtl 

€ nfor t available } At the end 
turn them postpaid 
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| YOU CAN PROFIT NOW 














FREEZ’R LOCKER — 
FRESH’NER LOCKER 


The double feature 
refrigerator — another 
FIRST by Gibson. The 
handiest refrigerator 
they ever used, say 
thousands of Gibson 
owners. 





LOOK FOR 


1948 








FROM RANGES AND 
FREEZERS TOO! 








Yes—you too can profit from 
Gibson Ranges and Freezers 
NOW, as well as from Refrig- 
erators. ‘ 


Consumer advertising in 
famous magazines is telling 
millions about Gibson each 
month— Saturday Evening Post, 
Good Housekeeping, Ladies 
Home Journal and Better Homes 
and Gardens—all building 
greater sales for Gibson 
dealers. 








HOME FREEZER 


Upright, convenient. 
Saves floor space. 
Freezes ond stores all 
kinds of frozen foods, 
for months. 




















GIBSON ADVERTISEMENTS— 


in LADIES HOME JOURNAL 

in BETTER HOMES AND GARDENS 
in GOOD HOUSEKEEPING 

in SATURDAY EVENING POST 














IN WASHINGTON FRUGAL powNn-prart 
HOT-BLAST OIL BURNING SPACE HEATERS... 


20 


EASILY CLEANED STAINLESS STEEL BURNER 


FORCED CIRCULATION iF DESIRED 


In the face of continued shortages and high 
prices for fuel oil, your customers are looking 
for more than a fancy name plate, when buying 
a space heater. For greater sales possibilities, 
bigger profits, sell Washington Frugal Oil Burn- 
ing Space Heaters, made by Gray & Dudley, one 
of the great names in heating and cooking 


appliances . . . since 1862. 
ESTABLISHED 


COMPANY 
NASHVILLE 3, 


1862 


TENNESSEE 




















To increase 
heating efficiency 
and comfort... 
and your profits 
too... 


GRAY & DUDLEY 
ACCESSORIES — 





IMustrated is electric fan, Installed at any 
time in front panel. Other convenient acces- 
sories include: ‘‘Insta-Liter’ for quick start- 
ing, ‘‘Trapit’ filter and sediment strainer, 
two electric thermostats, and ‘'Oilifter” used 
when fuel tank is below burner level. 








WASHINGTON FRUGAL DISTRIBUTORS 


BAKER & HAMILTON 

San Francisco, Califernia 

A. C. BLACK COMPANY 
Minneapolis, Minnesota 

BRANDON COMPANY 

Little Rook, Arkansas 
BROWN-CAMP HOWE. COMPANY 
Des Moines, lewa 

CALIFORNIA HOWE. COMPANY 
Les Angeles, Califernia 

CANTON HAROWARE COMPANY 
Canton, Ohie 

DEALERS ASSUIANCE COMPANY 
Kansas City, M 

FOREMAN DISTRIGUTING COMPANY 
Pertiand, Oregen 


M.A. MASTS EV & CONPARY 

G ‘ennsytvania 

HOFFMAN Nowe PomPany 
a 


GUY H. LANDON 
Cotorade Springs, Colerade 
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rue LEE HOWE. Se. LTD. 


Louisian 
LONG-LEWIS HOWE. COMPANY 
eee. Alabam 
McCLA W DISTRIBUTING COMPANY 
Chartotte, arolina 
mMcGOWIN- CvoNs HOWE. & SUPPLY CO. 





Milwaukee, W 
MVER- -BRIDGES COMPANY 


Kentucky 
n C. NOLL COMPANY 
Omah r 
OZARK MOTOR & SUPPLY COMPANY 
Seringteld. 
PHILLIPS HOWE. COMPANY 
Fenunreae ™ an 
THE Pt ONEER TIRE COMPANY 
am 
6. KEY COMPANY 
arinette, _— 


“ 
als at inc 
Nerfetk, Virginia 








obile, Alabama 
MILWAUKEE aoe & FURNACE REPAIR CO. 


RED AA np at om. COMP. 
Sait tone ANY 


REPUBLIC Suprty corp 

Detroit, Michiga ew 
SIDNEY SCHRAVER 

ph & COMPANY 
SIEG Wome SUPPLY COMPANY 
Davenport. 


SMALL & Sct scHeLosKy COMPANY 
THE TOSEPH. . "SMITH 
Tolede Onto COMPANY 
SPOKANE PAPER & STATIONERY 
ag AS COMPANY 

ce. FARM & HOME STORE 
STANLEY DISTRIBUTING 
TAY HOLBROO a” 

° K, INCO 
avs RPORATED 


sce, 
UNION HOWE. & METAL Com 
Les Angeles, California = eee 





Small Store Tricks 


‘in Blanket Selling 


es CONTINUED FROM PAGE 190 cemmmmncnes 


lulling warmth from an electric blanket 
can be in relieving such distress. 
The area’s unpredictable weather 
extremes, especially during winter 
months, is another of their considera- 
tions in merchandising blankets: 
“Let it blow up a storm tonight,” 
they say to a customer; “You won't 
give a hoot about the drop in tempera- 


| ture when you can just reach out and 


touch your blanket controls. You're as 


| snug as a bug in a rug!” 


Emphasize Safety 


To go back a ways, the Pifeils early 
set out to combat the inherent “fear” 
of electrically-wired bed coverings. 
They initially took blankets home and 
convinced sales clerks of the soundness 
of the idea of personal use. 

They relate their own experiences, as 
do the clerks (part-time employes), 
emphasizing the sleeping comfort, ease 
of operation and absolute safety; po- 
tential buyers readily listen to these 
discourses, they find. 

“We try not to miss a bet when we’re 
selling blankets,” smiled Mrs. Pfeil. “I 
talk about the flame-proof feature, 
hand over the blanket with non-slip 
material and let the customer admire 
it, point out that it is pre-shrunk and 


| water-proof—we say that it is wash- 


able, but at the same time recommend 
dry-cleaning at the infrequent intervals 
when it becomes soiled. 

“Then there is the smoothness of the 
control box, an important point to the 
person reaching out in the dark, for 
instance, to make an adjustment in 
temperature. The signal light on the 
box appeals to many, too. To top off 
the entire discussion, we don’t forget 
to stress the beauty of a blanket, im- 
portant to a bedroom atmosphere.” 

A “clincher” in some instances has 
been the statement that with electric 
heat coming from a single blanket, 
often a good many other bed clothes 


| are not necessary. This is an economy 


factor, they cite, and a boon, too, to the 
harried housewife who realizes a sav- 
ing in bed-making time and effort, day 
after day. 

“We adapt our sales talks, of course, 


| to the customer at hand,” concluded 


| 


Mr. Pfeil. “More often than not we 
know the person from previous busi- 
ness and social contacts, his work and 
something of his home, and thus we 
are cued on our approach to a blanket 
demonstration.” 

On the whole, the Pfeils have found 
that customers consider the price of a 
blanket very reasonable, in view of the 
fact that it is a new appliance, and 
that any kind of merchandise today 
sells at an unprecedentedly high price. 

As to other appliances handled at 
Pfeils’ store, the nationally advertised 
brands include such names as Philco, 
RCA, Norge, Universal, Thor, Mix- 
master, Toastmaster, Zippo, ABC, 
Evans, Westinghouse, Deepfreeze, 
Cory, Silex, York, General Electric, 
Telechron, Simmons, Magic Chef, 
Lane, Proctor, Emerson and others. 


End 


SEPTEMBER 1, 1948—ELECTRICAL MERCHANDISING 





, ese ree Hahei dh Thomas Meds bul habs 


lanket 
3 

eather 
winter 
sidera- 


uight,” 

won't 
npera- 
ut and 
1’re as 


_ early 
“fear” 
rings. 
le and 
idness 


pes, as 
byes), 
, ease 
7; Ppo- 
these 


we're 
eil. “T 
ature, 
n-slip 
dmire 
k and 
wash- 
mend 
ervals 


of the 
to the 
k, for 
mt in 
m the 
op off 
forget 
t, im- 
*s has 
lectric 
anket, 
lothes 
omy 
to the 
1 Sav- 
t, day 


purse, 
‘luded 
ot we 
busi- 
k and 
is we 
anket 


found 
- of a 
of the 

and 
today 
price. 
ed at 
rtised 
hilco, 
Mix- 
ABC, 
reeze 
ctric, 
Chef, 
thers. 
End 


ING 








wy) 


PRESTON (above) is an ideal Seth Thomas* clock to 
feature for your fall and early holiday buying season, In 
traditional design with graceful, modern lines, it appeals 
instantly to shoppers who seek that rare gift . . . one 


they'll be truly proud to give. 


The Preston fits perfectly on narrow mantels, and its 
rich mahogany case with polished brass feet enhances 
the entire setting. It’s an electric, strikes hours and 
half-hours. Height: 634 inches. Width: 12%¢ inches. 


Priced at $51.00 retail, including Federal tax. 


This: Seth Thomas model and the two shown at the 
right are attention-getting clocks that help build busi- 
ness. Feature them prominently in windows and dis- 
plays. Contact your wholesaler—now—about these and 
other nationally advertised electric self-starting models. 


Seth Thomas Clocks, Thomaston, Connecticut. 
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FEATURE THEM THIS FALL 


PLAZA is an ultra-modern electric wall clock... 
new, smart-looking, and distinctive. Reflects good 


taste. Makes a beautiful gift. Raised hour-markers 
and clock hands are in rich gold color and con- 
form to the pleasing contour of the solid case. 
Overall diameter 13'4 inches. Available in genuine 
walnut or blond birch finish. Retails at $55.00, 


Federal tax included. 


PRICES SUBJECT TO CHANGE 





ECHO is another fast-seller...a Seth Thomas 
Electric combining the beauty of an occasional 
clock with the utility of a mellow-toned alarm. 
Suitable for cabinet, table, desk or boudoir. 
Genuine walnut case, solid mahogany ends. Pol- 
ished brass sash and feet. Dial 3'4 inches in 
diameter. Retails at $14.95 for plain dial; $16.75 


with luminous dial, Federal tax included. 


*REG. U. S. PAT. OFF 


SETH THOMAS 


Product of GENERAL TIME Instruments Corporation 
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AT LAST... 
ICE CUBES WITHOUT A STRUGGLE! 


Now standard equipment in many 
leading makes of refrigerators 


ORIGINAL 
all-plastic 
ice cube 
tray 





“JUST A TWIST AND OUT THEY POP” 


ROTO-TRAY is made of POLYETHYLENE—is the handiest, 
most serviceable, indestructible ice cube tray ever made. 
8 
Removes one — two — or any number of cubes, instantly, by 

a simple twist of the wrist. 

® 
Eliminates for all time the nuisance of running water — wet 
hands — half melted cubes. 


® 
No chopping — no tugging — no frosting or freezing to 
refrigerator. 
SOLD BY DEALERS FROM COAST TO COAST 


2 STANDARD SIZES: 
16 cube ROTO-TRAY 
11” x 4% 


x1%" $1.69 
‘U.S. Patent No. 2,433,210 
“4  9.433,211 
$1.39 ' “ # §.137,122 


Copyright, 1948, RMC) 


12 cube JUNIOR 
9” x 3% 


x 1% 


8 cube MIDGET 


10%” x2 .95¢ 


. a 
YT: 
oP UBLIt 


4643 W. Lexingtg, (OR PORAT 1ON 
Ave., Chicago 44, iinots 


x 1%” 
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The Time Has Come to Train Salesmen 





viduals participate. The Jam Handy 
motion picture, “Selling America,” is 
presented early in the course and all 
attending receive copies of the booklet 


| “Selling America” based upon the 


| furnished with each class. 


tenets of Ben Franklin as presented in 
the picture. Mimeographed pages of 
material prepared by the State De- 
partment of Education working in con- 
junction with the sponsors will be 
The state 


| furnishes easels, blackboards and such 





material, and instructors come from 
the school districts, at no cost to the 
sponsors. The local committee or spon- 
sors provide any appliances used for 
exhibit or demonstration and also see 
to it that projectors and screen are 
available. 

The local advisory committee makes 
all arrangements and coordinates the 
details of the program in the various 
localities. These committees are com- 
posed of local representatives of the 
sponsors, school districts, state depart- 
ment and cther interested parties. 

Publicity is to be given the classes 
locally and brochures provided by the 
central organizations are 
sent to all local dealers. It is intended 
that classes shall normally consist of 
not more than from 20 to 30 enrollees, 
with the idea that if more are desirous 


sponsoring 


of taking the course, a second group 
will be formed. 


Subjects Covered 


It is expected that meeting places 
can be arranged in most cases without 
cost, but in the rare instance where it 
is necessary to rent space, the cost wil! 
be met by the sponsors. Schedules have 
tentatively been arranged for 34 
classes, from Bakersfield to Eureka. 

The first half of the course is to 


| cover the following subjects: 


The Value of Sales Training 

Getting Them Talking 

Being Agreeable 

Getting Together 

Keeping Your Neck In 

Telling the Whole Story 
Each class will last an hour and a half, 
with the talk and slides or motion pic- 
ture occupying the first half of the 
time, followed by discussion and active 
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participation on the part of members. 

In order to introduce the idea to 
those who come closest in contact with 
dealers, a short version of the subject 
matter is to be presented first to the 
dealer representatives of the Pacific 
Gas and Electric Co. They will also 
be schooled in techniques and methods 
of organizing dealer groups. 

This will be followed by special 
classes for salesmen of wholesalers 
and manufacturers’ representatives, 
which will be held in all the principal 
cities of northern and central Cali- 
fornia. These classes will be fore- 
shortened versions of the dealer course, 
designed to acquaint the wholesalers’ 
representatives with the course and to 
enlist their support in interesting deal- 
ers in the project. 

The second half of the scheduled 
program will not take place until the 
fall, when the special instruction in gas 
or electric appliances will be given 
separately. The electrical half of this 
project will be covered by four classes, 
covering the electric range, electric 
water heater, electric refrigerator and 
home laundry equipment. As_ with 
the other classes, the time will be one 
and a half hours for each period, with 
time to be arranged at the convenience 
of participants. A similar type of 
publicity will prepare the way for 
these classes. At present scheduled 
meetings are planned for eleven com- 
munities, with potential groups sug- 
gested for four other areas, but the 
schedule may later be expanded 
need arises. P.G. & E. dealer repre- 
sentatives and salesmet 
are to be given forshortened previews 
as before. 


wholesalers’ 


George C. Tenney, president of th 
McGraw-Hill Co. of California is 
chairman of the education section of 
the Northern California Electrical Bu- 
reau sponsoring the electrical portion 
of the event. Others on the committe 
include: C. R. Birkholm, Frigidaire 
Sales Corp.; L. D. Stull, Apex Ro 
tarex Corp.; Wm Lancaster, Leo J. 
Meyberg; R. L. Henning, G-E Sup- 
ply ; Harold Hugo, Westinghouse Elec- 
tric Corp.; and W. E. Lind, Pacific 
Gas & Electric Co. End 
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— Why Not Sell There’s a difference between single-sale margin 


. > and durable profit resulting from lasting cus- 
Your Credit Terms: tomer satisfaction. The latter is based upon 
Vi 7 ITH a definite trend toward in- performance, not promises. Check some of the 
Y stallment buying on the part of reasons for Perfection Performance... 
the public, the question of credit terms 


has become an important one for the : 

electrical dealer. As before the war, PERFECTION “Multi-Heat” burner saves ’ 
the department stores and well financed fuel by giving you the exact heat required. IT’S 

larger Erms are pt to offer low NEW; IT’S BETTER. PERFECTION “Midget” 

lown payments and long terms as ; ; 

ot ee i Map r-cragpthal x pilot saves fuel by burning for hours on a cup 

inducement to buy, while the smaller | : 














dealer must accept the 25 percent first of oil. ITS NEW; IT’S BETTER. 
payment and shorter terms set by the 
bat k oF eT company. The Inland PERFECTION automatic control helps user 
Empire Electrical Dealers’ Association fe ; me 
= sives some good advice to its members take full advantage of “Multi-Heat” system, 
n this subject in a July bulletin. It these features of enjoy more comfort per gallon with less work. 
says: IT’S NEW; IT’S BETTER. 
“Credit plans constitute another 
form of customer service and dealers 
who establish credit terms that are PERFECTION economizing heat extractor 
suitable for their operations can hardly saves heat that would go up the chimney. IT’S 
be criticized—no matter how liberal NEW: IT’S BETTER. 
the terms may be. The dealer who 
liberalizes his terms with the intent of 
meeting competition from department PERFECTION “Floor-Flo” circulating 
— and chain stores is not being unethical. blower puts heat where it is needed. IT’S NEW; 
But he may be taking a serious risk. — | IT’S BETTER 
“There are several things to be re- ; ‘ ~— 
mbers. membered about the ‘10 percent down’ 
aot agg peta hg see oil-burning PLUS many other features you can show 
ubject 08 pete iy a — clearly with the Perfection demonstrating wall 
J cessary to carry their own paper, : : PT iage 
to the and they realize a return from carry- chart and animated demonstration display, illus- 
Pacific ing charges. This return, on the large | trated below. 
I also volume of credit business they do, 
ethods more than offsets any losses they might 
suffer. True, they have a risk—but | 
special it’s a calculated risk which is minimized i 
ssalers percentage wise by the volume of their 
atives, business. 
ncipal 
Cali- More Advantages j 
enn “They don’t offer the most liberal | 
ourse, 


, terms to just any customer. The nature | ° d Ti b 
0 of their operations enables them to em- with any an a others 
and to ] : 6 3 : 

ploy trained credit investigators who d bl ti | 
y deal- can check and evaluate prospects’ | for urd e pro it vaiues 
credit. Furthermore, the size of their 
organizations reduces the expense of 





eduled 





til the collection and repossession procedures. 
=o “Large stores are no more to be 
of this criticized because they are able to give | The dealers’ demonstration 
more liberal credit terms than smaller ; 
lasses, dealers, than they are to be criticized | U™S shown are only a part 
— for their ability to buy advertising by | of the most effective sales 
” with the page instead of by the inch. But | promotional campaign in 
Sipe the smaller dealer has always been able the heater industry. In- 
: to compete with the big outlets, despite 
I, wit their large advertising expenditures | cluded are full-color cata- 
careigear and other advantages, by selling his | logs, folders and mail pieces. 
sy S. particular brand of service along with These are nationally backed 
-duled oe remen. sal a 
— Why not sell your credit terms, , by full pages of dramatic 
Aaa too? You might point out that your | advertising in 23 publica- 
oe terms have been set to add convenience | tions, There are more than 
without adding too much to the cost. | ._ al ‘ 
ded You can show how much extra it costs 270 million chances for Per- 
"sso to buy on the terms you offer them for | fection Heater pages to be 
— | - aes how — more ty _ tt seen duringthisseason alone. . . 
- ee | teog customer bought at , Perfection Heater Demonstration Chart 
or tn “Most people do not realize the cost Perfection Heater 
patio oi buying on time. Why not tell them? Demonstration Display 
ion 0! After all, you are not a credit agency 
“al Bu selling credit terms. Your terms are 
aon probably no more expensive to the cus- 
imutter tomer than anyone else’s terms. They NATIONAL 


* 
“yo ire less expensive than the liberal SHOWROOM Perfection Stove Company ne ae Seen 


. Cleveland 4, Ohio 
terms available in large stores. As one Merchandise Mart 





Leo J dealer who has successfully held to Chae - Manufacturers of Ranges, Cook Stoves, Home Heaters, Water Heaters, 
Sup conservative credit terms says: “First, | Room t278 Winter Air-Conditioning Furnaces 
Senet I sell my product. Then I sell my | 
ar credit terms.” End | ATLANTA + CLEVELAND + CHICAGO «+ JERSEY CITY * KANSAS CITY * OAKLAND * ST. PAUL 
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Point to remember when taking on any new line of electrical 
heating appliances . . . If they're made with CHROMEL, they're made to sell 
-+. and stay sold, too, to satisfied customers. CHROMEL, you know, 


is the original nickel-chromium resistor wire . . . the wire that 


made to sell 


with chromel 


» os : : 
the original nickel-chromium 
heating element wire 





first made electrical heating practical. It gets hot, stays hot, lasts 


a long time. It's the one good wire specified for nearly 40 years 


by makers of good electrical heating appliances. 


HOSKINS 


4445 tAWTON AVE. 


YOu'LL FIND | 


‘e@citdg : | 


| 


IN THESE 
PRODUCTS 
YOU 
SELL 
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MANUFACTURING 


© DETROIT 8 MICHIGAN 
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| sale to set the pattern of what is to 










S. ANTHONY KIRKPATRICK 
Wahiawa Appliance Agency on the Island 
of Oahu, T. H., knows how to handle time 
payments. 


| First Payment 


Sets the Pattern 


HE first few installments are the 
important ones in a time payment 


come, says S. Anthony Kirkpatrick, 
owner of the Wahiawa Appliance 
Agency of Wahiawa, Oahu, in Hawaii. 
Mr. Kirkpatrick was for some years 
credit manager of the power company 
office in Wahiawa and at that time 
| learned that customers sometimes feel 
| out the people they are dealing with 
If they find that dilatory payments d 
not bring prompt and dire results, the 
may fall into the habit of falling behind 
until they let their financial obligatior 
become too cumbersome to handle. 


When he went into the electrical ap- 
pliance business for himself, Mr. Kirk- 
patrick resolved to follow up the first 


few payments closely as a matter of 
policy, asking for strict adherence to 
the sales contract. Once the customer 
accepted that this was the pattern, he 
followed thereafter with no great di- 

| vergence, except for great emergency. 
On the whole, Mr. Kirkpatrick has 
found, those living in simple homes are 
good risks. They are proud of the 
| shining new appliance and when they 
acquire it all of the neighbors are 
aware of the new acquisition. It would 
be very hard for them to acknowledge 
that it had been taken away again— 
and if they really believe that this 
might happen, they will go to consid- 
erable lengths to meet their payments. 
Mr. Kirkpatrick not only has had a 
long association with his customers 
through the contacts made while he 
was manager for the power company, 
but he keeps in touch with local people 
in many other ways. He believes in 
taking a real part in community life. 
He is now president of the local hos- 
pital; he is also prominent in Rotary 
and has a share in whatever goes on. 
This is not done for business reasons, 
but naturally it leads to friendly con- 
tacts and eventually to many sales. The 
combination of strict business account- 
ing, friendship and good citizenship 
makes for sound business on every 
| basis. End 
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No More Salesmen 


A\ LAND Oakley of the Oakley Ap- 
4 pliance & Music Co. of Boise, 


Idaho, has had a lot of experience in 

lectrical field. He long operated 
’ nbined wholesale and retail elec- 
trical appliance business at a strategic 
corner point in Boise, combining this 
with an automotive department and an 
extensive service business, all under 
the same roof. More recently the tend- 


ency has been to separate the depart- 

nts entirely. Oakley Properties, Inc., 
which is the over-all firm, now includes 
the Oakley Appliance and Music Co., 
capitalized at $90,000; Oakley Whole- 
sale, Inc., capitalized at $240,000; the 
Oakley-Moody Service Co. (automo- 
tive), capitalized at $90,000, and 
Starkey Electric Service. Both the 
wholesale department and the auto- 
motive are to move to new quarters, 
already purchased, as soon as present 
tenants can be moved. This will leave 
the electric service in the rear and the 
retail appliance and music departments 
to occupy the entire remainder of the 
building. 

Naturally this will mean an extensive 
expansion of retail activities—and 
might be presumed to entail the addi- 
tion of a number of inside and outside 
salesmen. But Mr. Oakley says no. 
His decision is based on experience of 
the firm during pre-war and depression 
years. Even at the lowest ebb of de- 
pression business, the firm employed 
quite a group of outside men. It did a 
large volume of business, even though 
times were hard—but it did not make 
any money to speak of. One year, after 
studying his books, only to find that the 
firm had disposed of a large volume of 
appliances and had kept a number of 
salesmen employed with reasonably 
good returns (to them) in salaries and 
commissions, but had ended the year 
without a cent of profit to the owners, 
Mr. Oakley decided that it did not pay. 
He fired all of his salesmen and he and 
his partners took over the job of sell- 
ing. Admittedly, they worked long and 
hard hours, but the next year, which 
was far worse from a general business 
standpoint, netted them a real profit. 
In fact they figured they were on top 
to the tune of about 12% percent. 


Partners Do Better 


The reason, Mr. Oakley decided, was 
that the partners had a real interest in 
the business and were willing to work 
extra hours when necessary to make it 
a success. Accepting that overhead is 
a4 more or less fixed charge against the 
business, it is clear that profits are 
dependent upon how much work the 
salesmen do. A small increase in the 
gross sales may double the profit. If a 
man sells 12 percent and gets 10 per- 
cent commission, this leaves the firm 
2 percent to pay other expenses. If he 
sells 36 percent, he can be given 20 per- 
cent for his work and still leave 1+ 
percent to pay for overhead and leave 
some profit besides. 

The man who is getting a share of 


Oakley Appliance Co. of Boise, Idaho, 
takes them into partnership instead 





PARTNERS ALL are these young men 
of the Oakley Appliance & Music Co. of 
Boise, Idaho. Arnold Oakley is at the 
right. Others in the firm include: Allan 
Shaver, Con Shane, and J. Benton Bost, Jr. 


the profits is naturally more inclined to 
work hard in order to see that profits 
are large. First experiment of Mr. 
Oakley along this line was to make 
profit sharing a part of the recom- 
pense of salesmen. Inevitably, how- 
ever, the interest of any one individual 
was relatively small and had a corre- 
spondingly small effect on the amount 
of extra work he was willing to put in. 








Share Risk, Too 


So Mr. Oakley is now working his 
entire program out on a partnership 
basis. Those associated with him not 
only receive a share of the profits, but 
they have a risk in the capital. The 
auxiliary firms have been divided up 
and put under the management of a 
partner. In the retail electrical end, 
where he himself is most active, a 
group of young men are associated with 
him, with full partnership interest in 
seeing the business succeed. 


They'll Go Out, If Necessary 


The partners will constitute an extra 
effective corps of salesmen. Naturally, 
they will have no restrictions as to the 
way sales originate or are closed. The 
contacts in Boise plus their desirable 
location, together with the really spec- 
advantage of the firm’s long established 
tacular set-up which will be possible 
when the whole area of the building is 
at their disposal, will mean that for a 
time at least a good proportion of the 
sales will originate and may even Le 
closed in the store. But if the time ever 
comes when it proves desirable to go 
out and ring doorbells in order to keep 
up volume of business, the partners are 
prepared to do so. They are going to 
be alert to follow up every advantage 
in order to roll up profits, for only 
through the success of the business can 
they themselves succeed. 

This is just the way Mr. Oakley 
wants it. End 
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DESIGNED FOR SAFETY 
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The FAN-GLO 
HEETAIRE with 
its TWO Neo-Glo 
elements _ produce 
hot infra-red rays 
instantly, The quiet 
fan forces heated 
air to the area of 
use at once, 


BOTH\ KINDS OF HEAT 


The first heater in 
the world to give 
both — the com- 
bination of hot, 
abundant, | scientifi- 
cally - reflected, in- 
fra-red rays plus 
fan-forced _ heated 
air. 


HEATING SPEEDS 


The new portable 
FAN-GLO HEET- 
AIRE permits the 
use of three heat- 
ing speeds control- 
led by two conveni- 
ently located swit- 
ches. A_ portable 
heater exclusive. 





Even baby’s hands 
can touch the Cas- 
ing — there are no 
hot spots! Bulging 
guard assures com- 
plete safety. FAN- 
GLO HEETAIRE 
is Underwriters ap- 
proved. 





— PLUS THESE 






COMMENDED < 
PARENTS’ > Guaranteed b 
Good Housekeeping 
<for st 
45 apvearisto 1 
Write, wire or phone your supplier — he’s all set to 
help you make more sales — more profits. 


MARKEL 


ELECTRIC PRODUCTS, INC. 





145 SENECA ST 








* COMPLETE 


SEALS 


cunt OR 4 Rifuns oO 


LA SALLE 


LIGHTING PRODUCTS, INC. 


BUFFALO 3, N. Y. 




















































LIGHT WEIGHT 




















Convenient handle 
on top makes the 
compact FAN-GLO 
HEETAIRE easy 
to carry. Take it 
to where WARM 
COMFORT 
Ovrcaty we 
wanted. 

















*% BUILT for YEARS of SERVICE 








Both heating ele- 
ments suspended in 
floating mountings 
permit flexible ex- 
pansion and = con- 
traction—and heat 
evenly — thereby 
increasing their 
long life. 

















FREE DESIGN 


Only the finest ma- 
terials — and a 
manufacturer 
whose priceless as- 
set is his integrity 
— can produce this 














trouble-free hand 
somely finished 
FAN-GLO  HEET- 
AIRE, 






































SELLING PLAN 


MORE PROFITS 
for you. . . be- 
cause its backed by 
powerful merchan- 
dising and advertis- 
ing ammunition 
that’s loaded with 
“come and get it” 
sellsmanship! 
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Great Nens for Electrical Contractors, Main- 
tenance Men, Motor Repairmen, Appliance 
Men, etc. 


THE NEW MODEL 40 


UTILITY TESTER 


A NEW KIND OF INSTRUMENT FOR TEST- 
ING ALL ELECTRICAL CIRCUITS 
AND APPLIANCES SUCH AS— 
























RANGES 
SHAVERS 
HEATERS 
IRONERS 
WASHERS 
FANS 


VACUUM 
CLEANERS 


AIR CON- 
DITIONERS 


REFRIG- 
ERATORS 


SUN LAMPS 
TOASTERS 


WASHING 
MACHINES 


© MOTORS 











[ ALL MOTORS — single phase, multi-phase, universal, squirrel cage, 
induction, in fact every type of motor from fractional H.P. to 2 H.P. 


wwe MODEL 40 UTILITY TESTER: 


Will measure the actual current consumption of any appliance or utility 
either A.C. or D.C. and will measure it while the unit is in operation. The 
reading will be direct in amperes. The appliance or utility may be plugged 
directly into the front panel receptacle. A special pair of insulated clip-end 
leads is included for motors, etc 

@ Incorporates an ultra-sensitive direct-reading resistance range which will ac- 
curately measure all resistances commonly used in electrical appliances, 
motors, etc. This range will enable continuity checks and tests for shorts and 
opens. Will read from a fraction of an ohm to 25,000 ohms 

@ Will indicate when a three phase motor is running erratically due to a 
“blown” fuse. 

@ Will indicate excessive leakage between a motor and a line up to 10 Megohms. 

@ Will indicate whether the voltage is 110 volts or 220 volts, if the current 
is A.C. or D.C and if the frequency is 25 cycles or 60 cycles. 

@ Will test Thermostats under actual working conditions. 

@ Is the ideal trouble-shooter as it will instantly locate opens, shorts and grounds. 

@ Will test all bulbs, radio tube filaments, pilot light lamps, all fuses including 
cartridge, screw, etc., fluorescent bulbs, etc 

@ Will test condensers for both onens and shorts 

@ Will accurately check and locate the exact cause of failure in 3 way heat 
control switches 

@ Will check field coils for opens and shorts. 

@ Will indicate when one side of an appliance or motor connected to the line 

test leads and operating instruc- 


under test is “grounded”. 
tions — only 1 5 


GENERAL ELECTRONIC DISTRIBUTING CO. 


comes housed in a rugged crackle 
DEPT. EM-9 98 PARK PLACE, NEW YORK 7, N. Y. 


finished steel cabinet with 
portable cover, complete with all 


| 
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NEW POSITIONS 





| Noblitt-Sparks Industries, Inc. 


PAUL TANNER 


A revamped executive and field setup 
intended to hypo selling, promotion 
and merchandising of Arvin products 
throughout the country has recently 
been effected, according to Gordon T. 
Ritter, director of sales. 

Involved in the change are Paul 
Tanner, who will be sales manager of 
the appliance division and have com- 
plete charge of the electric iron, 
heater, Lectric Cook and other ap- 
pliance sales, and Raymond P. Spell- 
man, who is taking over the sales man- 
ager’s post in the radio division. Both 
men will be located in the company’s 


executive offices in Chicago, Il. 
Previously, they had been assistant 
sales managers under Mr. Ritter. 


Consolidation in the field has been 
brought about by the appointment of 
Lester M. Graham, former sales man- 


Moe Bros. Mfg. Co. 









































LEE B. THOMAS 


Lee B. Thomas has been elected to 
succeed Henrik Moe as president of 
Moe Bros. Mfg. Co., Fort Atkinson, 
Wis., producers of residential fixtures 
and lamps, it was recently learned. 

Well-known in the merchandising 
field, Mr. Thomas was associated with 
Ekco Products Co., housewares manu- 
facturers, from 1941-7, being president 
from 1943 on. Now president of the 
American Elevator and Machine Co., 
Louisville, Ky., he will retain the posi- 
tion in addition to his new duties. 

At the same time, it was announced 
that Robert D. Burns had been 
elected treasurer and that Verrall Moe, 
vice-president, and Kim Moe, secre- 
tary, sons of the retiring president, 
long active in the management of the 
company, would retain their respective 
capacities. 






L. M. GRAHAM 





R. P. SPELLMAN 


ager of Emerson Radio & Phonograph 
Co., N. Y., as field sales director. He 
plans to supervise the work of Arvin 
district managers in helping distribu- 
tors and dealers with promotional 
plans, sales training and merchandis- 
ing at local dealer level. 

William D. Howell has become 
manager of the premium promotion 
department in charge of Arvin con- 
tacts and selling efforts. 

Mr. Tanner has been with the com- 
pany 15 years, having worked in both 
office and field positions, while Mr. 
Spellman has for five years performed 
in similar manner, having previously 
been with Colonial Radio Co. of Buf- 
falo. Widely known in the radio and 
appliance business, Mr. Graham was 
regional manager for Emerson before 
being general sales manager. 


Hamilton Beach Co. 






RALPH ZENNER 


Ralph Zenner has been appointed as- 
sistant sales manager of Hamilton 
Beach Co., Division of Scovill Mfg. 
Co., Racine Wis., according to Fred S. 
Turk, sales manager. Mr. Zenner was 
for many years sales representative in 
the Pittsburgh and West Virginia 
territories. 

At the same time, Hamilton Beach 
announced the following new terri- 
torial assignments: B. B. Blake, lower 
Michigan ; John McCormick, Iowa and 
Nebraska; J. Norman Brown, Ten- 
nessee and South Atlantic States; 
George Burns, Chicago and Northern 
Illinois; H. M. Craig, Philadelphia, 
Virginia, and lower New Jersey; H. 


D. Kessler, New York State; E. F. 
Steffen, Oregon and Washington; 
R. M. Davis, Western Pennsylvania 


and West Virginia. 
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MADE EXCLUSIVELY FOR HOME 


— 
. 


~ 


> 





wal 


DISHWASHING MACHINES! 


Approved by leading dishwasher 5 
manufacturers! 


Prevents formation of film on 
dishes and machine! 


Made by Economics Laboratory, 6. Maintains dishwashers clean, 
odorless! (This means fewer 


Inc., leading supplier of dish- - : 
service headaches for you!) 


washing compounds to hotels, 
restaurants, hospitals, and clubs! 7 


Builds store traffic! More chances 
: , for you to make more appliance 
Non-caking! Always free-flowing! ashes ms 
Produces healthful, sparkling, §, You get a “crack” shelf package, 
thoroughly sanitized dishes with free sales aids and a top profit 
low bacteria count! margin! 


ELECTRA-SOL ELIMINATES CLOUDY GLASSES, FILMY DISHES! 


Ordinary cleansers combine with calcium 
and magnesium in hard water to create 
insoluble, hard-rinsing sludge which 
clouds glasses, films dishes. 





Electra-Sol forms clear, free-rinsing solu- 
tion — thus leaves no film to dull lustre, 
harbor bacteria! 














Minnesota. 


ORDER ELECTRA-SOL FROM YOUR DISTRIBUTOR 
If he can’t supply you, send us his name today! 





NOTE TO DISTRIBUTORS: Electra-Sol is fully guaranteed by 
the makers of SOILAX. Economics Laboratory, Inc., St. Paul, 
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How many of the nation’s 4 million oil heater owners 


are in your community? They're ALL ready prospects for . 





Comfort Control 


(4 A-P HEAT REGULATOR SETS for Thermostat 
ey 


A-P OILIFTERS to end Oil Handling 
7 and A-P FUEL OIL TRAP-ITS to Keep Oil Lines Clean 


+. and every one will be a mighty satisfied customer, too, when they 
realize the convenience and economy of AUTOMATIC CONTROL on 


their vaporizing oil burning appliances. 





Here’s powerful selling aid 
for you, too... NATIONAL ADVERTISING 
plus COMPLETE MERCHANDISING HELPS 


am 
Direct Mail Bro- - 
chures to mail FT — 











Colorful Catalog 
"3 Times More 
to prospects. Comfort."* 


= 





4 
a 


S 


“ 
Pe 


; 
: 


es 





Tags featuring Auto- 
matic Controls cre se- 
cured on every new 
heater control. Re- 
mind new customers 
of Accessories. 


Statement or Counter 
““*hand-out"’ folders. 


















Newspaper Ad Mats 
covering all Accesso- 
ries — for effective 
local newspaper ‘‘tie- 
in. 


15-minute Slide- 
Sound Film for 
salesmen training 
— plus booklet 
**highlighting’’ the 
details. 


Complete sales bulletins 
and service instructions. 


AUTOMATIC PRODUCS COMPANY 


2400 N. THIRTY-SECOND STREET, MILWAUKEE 10, WIS. 








CASH IN... on new Oil Heating Accessories 
SALES NOW! RETURN THE COUPON TODAY! 


Please send Complete ‘‘Sales Ammunition."* 
on A-P Accessories. 


DEPENDABLE 
Oil Controls 





Standard on leading Signed Ih cissstetscsciblaiivmeileeaasenpese anaemia 
appliances BE Bei vcccecscsesesscsnstnnsincnenatnncsscnannamnints ee 
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Announcing the new 


KUSTOMIZED TOP 


for 
- 
STEEL SINKS and CABINETS 


EE THE COMPLETE line of Kitchen-Kraft steel sinks 

S and floor cabinets with the new Kustomized Top. 
Designed by David Chapman, one of the nation’s leading 
industrial designers, the Kustomized Top’s new sleek beauty 
matches today’s modern kitchen appliances. It offers more serv- 
iceable work surfaces, gives a one-piece custom-built effect and 
adds immeasurably to the attractiveness of the most important 
room in the house. 



















































sk NO CREVICES BETWEEN CABINETS: 
° Dirt-catching unsanitary cracks between 
11-! floor cabinet tops are eliminated with the 

: thes new Kitchen-Kraft Kustomized Tops. This 

method of fitting the tops together makes 

mp _ the joints waterproof, crumbproof, grease- 

‘ , from “ll proof, and dirtproof. Kustomized Tops offer 
o- all the advantages of custom-built counter 
tops at a minimum cost. 






















* NO SHARP EDGES: 


All sharp edges have been eliminated. 
The outside edge is beveled for ease of 
cleaning and neater appearance. Stain- 
less steel trim is snapped into place and 
grips the counter top material with a 
waterproof seal. The raised lip gives bet- 
ter drainage and encloses work surfaces. 


* ROLLER EDGE BACK SPLASH: 


Instead of a straight, square-cut back 
splash, the new Kustomized back splash 
is concave, similar to the roller edge fit 
of floor linoleum. Sharp dirt-catching 
corners are eliminated and work surfaces 
are easily cleaned. 








NEW POSITIONS 
































<t+ PRESSURE-BONDED TOPS: 


Heavy gauge linoleum of the finest 
grade obtainable is cemented to steel 
sink and cabinet tops under pressure. 
The bond is so complete that when sub- 
jected to rigid tests, Kustomized tops 
did not warp, crack or curl. 


* SMART, STREAMLINED STYLING: 


Unlike the conventional, squared, 
box-type cabinet tops, the new Kustom- 
ized Top will add grace and style to any 
kitchen, large or small. Excellent work- 
manship has earned Kitchen-Kraft a 
nationwide reputation for quality. 





2K Immediate Delivery 
You won't | 


lo wait forever 





ive 
r your new Kustomized sink 
ind cabinet Franchised Kitchen of Kinches 
Kraft distributors and dealers are Th Katt nity in 
upplied sufficient quantitres of SAUL, N Be 
norchond i) complet HOME Petter Homes 
red” kitcher in any type of and Gardens 





Farm Journal agp 
HO 7 
SUCCESSFy, Fit 


© MIDWEST MFG. COMPANY, GALESBURG, ILLINOIS 
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Philco Corp. 





J M. SKINNER, JR. 


James M. Skinner, Jr. has been 
named vice-president, service and parts 
division of Philco Corp., it was re- 
cently announced by James H. Car- 
mine, vice-president, distribution. Mr. 
Skinner will direct the nationwide 
Philco service organization and be in 
charge of all parts sales. 

After schooling at Penn Charter 
and the University of Pennsylvania, 
Mr. Skinner joined Philco in 1934 as 
special assistant to the vice-president 
in charge of merchandising. After 
two years, in this capacity, he served 
in the statistical department of the 
sales organization. In 1940, he was 
named sales manager of the accessory 
division to handle the sales of dry 
batteries, radio tubes, parts and mis- 
cellaneous products. 

During the war, Mr. Skinner helped 
organize and direct the company’s 
training school on electronics and 
radar for the Army and Navy. In 1945, 
he was appointed general manager of 
the accessory division. 

Robert Blodget, former manager of 
product design for the accessory di- 
vision, has been named television prod- 
uct manager for Philco Corp., ac- 
cording to a recent announcement by 
Larry F. Hardy, vice-president, tele- 
vision and radio division. 

Jecoming associated with Philco in 
1936 in the inspection, quality control 
and test equipment engineering depart- 
ments of the factory, Mr. Blodget be- 
came field service engineer in 1938. 

In June, 1945, he was made parts 
sales manager of the company’s acces- 
sory division, where two years later he 
was made manager of product design. 


Webster-Chicago Corp. 


Allen S. Johnson has been ap- 
pointed sales manager, manufacturer 
division, Webster-Chicago Corp., and 
Norman C. Owen, sales manager, dis- 
tribution division, according to a re- 
cent announcement by W. S. Hartford, 
general sales manager. 

Both men had been members of the 
sales department, and the appoint- 
ments were made to serve better the 
company’s manufacturer and distribu- 
tor accounts. Prior to the announce- 
ment, Mr. Owen acted in the capacity 
of sales promotion manager while Mr. 
Johnson was for five years supervisor 
of sales engineering. 


General Electric Co. 


R. I. Parker, of Chicago, IIl., has 
been elected a commercial vice-presi- 
dent of the General Electric Co., it 
was announced recently by Charles | 
Wilson, president. Mr. Parker suc- 
ceeded W. O. Batchelder, who retired 
after 43 years in the company’s service 

With his offices located in Chicago, 
Mr. Parker will be in charge of cus- 
tomer relations in Illinois, Michigan, 
Wisconsin, Minnesota, Iowa, eastern 
Nebraska, Kansas, Missouri, and west 
ern Tennessee. 

Following his graduation from the 
University of Kansas in 1912 with a 
B.S. in electrical engineering, Mr 
Parker joined the General Electric 
Co. as a student engineer on the test 
course in Schenectady, N. Y. In 1913, 
he was transferred to the lighting en 
gineering department, later joining the 
sales force in Chicago in 1919 where 
he became assistant manager of ap 
paratus sales in 1921. Appointed dis 
trict manager of the G-E central 
station department in 1924, he re- 
mained in that post until 1941 when 
he was named assistant manager of 
the central district. It was in 1945 
that he became manager of the appara- 
tus department's central district until 
his most recent promotion. 


Detroit Vapor Stove Div. 
Borg-Warner Corp. 





EARLE R. BRIDGE 


Earle R. Bridge has been named 
sales manager of the Detroit Vapor 
Stove division of Borg-Warner Corp., 
according to a recent announcement 
by Howard E. Blood, president. 

A veteran of 22 years in the sale of 
major appliances, Mr. Bridge’s first 
appliance selling experience was with 
the Meadows Co., makers of washing 
machines, in 1926. He later became 
sales manager until his association 
with the Norge sales force in 1934. 
Advancing to manager of home laun- 
dry equipment sales, Mr. Bridge re- 
mained in this capacity until 1942 
when the war saw him in charge of 
Navy gun mount contracts. 

The war ended, he returned to his 
laundry equipment post in addition to 
the management of refrigerator sales. 
Named merchandise manager in 1946, 
Mr. Bridge was responsible for co- 
ordinating the product program and 
the relationship among sales, manu- 
facturing and engineering departments. 
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Frigidaire Div., 


Genera Motors Corp. | Spea kj ng of 
49 supersalesmen ... 
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U. S. Television Mfg. Corp. 


J. F. Crossin, former vice-president 
of Olympic Radio & Television, Inc., 


Y. and a member of the executive staff of 


Crosley, has been appointed director of — 

national sales for the United States 

Television Mfg. Corp. According to 

Hamilton Hoge, UST president, Mr. e 


Crossin was for many years connected 
with Kelvinator in a sales capacity. 





Nothing surprising about that! 
. : . 
A. ©. Smith Corp. aoe and speaking of Just look at the Household MARKET, small cities and 


towns. They contain more than half of America’s retail 


Sales Appeal = outlets—and they now have the greatest buying power . 


in history! 


% Household has a bright new for- Look at Household READERS, more than 2,000,000 
mat! families. They’re the bigger families, with bigger wants 





—and over 70% are home-owners! 


* Lots more 4-color ads—over Look st Household SELLING—with Idee-Pleaned 


40% more advertising revenue! editorial pages. They back up Household advertisers 


1 named 





t Vapor - . with more than 250 “‘buy-ideas”’ per issue! 
to * More readers—circulation over 7 P 
mneemens 2,000,000! Best of all, you can hire this supersalesman at the 
ent. es lowest cost per page per thousand—$2.25 for black and 
e Sa oO e oi . ° 
re’s first W. W. SCRRAM * Editorial pages—‘‘idea Planned’”’ white, $3.00 for four colors. Try it. Let your own sales 
a _ to get action! show you that “Success is a Household word!” 
aiiilne 
- became Waldo W. Schram has been named 
sociation assistant marketing director of the 
in 1934 vater heater division of the A. O. ® H 
me laun- Smith Corp., Kankakee, IIl., James F. Capper Publications, Inc., Topeka, Kansas 


ridge re- Donnelly, marketing director, recently 


itil 1942 announced. 

harge of Well experienced in the sale of 
ome appliances, Mr. Schram was long 

ed to his associated with the Northern Indiana 

idition to Public Service Co., Hammond, Ind. 

tor sales where he began as water heater sales- 
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nan. Advancing through many super- 
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8\ THERMOSTAT 


TEMPERATURE 
CUT-OUT 


Temperature controlling mechanism has an auxiliary single-pole 
switch which automatically cuts off the current and locks the switch 
in an open position whenever the temperature at any dial setting has 
exceeded the operating temperatures by approximately 7% of the 
temperature range in liquid or 12% in air. The double-pole thermostat 
will break both sides of the line and the single-pole cut-out breaks one 
line. That is sufficient to break the circuit to the heating element. The 
circuit is re-established through the contacts of the limiting device by a 
manually operated reset button. 


MODEL H-1—Double pole, direct acting 
thermostat, Double pole cut-out, Auto- 
matic over-temperature cut-out, manual 
reset 

Double pole, direct acting thermostat, 
single pole cut-out, automatic over tem- 
perature cut-out with manvol reset also G 
available 


MODEL H-2—Direct Acting and H-4 Re- 
verse Acting Limit Controls 

Auxiliary, single pole, single throw 
thermostatic switch without tempera- 
ture controlling mechanism 





In home and industry, EVERYTHING’S UNDER CONTROL 


Robertshaw: 


CONTROLS COMPANY 
Youngwood, Pennsylvania 
FULTON SYLPHON DIVISION, KNOXVILLE, TENNESSEE 
GRAYSON CONTROLS DIVISION, LYNWOOD, CALIFORNIA 
BRIDGEPORT THERMOSTAT DIVISION, BRIDGEPORT, CONNECTICUT 
AMERICAN THERMOMETER DIVISION, ST. LOUIS, MISSOURI 
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The Sparks-Withington Co. 





DAN TRUE 


Dan True, veteran district mer- 
chandiser for Sparton radio and tele- 
vision, has been transferred from the 
Kansas- Nebraska sales territory to the 
Connecticut-Rhode Island-Massachus- 
etts area according to a recent an- 
nouncement by Henry L. Pierce, gen. 
sales mgr., radio and appliance divi- 
sion, Sparks-Withington Co. Long ex- 
perienced in wholesaling, Mr. True 
had for many years been president of 
the Hennessey Co., Butte, Montana. 

S. W. Dresen succeeds in the Kan- 
sas-Nebraska area where he had been 
an associate of Mr. True as well as in 
the Mercantile Stores chain and the 
Hennessey Co. 

Appointed general sales manager of 
the Columbia Electric Co., Sparton 
district merchandisers for Chicago 
and Northern Illinois, is E. J. Dyk- 
stra, experienced radio merchandiser. 
Associated with Zenith radio, Farns- 





j S. W. DRESDEN 


worth radio, and the radio division 
of Bendix Aviation Corp., Mr. Dyk 
stra now has his office at the perma 
nent Sparton headquarters in_ the 
Furniture Mart at Chicago. 

E. T. Epperson, with headquarters 
at Tampa, Fla., is now in charge of 
Sparton’s Florida sales territory. Pre 
viously associated with Montgomery 
Ward in the role of appliance mer- 
chandising and operating manager, 
he more recently was with an electri 
supply company in Michigan. 

District merchandiser in western 
Ohio with headquarters in Cincinnati 
is Glen Pippert, whose wide experi- 
ence in radio and appliance merchan- 
dising includes association with the 
McAlpin Co. of Cincinnati, the Frig- 
idaire division of General Motors, and 
more recently the radio division of 
Bendix Aviation Corp., where he acted 
as factory representative. 


New Sparton District Merchandisers 


GLEN PIPPERT 


E. T. EPPERSON 





E. J. DYKSTRA 





Ben-Hur Mfg. Co. 


To maintain closer contact with the 
merchandising aims its dealers and 
distributors throughout the country, 
the Ben-Hur Mfg. Co., Milwaukee, 
Wis., makers of farm and home freez- 
ers, recently appointed seven new dis- 
trict sales representatives. 

Ralph K. Zickert will cooperate 
with distributors and dealers in Wis- 
consin, Illinois, Minnesota and North 
Dakota with headquarters in Milwau- 
kee. Richard P. Busch, formerly on 
the Milwaukee staff, will travel 


SEPTEMBER 1, 


through Pennsylvania, the New Eng- 
land States, New York, Washington, 
D. C. from his York, Pa. headquarters. 
William P. Stone, located in Cincin- 
nati, will have Ohio, Indiana, and 
Kentucky while Russell L. Wirick of 
Memphis, Tenn. will cover Tennessee, 
Arkansas, Missouri, Louisiana, and 
Mississippi. 

Texas will be represented by Mor- 
gan H. Cobb, headquarters in Fort 
Worth, with C. Kelley Bogle, Marietta, 
Ga., in charge of operations in Georgia. 
Walter Engard will be Oklahoma and 
Kansas contact with his office in Tulsa. 
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Dearborn Stove Co. 





ROBERT H. NORRIS 


Robert H. Norris, treasurer of the 
Dearborn Stove Co., was elected vice- 

esident and general manager at a 
recent meeting of the board of di- 
ectors. Mr. Norris has been with 
Dearborn for three years, entering the 
ompany in the capacity of controller. 
Prior to his association with Dearborn 
1e was active in ordnance plant opera- 
ions during the war. 


General Electric Co. 


I. J. Kaar, manager of the receiver 
livision of General Electric’s electron- 
ics department at Electronics Park, 
Syracuse, N. Y., has announced the 
appointment of R. W. Ferrell as 
assistant manager. 

Since February 1947, Mr. Ferrell 
had been manager of employee and 
community relations for G. E.’s affili- 
ated manufacturing companies with 
previous association in the electronics 
department at Syracuse 


Service Supervisor Appointed 


W. G. Williams has been appointed 
appliance service supervisor for the 
General Electric Co. in the north 
central district, according to W. C. 
Noll, manager of the technical and 
educational sections of the product 
service division. 

Merle B. Cain has been named an 
appliance representative in the north 
central district, according to J. S. 
Strecker, district manager. Mr. Cain, 
who will merchandise heating devices 
and fans, was formerly with the Chel- 
sea Milling Co. 

New district sales representative in 
New York for sun lamps, heat lamps, 
foot warmers, heating pads and heat- 
ers, is James V. White, formerly 
assistant to the manager of the auto- 
matic blanket and sun lamp division. 
He joined G-E in 1929. 


Clock Representative Named 


John M. Frank has been named 
General Electric clock representative 
in Michigan, Western Ohio and North- 
ern Indiana, according to a _ recent 
announcement by R. A. Buescher, 
Great Lakes district manager of the 
company’s appliance sales. He will 
establish headquarters in Detroit, 
Mich. 

Prior to his new position, Mr. Frank 
was connected with the Proctor Elec- 
tric Co. in Ohio. 


Artkraft Mfg. Corp. 


Ronald D. Gray, has been named 
regional manager for Bev refrigeration 
units in the southeastern part of the 


u. S. 












“Pl 





PITTSBURGH 


ELECTRICAL MERCHANDISING—SEPTEMBER 
















PERMITTING FREE, unobstructed vision from the street 
right into the store interior, “open vision” type store fronts 
are, in effect, powerful and impressive displays which 
catch the eye, hold the passer-by, and draw him inside. 
Here's an appliance store in Louisville, Kentucky, which 
utilized an “open vision” store front for maximum sales- 
and profit-pull. 


STORE FRONTS 
AND INTERIORS 


TSBURGH’ 


How to look 


your “Sunday Best” 


seven days a week! 


HE “appearance factor” in retail selling 
‘ae be over-emphasized. It is a 
proven fact that the store with the greatest 
“eye-appeal”—inside and out—is the one that 
consistently attracts the most customers. . . 
makes the most sales . . . shows the largest 
profit. 

Make sure that your appliance store looks 
its “Sunday Best”... every day in the week. 
Remodel with Pittsburgh Glass and Pittco 
Store Front Metal. These products are un- 
excelled for store modernization. They have 
helped to give smart, modern appeal and 
attraction-power to countless businesses. 

Why not consult an architect now? You 
will thus assure yourself a well-planned, eco- 
nomical design. And, if you prefer, you can 
arrange for convenient terms through the 
Pittsburgh Time Payment Plan. In the 
meantime, fill in and return the coupon be- 
low for a free copy of our interesting booklet, 
showing how “Pittsburgh” modernization 
has benefited scores of merchants all over the 
country. 





Pittsburgh Plate Glass Company 
2336-8Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy 


of your booklet on store modernization. 


Address 


City po dncdieindnseounattimmaind ee 


| 
| 
| 
| 
; Name-- = 
| 
| 
| 
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It will pay you to consider the many 
exclusive features of convenience 
and value in Everhot Electric 
Blankets that serve both dealer 
and user. The public is going 
to buy a lot of electric blankets 
this fall. The quicker and 
easier you can sell them, the 
more you will get out of this 
great new undeveloped sales 
opportunity. This season’s Everhot 
Blankets give you this popular new ap- 
pliance in a completely perfected form. Here 
are some advantages that only Everhot provides: 
@ The FEverhot Comfortrol the one @ Plastic Case. Each Everhot Blanket 
really perfected control instrument is sealed im a crystal clear transparent 
tough plastic case with zipper closure 
@ Double wiring in all double bed at no extra charge. Eliminates loss from 
blankets. Yo can supply the same soiled stock. Facilitates display. Gives 
blanket with single or double Comfor- customer a needed storage receptacle 
| as desired, giving you @ Full Size Double 72” x 90”. Twin 
66” x 90”. 
@ Stock flexibility. The dealer with one @ All wool yarns woven on sturdy cot- 
Blue and one Rose Everhot Blanket and ton warp, for longer life, better appear- 
one single and one double Comfortrol ance and easier launderng. 75° wool, 
has four selling combinations in stock. 25% cotton. 


A NOTABLE ADVANCEMENT 


The Everhot Comfortrol is a truly perfected blanket control device. The dial setting 
is readily visible and easily adjusted by a person lying in bed. Each position on the 
dial is automatically illuminated and also indexed with a detent spring so that 
adjustment can be made by eye, ear or touch in the dark. Unlike other such devices 
component parts are mounted on a shock proof metal chassis and cannot be affected 
by damage to the exterior plastic case. 

No. 921 Double Bed Size with single Comfortrol 
ORDER NOW No. 922 Double Bed Size with double Comfortrol 


No. 923 Twin Bed Size with single Comfortrol 


PRE-SOLD BY EVERHOT ADS 


Everhot automatic Blankets will be featured rt, 

in fall and winter advertising in Better 

Homes and Gardens, Ladies’ Home 

Journal, McCall's, Household, Woman’s 

Home Companion, House and Garden 

and American Magazine. =, 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO 


€VERHOT 
PRODUCTS 


ROASTERS* HEATERS* APPLIANCES 
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Washer Makers Relax at Mackinac 


HIGH JINKS of the American Washer & lroner Mfrs. Assn. meeting at Mackinac 
Island, Mich., involved dignified executives in a “commencement banquet.” Harry 
Smith, vice-president of Burgess-Norton Mfg. Co. and chairman of the associates 
committee, delivers the valedictory address with microphone aid from C. J. Campbell, 
district manager for Conlon Diy., Conlon-Moore, and no help at all from William 
Shaw, publicity director. 


CONVIVIALITY was an objective of ELECTRICAL MERCHANDISING’s Harry Hahn, 
F. L. Jacobs’ Clyde Remmo, Ironrite’s Richard Dabney, H. A. Sperlich, and Frank 
Forest. Laurence Wray (Background at right), EM’s editor, had to wait. 


vas + 


BENCHED but not subdued during the golf tournament were William Shaw, John 
Ward, advertising manager for Dexter Co., and Howard Mateer, publisher of ELEC- 
TRICAL MERCHANDISING. 
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HOW to BOOST 
your electrical 
appliance sales 


& As competition increases, maxi- 
mum retail volume _ frequently 
depends upon the speedy delivery 
of a vital part or product. Let Air 
Express help you to build volume— 
and a reputation for fast efficient 
service, by reducing shipping time 
from days and weeks to mere 
hours. 


How to put faraway suppliers 
close to “home” — 





Sales Managers! Salesmen—This up-to-the- 
minute sales manual helps you sell more 
appliances, quicker! 


Here’s a practical handbook that 
gives you all the answers to your 
appliance sales problems—helps 
you sell major electrical appli- 
ances — refrigerators, ironers, 
cleaners, ranges, ete.—whatever 
the competition. 


Pocket-sized, arranged for quick reference, it boosts electricity as a time, money and 
energy saver—concisely analyzes the electrical appliance market—outlines successful 
techniques of appliance selling. It shows how to make extra sales in the Small Town- | 
Rural market . . . gives convincing, sales-closing arguments as to why electricity out- 
performs all other power sources. Facts and figures compiled from numerous surveys 


of homes and farms help you prove the advantages of electrical appliances over other 
types and demonstrate their relatively low operating cost. 


Just Published 


The 
Electrical Appliance 


— Sales Handbook — 


by Laurence Wray 

















Wat if suppliers are thousands of miles 
away? When you specify Air Express, you cut 
down delivery of equipment, supplies and 
finished products to a matter of hours. Air 
Express is the fastest service there is. Remem- 


Managing Editor, Electrical Merchandising 
144 pages, illustrated, $3.50 





Add this valuable tool to your sales kit. It’s com- 
plete—it’s up-to-date—it’s a profit-builder ... a 
handy source of sure-fire sales ideas whenever 
you’re up against a tough competitive problem. In 
easy-to-read language, backed by convincing sta- 
tistics, this manual shows you: 


How to analyze prospects . . . how to build your 
sales story around the four buying motives .. . 
how to sell electricity as a power source .. . how 
to sell more electric water heaters and ranges— 
more electric refrigeration, home laundering, clean- 
ing and farm equipment. 


Armed with its hard-hitting facts, you can prove 
to your customer that it’s costing him time, money 
and convenience to be without your product. It’s 
the approach that goes right to his pocketbook— 


the approach that helps you produce maximum 
sales. 


Send for this helpful book. Let it prove its 
everyday value to you. 


LOOK OVER 


eee ee 


Check These 
Money-making 
Chapters 


The Rural, Small-Town 
Market 

Electrification and the 
Farm Family 

The Selling Process 

The Electric Water 
System 

Electric Water Heating 

Electric Cooking — 


Ranges 
Competitive Fuels — 
Bottled Gas 
Competitive Fuels — 
Coal 


Electric Refrigeration 

Home Freezing 

The Home Laundry 

Electric Cleaning 

Farm Work Equip- 
ment 

Adequate Home and 
Farm Wiring 











ber—large inventories are expensive. You 
can keep them low by getting what you need 
as you need it. 

Air Express goes on every flight of the 
Scheduled Airlines—places the most distant 
suppliers only hours away. And you get fast 
pick-up and delivery service at no extra cost. 
Rates are low. Use Air Express regularly and 
keep things hustling. 


Specify Air Express-Worldé fastest Shipping Service 


eLow rates—special pick-up and delivery in prin- 
cipal U. S. towns and cities at no extra cost. 

e Moves on all flights of all Scheduled Airlines. 

eAir-rail between 22,000 off-airline offices. 


True case history: Sacramento, California, dairy regu- 
larly gets replacement parts and equipment by Air 
Express. Keeps inventory low—gets things in hours. 
Typical shipment: 32 lbs. of parts picked up in 
Detroit 7 p.M., in use at Sacramento next afternoon. 
2039 miles, Air Express charge $19.65. Any distance 
similarly inexpensive. Phone Air Express Division, 
Railway Express Agency for fast shipping action. 





McGraw-Hill Book Co., Inc., 330 W. 42nd Street, NYC 18 


THIS SALES-BOOSTER Send me Wray’s ELECTRICAL APPLIANCE SALES | 


HANDBOOK for 10 days’ examination on approval. In 10 
10 DAYS FREE . 


days I will remit $3.50, plus a few cents postage, or return 
book postpaid. (Postage paid on cash orders. Same return 





privilege.) 






Rotes include pick-up and delivery door 
fe door in all principal towns ond cities 


AGATORS 2. ccc cccccccccccccccsessesrersssseeecesseseseeeee | 





City and State ..... cc cccc cer ececeeeeeeerenetereseseeens | 


| 
] 
] AGRE bc cicccdeccccccccdesecsesccovecccesceesaeeceeessoos | 
] 
] 
| 


COMPANY ..ccceccccccscrerseeretsererseersesssseeesesess | | — 
MAIL COUPON ee ER ET + nae nile | | AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 
TODAY! bo ee mapetaei b SCHEDULED AIRLINES OF THE U.S. 
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No. 2 No. 3 
MOTOR 
No. |! DIESEL 
OIL OIL 





Spark is Versatile! 


Pie SPARK OIL BURNING HEATER burns not 
one. not two, but four grades of fuel oil. That is un- 
usual in oil heaters, most of which burn efficiently only 


one or two grades. 


Spark burns: No. 1, No. 2, No. 3 and motor 
diesel oil. Unusual as this versatility is, Spark does 
what is fully as important —it burns all of these 
fuels CLEANLY, EFFICIENTLY. 

Last winter. using common motor diesel oil, Spark 
oil heaters kept thousands of homes throughout the 
nation warm and comfortable. 

Fuel versatility is just one of many Spark fea- 
tures. Write for full information on the valuable 
Spark franchise. See what other dealers think of 
this versatile, dependable oil heater! 

Get set now to tie in with Spark’s big fall and winter 
advertising campaign. Powerful. frequent farm paper 
ads —free dealer mats—new. colorful literature 


dealer assistance. 


Get all the facts! 


Fill in and mail 
the coupon. 


SPARK ....\.. HEATERS 











1 
SPARK 
OAKLAND 1, CALIF 


Spark Model 4070 A 
SPARK Stove Co., Ine., Dept. E-9 
2619 EF. 12th St., Oakland 1, Calif. 


Gentlemen: Please send me complete information on SPARK oil 


burning heaters and your SPARK dealer plan. 


Vame 







Firm 


fddre«s 






City State 
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Where There’s a Will... 


THERE’S A WAY to overcome the shortage of the regular porcelain enameled tub 





Engineering department members of the Voss Bros. Mfg. Co., Davenport, lowa, examine 
the new stainless steel corrugated tub which all had a hand in developing. Chiet 
engineer A. L. Geiger (second from left) outlines the manufacturing process as 
August Rathmann (extreme left) employee for 52 years, reflects on changes the years 


have brought in washing machine tubs. 





DISTRIBUTOR NEWS 





ALABAMA 


William C. Allen & Associates, 
Birmingham, has been appointed south- 
eastern district merchandiser for Kala- 
mazoo home appliances 


ARIZONA 


The Arizona Mercantile Co., Phoe- 
nix, has named T. F. Robinson as 
general sales manager of its household 
appliance division. 


CALIFORNIA 


Marvin S. Bandoli, until recently 
president and general manager of the 
Bandoli-McIntyre Co., Los Ange'es. 
has become general sales manager and 
vice-president of the Tracy Manuiac 
turing Co., Pittsburgh. 
Kaemper-Barrett Inc., 1850 Mission 
St., San Francisco, with additional 
showrooms in the Western Merchan 
dise Mart, San Francisco, recently an- 
nounced the appointment of Gordon 
Wright as sales manager for the com 
pany. Kaemper-Barrettgare the north- 
ern California and western Nevada 
distributors of Admiral radios, refrig- 
erators and ranges. Mr. Wright was 
formerly associated with Radio Cor- 
poration of America, RCA Victor Di- 
vision, as national field sales manager 
of the home instrument department. 
He recently resigned to accept his 
present appointment with Kaemper 


Barrett 


FLORIDA 


A new wholesale firm in Orlando 
is the Orlando Distributing Co., 42 W. 
Concord. The firm, of which Robert 
Forrest is manager, is distributor for 
Lewyt vacuum cleaners. 


GEORGIA 


Spacious new quarters have been 
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occupied in Monroe by the Get 
Supply Co. The firm, headed by Jack 
Whitley and J. R. Bell, handles West 
inghouse appliances. 

L. Luria & Son, Inc., has moved 
into its new building at 214 Pryor 
St.. S. W., Atlanta, celebrating the 
occasion simultaneously with that 
the organization’s 50th anniversary 

The Frank Corp., 322 Broughton 
St., W., Savannah, has been named a 
Crosley distributor, according to C. W 
Kirby, domestic sales manager, Crosley 
Div., Aveo Mfg. C 


IDAHO 





J. 1. WRIGHT 


Newly appointed operations mi 
ager of the Afton-Lemp Electric ( 
401-419 S. 
Wright. Dea Board, vice-president 
the wholesale firm, says that 4 
Wright was for many years with t 
Public Service Co. of Colorado, 
most recently with the Rocky Mo 
tain Electrical League in Denver. 


ILLINOIS 


formed  distribut 
organization of Remco, Inc. 


The rec ently 
1 
, has be 
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: ted distributor in the Chicago 
for Stewart-Warner radio and 
elevision, as announced by Floyd D. 
\fasters, sales manager of the radio 
n of Stewart-Warner Corp., and 
R nd E. 
R Inc. 
fight the fear complex that there 
: tt be enough oil next winter, 
H Alter, Chicago distributor, has 
ta definite steps. .He has arranged 
reement with a Chicago oil dis- 


McGreevy, president of 


r to provide one million gallons 
icago purchasers of Coleman 
heaters, floor furnaces and water 
F s. Mr. Alter figures his custom- 

yuldn’t ask for more 
ding to Edward C. Bonia, gen- 
sales manager, Bendix Radio and 
vision, Ed Nisberg has been ap- 
ted sales manager of Middle West 
Chicago, Bendix district 
me andising organization for the 
territory including northern Illinois 
Lake County, Ind. Mr. Nisberg 
been with Traveller Radio and the 
department of General Utilities, 

both in Chicago 


S 5s ts. 


INDIANA 


Home Utility Supply Co., Indian- 
distributor, has moved to new 

irters at 360 S. Meridian St. J. H. 
( fiey 18 manager 

Monarch Sales Co. has merged with 
\ssociated Distributors, Inc., and the 
new company will retain the name of 
the latter firm, with headquarters at 
210 S. Meridian St., Indianapolis, an 

inced Louis D. Randle, head of the 

ganization. W. R. Kraft, vice- 
resident of Monarch Sales, is vice- 

lent of the new firm, and R. D 
Robinson, president of the old Associ 
ated Distributors, becomes secretary 
treasurer The office ., 

1 lines of both concerns 
ated, said Mr Randle 
lealers in 47 counties in 
na and Illinois attended an open 


varehouses 


will be con- 
entral 


held by the home appliance 
livision of the Kiefer-Stewart Co., 
Indianapolis, area distributor for 
Capehart and Farnsworth radios, ra- 
honographs and television sets 
Host was Hugh C. Green, manager of 


the home appliance division, assisted 
by W. T. Ferguson, C. E. Davidson 
ind M. L. Ent 


The first dealer show held by Gen 
eral Electric in Indianapolis since 1941 
took place recently, and was attended 
by dealers from 62 counties of central 
Indiana. The event was sponsored by 
the Indianapolis district of the General 
Electric Supply Corp. 


Putting Up a Big Front 


IOWA 


Thirty-one years of business ex- 
istence were recently celebrated by the 
Midwest-Timmerman Co., distributors 
in Iowa, Illinois, Nebraska, Wisconsin, 
South Dakota and Missouri. The 
home office of the company is at 114 
Western Ave., Davenport, with branch 
office at 810 Tuttle St., Des Moines 
G. J. Timmerman is president, B. | 
Kerper is executive vice-president, and 
R. S. Motto is secretary. The firm 
has been appointed a distributor for 
Tracy steel kitchens 

Berry-Den Distributing Co., Inc., 
Council Bluffs, has been organized 
with capital of $25,000 to deal in house- 
hold appliances. W. M. Berry is presi- 
dent of the new firm. 


MASSACHUSETTS 


According to an announcement by 
Charles M. Wilson, general manager 
of General Electric Appliances, Inc., 
his company, in cooperation with local 
dealers, is sponsoring a one-hour radio 
program daily over Boston’s WCOP. 
Called the “G-E Boston Tea Party”, 
the show will be of the audience par- 
ticipation type, with G-E appliances 
as prizes. The idea, of course, is to 
publicize and promote all G-E appli- 
ances 


MICHIGAN 


Harry A. Baynes, sales manager of 
the Midwest Appliance Distributing 
Co., 1627 W. Fort St., Detroit, an- 
nounces the addition of John D. Mc- 
Donald to the Midwest sales staff. 
Mr. McDonald, who comes to Midwest 
from Rexair, will have charge of Uni 
versal vacuum cleaner sales in the 
Detroit area 


NEW JERSEY 


Jack Kath has been added to the 
sales staff of the Apollo Distributing 
Co., Newark, according to Bernard 
Walsh, general manager of the firm 
Mr. Kath, who left a job as manager 
of specialty products and American 
steel kitchen units for a former Ameri 
can Kitchens distributor, will mer- 
chandise the American line which was 
recently acquired by Apollo. The firm 
also announces, through Harold A 
Blake, its sales manager, that it re- 
cently held a showing of its line fo 
"49 for company dealers, by appoint 
ment. 

I. A. Schwartz is the new sales 
manager of Fineburg’s, Trenton, dis- 
tributor of Philco products in the cen 
tral New Jersey territory. 





AFTER EXPOSURE to 220 feet of front displays, nearly anyone would be impressed. 
That’s what the Mills-Morris Co., Memphis distributors who operate eight wholesale 
houses in Tennessee, Mississippi and Arkansas, is counting on. The whole place is air 
conditioned too. 
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Exclusive!!! 


— this R-40 REFLECTOR FLOOD 
or SPOT LAMP with a 
base that Stays Put! 


Here’s what you have been looking for— the useful 
150 watt R-40 for all sorts of flood and spot lighting— 
with a base that laughs at heat, never lets go, never 
freezes in the socket, actually improves instead of de- 
teriorates with age. 


Only CHAMPION R-40s have this new, rugged, 
mechanical, cementless base. Lamp dimensions are un- 
changed so it fits any or all of the usual recessed fixtures 
or bullet-shaped holders that so often get too hot for 
the old style lamp base and result in bulbs pulling loose, 
falling out or failing long before their time. 


This new R-40—available only in lamps bearing the 
CHAMPION Diamond Mark—is the lamp to use and 
the lamp to sell. It opens the door to new and profitable 
volume. 


Ask your wholesaler for CHAMPION 150 RFL’M 
for flood, 150 ‘R/SP/M for spot. 


CHAMPION LAMP WORKS 


Lynn, Massachusetts 
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HERE COME PROFITS... 


"ON THE DOUBLE” 
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» SUSPENDED UNIT 
(above) 80,000 BTU 
and larger, for com- 
mercial and industrial 
buildings. 


FORCED AIR FURNACE 
(left) 85,000 BTU For single 
and multiple dwellings. 


IMAGINE THESE DISTINCTIVE FEATURES ALL COMBINED IN 
A SINGLE, COMPACT, SELF CONTAINED HEATING PLANT! 


Fully automatic 





@® Pre- 
@ Stainless steel 


@ Space saving compactness 
cision formed silent heating elements 
flash proof burners @ Resilient mounted heavy duty 
motors for silent, long life operation @ Handsome, 
harmonizing baked enamel finish with sparkling chrome 
trim @ Plus all the safety features that make these 


heaters absolutely fool proof. 


And look! FULL FREIGHT PREPAID on carload ship- 
ments. 50% freight allowance on L.C.L. shipments. 


Yes, the Palmaires are headed your way, and are designed _ 
to bring you added profits and “on the double”. NN 


(ey io a 
LT wh 2 
Y y 4, 


Siva. 


no 


; ; : af \ 
Now it’s up to you. Act to-day. Mail coupon or write for Run ji 
your Palmaire literature and sales details without delay. SANS 
AGA approved for all type gases and carry the Palmer warranty. 


MFG. CORP., Phoenix, Ariz., Dept. M-11 : 


We are Distributors... Dealers... s—s’—sWi 
Please send sales details on Palmaire heaters. I 














DISTRIBUTOR NEWS 








BEN OPPENHEIM 


Announcement of the appointment of 
Ben Oppenheim as manager of the 
radio electronic parts department of 
Krich-Radisco, Inc., Newark distribu- 
tors, has been made by William W 
Cone, vice-president in charge of the 
RCA Victor division of the company. 
Mr. Oppenheim has been vice-presi- 
dent in charge of sales of an incan 
descent lamp company, and before the 
war was president of B & O Radio, 
Inc., a former New Jersey wholesale 
distributor 


NEW YORK 


Westinghouse Electric Supply Co. 
has held a meeting for Rochester area 
dealers in the home service department 
of the Rochester Gas & Electric Corp 
to introduce a new dryer. Officials 
attending from the Westinghouse dis- 
trict offices included Edward A. Gates, 
Rochester appliance supervisor; M. A 
Campbell, district appliance manager, 
and Robert T. Williams, district pro- 
motion manager 


Well Satisfied 








MEYER GOLDMAN 


According to Irving A. Nadritc! 
general sales manager of Bickford 
Brothers Co., 1209 Broadway, Buffalo, 
Meyer Goldman has been named sales 
manager of the firm’s new Bendix 
automatic home laundry division. 


NORTH CAROLINA 


Southern Radio Corp., 
distributor, is building a new $175,000 
warehouse and office building to serve 
as headquarters, according to James P 
McMillan, president of the company 
The building site is located on W 
Morehead St 

Electrical Wholesalers Supply ( 
Newton, has been organized wit 
capital stock of $100,000 to sell elec- 
trical supplies. The incorporators in- 
clude Ned Ramseur, E. E. Bost, Sr. 
and W. E. Bost, all of Newton 

A. K. Sutton, Inc., Charlotte, dis- 


Charlotte 


tributors of appliances and radios in 


the two Carolinas, has appointed M. D 


Barnes, formerly of Jacksonville, Fla. 
as sales manager. The Sutton firm 











} 
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ALLIED APPLIANCE CO., Boston, has been appointed an Apex Rotarex Corp 


distributor. Here with the ironer and newly acquired Dish-A-Matic dishwasher, ore, 
left to right: Kamel Hassan, eastern division sales manager., Apex; Ralph Cron ond 
Sam Dane, general ger and president, respectively, of Allied; A. C. Scott, vice- 
president in charge of sales, Apex, and Arthur Currie sales manager, home laundry 
division, Allied. 
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eld a showing of the new 
Phi lio line, along with a presen- 
Jack Allison, Philco divi- 
presentative, of the refriger- 
conditioner and freezer line. 


OHIO 


M than 1000 dealers and sales- 
men central and southern Ohio 
were invited to the open house pro- 
gram of American Sales & Distrib- 
ito ic., 33-37 N. Grubb St., Colum- 
bus. This is a brand new location for 


In an expansion move, John J. 
Get & Son, Inc., Columbus dis- 
_ has leased the first floor and 
nt of a building at 128 E. Gay 


St. e former location at 188 E. Gay 
St 1 be used for warehouse pur- 
PENNSYLVANIA 

“Gray Division”, a new sales 


jivision to specialize in the promotion 
Deepfreeze home freezers and 
rambers ranges, has been announced 
by J. T. Peirce, vice-president and gen- 
eral sales manager of Peirce-Phelps, 
Inc., Philadelphia and Harrisburg dis- 
tributors. W. H. James, formerly 
manager of the firm’s order depart- 
t, becomes sales manager of the 
division 
E. A. Weisser, Jr., has joined the 
Anchor Distributing Co., 955 Liberty 
Ave., Pittsburgh, as advertising and 
sales promotion manager, Philco di- 
vision, it has been announced by 
Harold W. Goldstein, president. Mr. 
Weisser has been affiliated with the 
C. R. Rogers Co. as advertising and 
sales promotion manager. 





SOUTH CAROLINA 


The Barron Distributing and Mfg. 
Co., distributors of Motorola radios, 
has entered business at Stark indus- 
trial park, it was announced recently 
by Charles E. Barron, owner. Mr. 
Barron has had nine years’ experience 
with Motorola's sales department. 


TEXAS 


Radio and Television of Texas, Inc., 
has been organized in Houston to take 
over distribution of Brunswick radios 
in 43 south Texas counties. J. U. Lee, 
Jr., will head the new organization. 

The new firm of H. E. McMasters 
has been appointed distributor for 
Bendix home laundry products to 60 
dealers in west Texas and New Mex- 
ico, and has established headquarters 
at 700 E. Paisano Drive, El Paso. 


UTAH 


New quarters have been opened by 
the Jackson Distributing Co. Salt 
Lake City distributors, and open house 
was held at 115 S. W. Temple St. 


WASHINGTON 


Distributors, Inc., Seattle, held a 
week-long open house recently at their 
new location at Ninth N. & Harrison 
St. 

Harper-Meggee, Inc., Spokane, pre- 
sented a three-day dealer sales training 
program recently in the Spokane audi- 
torium of the Washington Water 
Power Co. Jim D. Swanson, sales 
manager of Harper-Meggee, Inc., 
sponsored the programs which were 
conducted by Jack Reiter, Kelvinator 
sales manager of the firm. 


Designed for the unlimited home 


workshop, farm, garage and 2 


service markets 





Nationally 
advertised in 
Popular Me- 
chanics, Pop- 
ular Science, 
Science Il- 
lustrated, 
Mechanix Il- 
lustrated, 
Science & 
shy es Mechanics, 

sae Popular 
Homecraft, 
The Home- 
craftsman 
and leading 
class and 
trade maga- 
zines. 





bd to sell in volume, still 


farrying a full dealer margin .. . 
Speedway Blue Line Tools comprise 


> —— ~a4 the most saleable, most profitable and most 


Packaged in shelf 
display cartons. 
Counterdisplay 
cards, stuffers and other 


dealer helps furnished. 
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logical line of portable electric tools for the 
hardware and electrical dealer. 


SPEEDWAY MANUFACTURING CO. 


1827 S. 52nd Ave., Cicero, Ill. 
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Table Stove 














Corn popper 


Behind an education there lies a lot of learning. Behind, 


a good appliance there lies a world of experience. For 
more than a quarter-century Dominion has been gather- 
ing experience in making electrical appliances—nothing 
but appliances (except during the war). Millions of them 
are in use in homes across the country—giving satisfac- 
tion, increasing confidence in Dominion Appliances. And 
now they are being nationally advertised! 


The Dominion line is a profitable line 
Dominion Appliances are Family Favorites ! 


DOMINION ELECTRIC CORPORATION 


AVAILABLE THROUGH REPUTABLE DISTRIBUTORS ACROSS THE NATION 


PAGE 209 





















Knapp-Monarch’'s 
St. Louis Convention 





Cooperative advertising, industry problems 


You sell are basis for discussion by officials 


PLENTY 


of running water 
when you sell 


ayton 







TALKING OVER the electrical home appliance field at the recent Knapp-Monarch 
St. Louis meeting are Birch L. Vermillion, general sales manager; Andrew S. Knapp, 
president; and Vincent P. Ring, treasurer. 








Full capacity, in a wide range of models, is 
at your service when you sell DAYTON 


Water Systems. This means you can assure 





COOPERATIVE ADVERTISING roll of over 50 feet as presented by John Unger of 
Raymond D. Rosen Co., Philadelphia, wins approval of Mr. Vermillion. 
your customers PLENTY of running water Bi 


for kitchen, bathroom, lawn, garden or for 
livestock. With all Dayton models you sell 


maximum service at minimum cost. 


MAIL COUPON TODAY 


THE DAYTON PUMP & MFG. CO. 
DAYTON 1, OHIO 





Please send me complete details on Dayton Water Systems, 
Water Softeners and Cellar Drainers. 


Ose cere cere cee es ee ems 


K-M APPRECIATES Mr. Unger’s efforts in obtaining cooperative advertising and 
inspires him to bigger and better deeds with a new 4-door Buick. 













210 








SEPTEMBER 1, 1948—ELECTRICAL MERCHANDISING 


EL 


narch 
napp, 








Cords and 
Cord Sets 


Selected by 
leading manufacturers 


...why not by you! 


A full line of 
Flexible Cords for the 
Repair and Service 
Industry, obtain- 
able through jobbers 


and distributors 


Approved by 
Underwnters’ 
Laboratories 





CORNISH WIRE CO., nc. 
15 Park Row, New York 7. N.Y. 

















. 


ger of 











Al R- FLO AUTOMATIC 


CEILING SHUTTER 


TOP VIEW-~- OPEN - - LESS MOULOING 


FOR ATTIC FANS 


Built so they can be installed practi- 
cally flush with the ceiling, AIR-FLO 
Ceiling Shutters present a refined, fin- 
ished appearance. Their natural alumi- 
num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required. Fur- 
nished in 5 different widths, single 
panel up to 73” long. No operating 
mechanism shows. Built-in fusible link. 
Meets fire underwriters’ requirements. 
Write for illustrated catalog 43-A of the 
complete AIR-FLO line. 











VIEW FROM BELOW - - CLOSEO 
(with moulding 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
Detroit 16, Michigan 














ELECTRICAL MERCHANDISING—SEPTEMBER 1, 








DEPARTMENT 
STORES 





Burglass Adds Appliance 
Department To New Orleans Store 


With the appointment of Louis 
J. Kohlmeyer as appliance manager, 
the Burglass Furniture Store in New 
Orleans recently announced the open- 
ing of an appliance department. 

Burglass will feature Philco radios, 
freezers, home air-conditioners, Bendix 
washers, ironers and dryers as well as 
automatic washers. 


Atlanta Outlet Names 
Irwin Appliance Buyer 


Ray Irwin has been appointed as 
buyer of appliances, furniture, floor 
coverings and toys for J. M. High Co., 


Atianta, Ga., it was recently announced. 


Aldens Appoints Fisher 
Radio Buyer In Chicago 


H. J. Stentiford, vice-president of 
Aldens, Inc., mail order division, has 
announced the appointment of James G. 
Fisher as buyer in the radio, small and 
major appliance field. Mr. Fisher, who 
succeeds Glenn Mapes, now Alden’s 
department manager, formerly was 
with Eureka Williams Corp. and Leath 


and Co, 


Marvin Bedroom Coolers 
Sell In Buffalo, Detroit 


Timely promotions in both Buffalo, 
N. Y. and Detroit, Mich., are resulting 
in stepped-up sales in local department 
stores. 

For example, the housewares depart- 
ment of Adam, Meldrum & Anderson 
ran newspaper advertisements to stress 
the practical cooling characteristics of 
the Marvin product during a July heat 
wave. 
result. 

A combination window display and 
newspaper campaign on the cooler is 
making business brisk at T. B. Rayl’s 
downtown hardware and home furnish- 
ing shop in the motor city. 


Plenty of sales activity was the 


O. K. Furniture Expands 
Appliance Department 


As soon as current stocks are de- 
pleted, the O. K. Furniture & Rug 
Co., Oklahoma City, Okla., plans to 
utilize the space presently being used 
in its housewares department for an 
expanded display of major appliances, 
according to B. W. Richard, house- 
ware and appliance buyer. 


Barker Bros. Sales Higher 
In Second Quarter of 1948 


Barker Bros., Angeles appli- 
ance and home furnishings store, re- 
ports that its sales for the second 
quarter of 1948 were $8,098,550, as 
compared with $7,072,920 for the period 
a year ago, a gain of 14.6 percent. 
Sales for the first six months of 1948 
were $15,212,875 as compared with 
$13,346,364 for the first half of 1947, 
a 14 percent gain. Net profits after 


Los 


| taxes for the six months were $906,110 


| 


or $2.40 per share on the common, as 
compared with $876,512 and $2.32 per 
share for the period last year. Profit 
for the second quarter was $477,043 
this year as compared with $470,305 
last year, according to the company. 
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do you carry 


PHILCO 





appliances? 


Name 
Address 


City 


Send Slingabout prices for model #_ 


CARRY THEM CONFIDENTLY. Sofe 


gvard mirror finishes from mars, 
dents, stains. Slingabouts are pro- 
tective packages tailor-made for 
Philco and all major appliances . . . 
giving them the shock-absorbing pro 
tection of a rugged, heavily padded 
canvas jacket inner lined with thick 
layers of soft, scratchless flannel. 
DELIVER THEM ECONOMICALLY. 
Sturdy sling simplifies maneuvering 
through narrow doors and halls . . . 
protecting customer's property . . . 
avoiding damage claims . . . lessen- 
ing risk of injury to handlers .. . 
eliminating messy unpacking. 
PROTECT THEM SPEEDILY. 


minutes Slingabouts can be slipped 


In mere 


on... made secure and slung aboard 
your truck. Two men can do the job. 
Use Slingabouts repeatedly to cut 


your delivery costs. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


7 
make Refrigerators | 
Radio | 
Check {Range | 
Appliance )Washer | 
Other | 
_State (please specify) 





Just as tired muscles welcome 
the soothing relaxation of pul- 
sating rotary massage, so, too, 
will your lagging sales get a 
fresh impetus from 


VITALATOR Off from the market during the war 





years, VITALATOR is back again offering invigorating massage to 
tired muscles. A great boon to athletes, it is also in great favor 
with the women folks who find its vibrating, rotary, kneading action 
useful in muscle toning and helpful as a beauty aid. 





But don’t delay! The 1948 supply of this 
magic machine is limited. Order YOUR stock 
now and be prepared for the swarm of 
customers aroused by extensive consumer 
national advertising which tells them how, 
at last, they can obtain all the eagerly 
sought advantages of Swedish rotary mas- 
sage in their own homes. 


Retails at $15.00 


The A. C. GILBERT COMPANY, NEW HAVEN, CONN, 
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HOW TO CUT DELIVERY COSTS 


aust) "LIE T-GATES" 


. (4 PROVED PRODUCT 






Handling garments on racks 





Leading bakery goods 


Truck Loading, Unloading 


Equipment Widely Used 


You Can Save 5 to 30 Minutes 
Per Delivery with “LIFT-GATES”. 


Thousands of retailers and manufacturers are loading 
and unloading trucks and trailers much faster and much 
easier with Anthony “LIFT GATES”, the very latest 
in cargo handling ecuipment. 

Your driver can handle heavy shipments with far less 
work. Merchandise is handled gently and safely—mini 
mizes damage claims. 

“LIFT GATES” avoid unnecessary delay, no tying up 
area ways. Loading doors open a shorter time. Reduces 
confusion at the dock. 

Truck owners and customers alike, like this service 
because it costs them less. 





Loads at either side 


lel 


| 
1 by 
= 


t 
_ Xi 
Oo 


‘Dramatized”’ delivery 
Write for free miniature demonstrator and literature 


ANTHONY ay 


iw 


Uae; SESE 
HYDRAULIC 
ANTHONY CO., Dept. 813, Streator, Ill. 


ROBCO COIN METERS —— 
° ~ All Dypes of Electrical _ Appliances . 





Faster warehouse to 
store delivery 























° . 
» © 
ACCURATE e FOOLPROOF e ADAPTABLE 
. a. 
o P + 

The ROBCO +1000 Series 
° Suitable to all possible condi- ° 
e tions. The operator can regulate ° 
a the time by a simple screw ad- ° 
justment, from 10 min. to 1 hour. 
e Contains the exclusive Robco Re- e 
e set Feature: insertion of a coin e 
resets the meter to start a new “ 
S complete cycle. 
— oe 
—_ i bd 
° The ROBCO +800 Series 
° A set-cycle meter, suitable for ° 
e use on any appliance where the 7 
reset feature and timing change 
— . . 
by the operator are not required. 
+ Available in timings of 5, 10, 15, ° 
20, 30, 40, 60 and 120 minutes. 
+ 2 
. © 
~ Both +800 Series and +1000 Series are available in two , 
types of cases: 
oo ” ” . e 
Case “H”—Heavy-duty 8-gauge steel welded case, 344" deep, 64° high, 
© 5%” wide. Has two separate locked compartments, one for collector, one e 
for meter mechanism. Preferred for unprotected locations. In 5¢, 10¢, 25¢ 
bad and 50¢ sizes s 
e Case “L”—14-gauge welded steel case, with one locked door covering both + 
meter and money compartment. In 5S¢, 10¢, 25¢ and 50¢ sizes. 
ad Electrical Specifications: 110 volts, 60 cycle, 15 amp. bad 
° Write for complete details and prices. ° 


: WM. J. DOHERTY & CO. “ 


1728 Grand Central Terminal New York 17, N. Y. 
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HONORED at a recent dinner in Cleveland with the first presentation of the J. E 
North Award, a testimonial certificate and $100, was W. E. Conley (second from 
left), district engineer of G-E’s Lamp Dept. W. E. Henges (left) vice-president of the 
Electrical League of Cleveland, originator of the award, makes the presentation 
while president J. E. North congratulates C. B. Gray, who accepted a similar certifi- 
cate on behalf of the Buckeye Sales District, G-E Lamp Dept. The award will be 
made each year to a Cleveland man or woman “As formal recognition of individual 


thinking and exceptional endeavor.” 








LEAGUE ACTIVITIES 





New Shoshone Chapter 
Of IEEDA Organized 


Robert L. Wilkinson, executive sec- 
retary of the Inland Empire Electrical 
Dealers Assn., announced recently that 


a new Shoshone Chapter of the 
[EEDA has been formed to serve the 
lealers in the mining district of north 
ern Idaho. The three utilities operating 


in Shoshone County have joined with 
dealers and contractors to support the 
association's program. 

Ralph Wickberg, Sunnyside Electric, 
Kellogg, Idaho, has been elected presi- 
dent of the Shoshone Chapter. M. W 
Gjening, Osburn contractor, is vice- 
president; Vern J. Nelson, Washing- 
ton Water Power Co., Wallace, secre- 
tary; and Vincent C. Allen, Morrow 
Retaii Stores, Mullan, treasurer. 

John F. Boothe, Brown-Johnston 
Co., Spokane, and F. A. Tool, Wash- 
ington Water Power Co., Spokane, 
association president and secretary, re- 
spectively, and Mr. Wilkinson assisted 
in organization of the new chapter. 

The Shoshone unit is the sixth 
chapter to be formed by the association 
since its founding in the fall of 1946. 
Other chapters include the Spokane 
group; the Coeur d’ Alene Chapter of 
Northwestern Idaho; Big Bend Chap- 
ter, covering an extensive area west 
of Spokane; the Palouse Chapter of 
Southeastern Washington and a por- 
tion of western Idaho; and the Lewis- 
ton Chapter, covering the Lewiston, 
Camas prairie, and Clearwater valley 
areas of Idaho. 


Bureau Estimates 5,500 
FM Sets in San Diego 


The Bureau of Radio and Electrical 
Appliances of San Diego County esti- 
mates that there are 5,500 FM radio 
sets in operation in the San Diego 
area. This estimate is believed to be 
the first attempt to measure the true 
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potential for FM listeners in that area 

Recent announcements by San Diego 
broadcasters of their FM transmission 
plans indicate increased local interest 
in FM receivers and FM programs 
It has been reported that by August | 
KSON had in operation a full-time 
FM station, KWFM, and KUSN 
plans an FM station KSDO, also to 
be in operation about that time 

Station KFMB has for a year been 
the only local FM outlet. It beams its 
\M programs over its FM transmitter 
daily from 2 to 5 p.m. and from 6 to 
9 p.m. 


Texas Appliance Assn. 
Elects New Officers 


The Appliance Assn. of San Antonio, 
Tex., recently held an election for new 
officers. Succeeding J. A. Harris of 
Sears, Roebuck & Co. as president, is 
Charles L. MacNeal, appliance depart- 
ment manager for Wolff & Marx. 
Harry Harrison of Graybar Electric 
Co, and Howard Barsotti of the Tou- 
douze Co. were elected vice-president 
and secretary-treasurer respectively. 


Kiser Elected Head 
Of Radio Service Men 


Formed to promote a more efficient 
service by advance training of per- 
sonnel in the latest radio technical de- 
velopments, the recently organized 
Radio Service Men’s Assn. of Greens- 
boro, N. C., has elected George Kiser 
as president. Also chosen were How- 
ard W. Roggins, vice-president and 
Charles H. Deligny, secretary-treas- 
urer. 

Regularly scheduled Monday night 
meetings were decided upon for the 
future. 
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Westinghouse Offers New 
Appliance Financing Plan 


Under “Westinghouse Equity Plan” 


local banks get protection, retain 


power of decision in transactions 


A PLAN developed with the aid of 
some of the nation’s leading con- 
credit bankers was recently 
announced by the Westinghouse Elec- 
tric Corp., Pittsburgh, Pa., marking 
the occasion of the first large manu- 
facturer’s extending to the nation’s 
banks the opportunity to participate 
in a comprehensive program covering 
wholesale and retail financing of elec- 
trical appliances and radios, according 
to L. H. Lund, vice-president and 
treasurer 

Titled the “Westinghouse Equity 
Plan”, the program offers banks cer- 
tain protective assurances never before 
available nationally. Also included are 
optional, low-cost insurance features 
which even small banks may secure 
and which set up protection against 
physical damage and theft of financed 
merchandise as well as fraud. More 
than 15,000 banks have been asked to 
become part of the local financing by 


1 


local banks 


sumer 


Wholesale Advantages 


The simple wholesale plan works as 
The first floor plan transac- 
tion with a Westinghouse dealer 
having been completed, the bank need 
only sign and return the prepared 
agreement, the contract being effective 
the first transaction but 


follow s 


not mer ely tor 


for all subsequent deals with other 
Westinghouse dealers. One contract 
automatically covers all branches of 
the bank. An attached list of eligible 


Westinghouse distributors and eligible 
merchandise is included. Each bank 
then submits an annual estimate of its 
f Oct. 31 on wholesale 
transactions relating to the contract 
and nothing more, the bank being the 
sole judge of whether or not to accept 
a transaction. 


balances as 


Retailers Benefit Too 


Making it possible for the bank to 
offer a salable retail finance plan to 
dealers and still have a safe and prof- 
itable operation, the “Dealer Retail 
Equity Plan” is a suggested self-insur- 
ing arrangement which would allow 
any bank a safety margin of 50 percent 
over the average repossession ex- 
pectancy and yet not affect the bank’s 
net return. A retail repurchase sched- 
ule allows banks to tell easily at any 
stage of the retail contract the exact 
percentage of the current balance 
dealers need to pay the bank. Use of 
the dealer retail equity agreement is 
permitted gratis, covering the entire 
retail financing setup between bank 
and dealer. Of course, the banks are 
free to determine the extent of their 
own reserve fund as they, not the re- 
tail dealers, will be retaining all re- 
serves. 


Other Insurance Offered 
In the plan is an arrangement 
whereby the banks’ mass purchasing 
power permits even small banks to 
obtain and afford low-cost insurance 


ELECTRICAL MERCHANDISING—SEPTEMBER 


in the form of indemnity protection 
against fraudulent retail paper, thus 
protecting the bank against fraud re- 
lating to the wholesale floor plans. 
Physical damage, theft insurance in- 
suring the bank for its outstanding 
balance is also offered. 
To summarize the advantages : 


(1) Local banks benefit in being able to 
extend wholesale and retail credits to the 
appliance industry, thus building good 
profits at a minimum investment. 

(2) Inasmuch as banks issue credit in 
both good and bad times, the extension 
of credits is the very factor necessary 
to promote distribution. 


(3) Dealers can show a better represent- 
ative display. 

(4) Consumers will gain from local bank 
financing, credit accommodations at a 
more equitable cost. 


Correction 


J. Wesley George, who was recently 
ippointed advertising and sales promo 
tion manager of the Automatic Washer 
Co., Newton, Iowa, formerly held a 
similar post with the Lennox Furnace 
Co. Marshalltown, Iowa, and not with 
the Lennox Furniture Co. as errone- 
ously reported in the July 15 issue of 
ELecrricAL MERCHANDISING. Earlier 
in his career Mr. George was advertis- 
ing manager of the Wendt-Sonis Co., 


Hannibal, Mo 


The Oasis Got It 


CHANGE-OVER from a thing of beauty 
to a near complete wreck was all that 
this Oasis Electric drinking fountain got 
out of an encounter with a run-away 
automobile in Porter's Service Station, 
Jacksonville, Beach, Fla. Despite its in- 
juries, the cooler continued to produce 
cold water, as this mechanic proves. 
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When it's an Armstrong... 
depend on it... it's 
the best of its kind” 


GET READY FOR COLD WEATHER 
STOCK THIS COMPLETE HEATER LINE 


Outstanding designs in Circulating and Radiant Gas Heaters that fit into 
every decorating scheme and every room. Beautiful new hearth-type 
heaters as well as attractive modern models in various sizes, enamel and 
chrome finishes, sell on sight. Constructed of heavy gauge steel, burners 
and heating elements are engineered for highest efficiency, insuring low- 
cost, trouble-free performance. Series 900 illustrated available in three 
sizes, 16,000, 20,000 and 30,000 B.T.U. Priced right. Meets all com- 
petition. Fully guaranteed. 


ELECTRIC HEATER No. 514 . . . A profitable and exceptionally pop- 
ular seller. Weighs only 6} Ibs. with carrying handle at back. Guaran- 
teed for 5 years. Finished in walnut or white porcelain enamel finish. 
Retails for $6.95 plus tax. Higher west of Rockies and Canada. 


THE IRONER 
') OF THE YEAR 


a’ 







A real beauty finished 
in chrome and white 
enamel. Compact. Motor entirely enclosed in 21-inch roll. Thermostatic 
Heat Control. Wt. 30 Ibs. Easy to carry anywhere in the house, and low 
priced for volume selling at $49.95 retail. Slightly higher west of 
Rockies and Canada. 


ORDER FROM YOUR JOBBER OR SEND COUPON FOR LITERATURE! 















ARMSTRONG PRODUCTS CORP., DEPT. EM, HUNTINGTON 12, W. VA. 


Send Catalog 


Interested In: Name... 


Address..... 


|} Gas Heaters 
[] Electric Heater 514 
[] Ironer 
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DRIVER 


For Every 
Electrical 
Need! 


You'll like the rich good looks 
. « the perfect balance .. . 
the precision build and sure 








grip . . . of the newly styled 

Vaco driver line. 
BREAK-PROOF 
SHOCK-PROOF 





The bright, clear plastic han- 
dies are both break and shock- 
proof. The Chrome Vanadium 
steel blades are oil tempered for 
long service . . . and bright 
Cadmium plated for eye appeal 
and resistance to rust. 


FIRE-SAFE 


Here's another feature radio 
servicemen, mechanics, crafts- 
men and home workshop en- 
thusiasts will like . . . Vaco 
Amberyl* handles are fire- 
safe! Only Amberyl* han- 
dles carry the Underwriters 
Laboratories, Inc., Re-Ex- 
amination Service Marker 
(UL) deeply embossed in 
the dome end of each 
handle! 











screw drivers in 1! 
1/8”, 3/16", and 1/4” 
regular blades and No. 1 
and No. 2 Phillips blades 
snap into break-proof, 
shock-proof handle. Pre- 
cision buile throughout 

- no wobble. Fully 
Guaranteed! 





5 nut drivers in 1! 
Interchangeable sockets 
fit into same Amberyl* 
plastic handle to provide 
1/4”, 5/16", 11/32”, 
3/8” and 7/16” hex. 
wrenches. Super hard 
steel for long socket life! 
Large, comfortable- grip 
handle is deep-fluted for 
greater torque. Whole 
kit including leatherette 
tool roll fits comfortably into back pocket. 
Fully Guaranteed! 





EYE-CATCHING DISPLAY 
Put this display up in 


TT) ! i your shop or store and 

watch those drivers sell! 

People can’t resist the 

beautiful appearance of 

<1) 40 ‘ these fine hand tools. 

r ! Board and shelf stock in- 

a! i clude 110 mixed square 

| Wh) i! i| and round regular and 
| ' ts° Phillips blades. 
i Ad 


More Than 250 Styles and Sizes! 
Send for the New 28-Page Vaco Catalog 





*Trade Mark Registered 


317 E. Ontario St., 
Chicago 11, Illinois 





NEW LITERATURE 












Electromaster, Inc. 


\ new 48-page sales manual, “Sure 
Shots for Selling Electromaster Elec- 
tric Ranges,” is being distributed to its 
entire sales organization by Electro- 
master, Inc., Mount Clemens, Mich. 
[he wrap-around cover of this manual 
s fully utilized to provide an unusually 
large illustration of the Banquet 
Sup rb model range, the top model of 
the company’s line. By such an ar- 
rangement this over-all range illus- 
tration is placed directly in front of 
the reader as he reads about the sales 
features of that model. Another good 
use is made of the large cover illus- 
tration. It is handy for locating many 
f the sales features individually illus 
trated in the manual. This close tie-up 
of the large illustration with the indi- 
vidual smaller feature illustrations on 
the pages of the manual offers the 
maximum for easy understanding and 
sales instruction. The copy of the 
manual is pitched at the retail sales 
man’s angle and offers words, state 
ments, as well as phrases which he 
can use in his everyday selling. 


Fluorescent Lighting Assn. 


The Fluorescent Lighting Assn., 501 
Fifth Ave., New York City, has an- 
inced a promotional booklet about 
Id cathode lighting, which is avail- 


ible « request It was designed 


fically for architects and engi- 
neers, and is fully illustrated witl 
artoons, photographs and_ charts 
Write for the “Cold Cathode Fluores 


The Apex Electrical Mfg. Co. 


\ two-tone lor folder entitled 
Hour Saving Appliances’—cleaners, 
Washers, 1roners as been rec ently re 
leased by the \pex Electrical Mig 
Co., Cleveland, O. Contained in the 


material are pictures, descriptions and 


specifications of the company’s new 


upright-type, cylinder-type and “roto- 
brush” cleaners as well as spiral dasher 
washers, “Fold-A-Matic” and floating 
ea 


1roners 


Given Manufacturing Co. 


In the interest of the garbage dis 
poser industry Given Manufacturing 
Co., Los Angeles, is putting out a 
monthly news sheet, under the title of 
“Garbage Disposer News.” Fifteen 
thousand copies are mailed every 
month at no cost to garbage disposer 
dealers and distributors. Copies are 
available by writing Given Manufac- 
turing Co. 3855 South Santa Fe Ave. 
Los Angeles 11, Calif 


Industrial Television Inc. 


Industrial Television, Inc., 359 Lex 
ington Ave., Clifton, N. J., has an 
nounced the publication of a free 
booklet entitled “What to Look for in 
Tavern Television’. The booklet out 
lines the special requirements of tele 
vision equipment used in public places, 
and is recommended reading for all 
potential buyers of tavern television 
equipment 








There’s Profit and Customer Satisfaction 
in THERMOGRAY 


Ekle 


Water Heaters 


Alert dealers prefer Therm- 
ogray electric water heat- 
ers for top quality and 
customer satisfaction. For 25 years this pioneer 
company has been manufacturing electric water 
heaters exclusively, developing the “know how” 
that means outstanding performance. Each 
Thermogray heater is built entirely in the home 
plant to assure quality control. Provide your cus- 
tomers with the finest! Order Thermogray in a 
complete range of sizes today! 





THERMOGRAY COMPANY 
JEFFERSON, IOWA 











EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 





















The Wonder-Working Household Floor Conditioner 
That Gives The Smart LOOK To All Kinds of Floors 


This Popular HOUSEHOLD 
FLOOR MACHINE 


®@ Scrubs ® Dry Cleans @ Sands 
© Buffs © Waxes @ Polishes 
© And Refinishes all types of floors. 


This beautiful, modern, _light- 
weight, trouble-free, and easy to 
operate twin-brush machine will 
glide over any floor close to base- 
boards and under furniture . 

styled for beauty, en- 
gineered for perform- 
ance. 












A simple change to 











snap-on side handles The First 
and the General T-12 All-Purpose 
will easily polish 

kitchen cabinets wood HOME FLOOR 









panels, flat furniture 
and your car. 


CONDITIONER 





We recommend our new streamlined model K-12 medium size single brush machine 
for both light and heavy duty floor maintenance in small institutions, stores, pro- 
fessional offices and for rental purposes. Write for illustrated folders on the T-12, 
K-12, and our Heavy Duty Industrial models in 14”, 16”, 18”, 22” brush 
diameters. 


GENERAL FLOORCRAFT, INC. cee “2ee'Nes' yore fant 
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SOMETHING NEW UNDER THE SUN! 
Mathews expresses amazement as new Eureka Automatic cleaner walks across rug by 





A vacuum cleaner that walks! Fran 


itself, cleaning as it goes. Demonstration by A. L. McCarthy, executive vice president 
Eureka Div., Eureka-Williams Corp., at the Chicago Markets. 







COFFEE TABLE, self merchandising, is 
included in Cory Corporation’s new 
merchandising plan. Background piece 
acts as guide to sales clerk in presenting 
advantages of Cory glass coffee brewers. 





CARRY-KIT, for RCA batteries is shown 


here. Contains season-long supply of “A” 
batteries for portable and personal radios. 


Kit of 8 batteries sells for 98c. Package 
is introduced by RCA Tube Department, 


Camden, N. J. 





tae a 
(Wandybreese S) ~ 


1T SEEMS 30 DEGREES COOLER claims 


Chicago Electric Mfg. Co., in this point- 
of-display for their Handy breeze elec- 
tric fans. A thermometer drops 30 de- 
grees when a Handybreeze fan blows. 


WESIX ELECTRIC HEATER COMPANY 





POINT OF PURCHASE material for 
the Wesix model 20 FSE wall recessed 
heater. Display card is supplied to all 
dealers with the purchase of the cor- 
responding heater. Card comes in black, 
red, gray and white. Height is 3 feet. 
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popping along 
as customers 
expect 


Our cutaway photo shows seven important working parts of 
the famous General Electric Automatic Toaster. 

All seven have this in common—they’re made of NICKEL 
or a Nickel Alloy. Appliance dealers and their salesmen should 
find it helpful to know why. 

In NICKEL and its alloys, General Electric designers find 
all the properties they need to keep this new, smartly styled 
toaster popping along on schedule. 

The two wires designated by (1) and (2), for example, are 
made of pure NICKEL. These wires withstand intense heat. 
And the compensated thermostat heater ribbon (3) is a 72% 
Nickel Alloy that works faithfully to give every slice of toast 
the same even, brown color. 

What controls the toaster’s pop-up action, of course, is the 
large Monel* coil spring (4). It’s strong...tough... rustproof. 
Although subjected to temperatures of 400° F. day after day, 
it keeps its “spring.” 

Other Nickel Alloys in the General Electric Automatic 
Toaster include (5) the main switch eprety of wounennetthe 
(7) and (8) small coil springs aaa t oo 
of Monel; and (9) heating ele- 
ments of Nichrome?. 

So in General Electric Au- 
tomatic Toasters—as in many 
other nationally advertised 
appliances — NICKEL is con- 
stantly Your Unseen Friend. 
It is always guarding your 
goodwill and future sales. It 
protects the appliances you 








sell... makes them work bet- 
ter and serve dependably. 


“Inconel — Reg. U. S. Pat. Off. by The Inter- 
national Nickel Company, Inc. 
+Nichrome — Reg. U. S. Pat. Off. by Driver- 


Harris Company 


EMBLEM 
OF SERVICE 





VITAL SPOTS in the General Electric 
Automatic Toaster,where rust, heat, wear 
or corrosion might ordinarily cause trouble, 
are protected by the NICKEL and Nickel 
Alloy parts described in text. (Photos cour- 
tesy of General Electric Company, Bridge- 
port, Conn.) 


THE INTERNATIONAL NICKEL COMPANY, INC. + 67 Wall Street, New York 5, 4.Y. 


.Your Unseen Friend 
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Crosley Boosting Teleset 


* < Output to 10,000 a Month ‘oa Displays with 
In a recent newsletter, Victor Eman- | 
ee uel, president, Avco Mfg. Corp., re- 
ported production of 250 television 
receivers daily with a capacity of O: 
10,000 a month scheduled at completion 
OPENS TWO NEW MARKETS of new facilities for the Crosley Div. ELECTRIC = 


Mr. Emanuel looks for production to f 
be limited only by the availability of . + Mean More Business! 


; tubes in 1949, anticipating a record of 
For Appliance Sales 1-15 million units as compared with 
an estimated 700,000 this year and less | 
P than 200,000 in 1947, 
/ Avco also announced that the Ameri- 
V PAINLESS TIME PAYMENTS can Central Division will allocate 50 | 


Customers pay as they use. “Rentals” percent of its output to new home “712” for motion 
can’t help become sales builders beginning in September. This with lighting effects ®@ Whether 


will amount to 50,000 kitchens a year for revolving 
with a retail value of 25 million dollars merchandise 
and should help relieve the severe displays or 
INVESTMENT INGEN T IVE shortage of steel kitchens for new | = — a 
homes, thus speeding construction. ighte 
; Christmas 
A Property managers and apartment 


-- meget 4" Tree, Kasson 
owners will invest in a promising RSS giandasd the ROTO-SHO 
world over is unbeat- 
source of added revenue. able! Turns 
3 times a 
minute, car- 
ries up to 
200 Ibs. 








Seth Thomas Clock Prices 
Now Include Federal Tax 


In a move designed to eliminate con- 
fusion and overcome the need of a 


dealer selling the product twice, Seth 





Thomas clock prices now include both KASSON 





Your present appliance line plus the easily in- the cost of the article and the tax se 
: ‘ om their sew oxice tans. and i : Tree 
stalled General Appliance meter will move any m their new price tags, and in their Pn 
: advertising, Charles J. Gillmann, gen- 
appliance off your floor fast. eral sales manager, recently announced. 
Wri =a ee , D No longer need the dealer be ines sultanate Celia acs natin 
. or innin adtsap «© d 
rite or wire for full information to Dept A. obliged to sell first the clock and then | for full information’ end * complete 
the tax. The displayed price includes ROTO-PRODUCTS catalog! 


General Appliance Corp. both, and from his new price schedule, | GENERAL DIE AND STAMPING CO. 


he can see exactly how much tax is 
SPRINGFIELD, MASSACHUSETTS part of each sale, keeping bookkeeping | Dept. 65, 267 Mott St. © New York 12, N.Y. 


at a minimum 











A pplian (C 


De qlers ! 





ANNOUNCING - - 


Experienced Sewing 


ER PHONOGRAPH NEEDLES 


OF FIN 
THE NEW Phunstiehl 
$ DOLLAR NEEDLE 


An exceptional needle value—at less money! 
Imagine a needle with a precious metal up 





AVOID THE RISK OF DAMAGED Meshing Beslere 


MERCHANDISE DURING DELIVERY 











\ developed by Pfanstiehl scientists—for only 
\ $1! Thousands of plays... easy on records! 
$ 00 Made for fast turnover .. . real leadership Deli : - 
] in esodie sales. eliver in perfect condition—no dents, 
| ae ™ chips or scratches on merchandise, no 


splintered or scraped woodwork. 


MASTERCRAFT covers are made of FOR THE NEW NATIONALLY 


. heavy green pocketing twill inside and ADVERTISED "SEW-GEM" 
TIME-PROVEN Phanstiehl o~. Lined with Kersey (Jute fibre on bur- Rotary Electric Sewing Machine | 
p), they are quilted to give maximum =» teal Cas | 
SS protection. Long-life MASTERCRAFT | |  \ig/ss'and proft polenta, tail poy you 


The music-lovers’ standard of phonograph 
needle quality. Year after year Pfanstiehl has 
made sales records and kept leadership with 
this one great needle at $1.50. Packaged in $150 


clear lucite 
é : wer Popey, >. aes fanges, washing 
machines, ironers, 


THE ALL- ae, SUPERB its radios, combine 
fan sti ahi FLEXSTAFF ions, heaters, etc. 


quickly “Wrap 
The needle with the GIVE . . . to prolong record 


covers stamp you 
as a progressive, 
up-to-date busi- 
ness operator. 
Refrigerators, 


to investigate the newest of electric sewing 
machines. 





A hungry market is now waiting for this product. 
Territories are still open in many sections of the 
country and will be allotted on a first come first 
| choice basis. 





Here is an excellent opportunity to get in on 
the ground floor and enjoy fast sales and nice 
profits. If interested, write us at once for com- 
plete details. All inquiries will be held in strict 
confidence. 


| 
| 
| | packed” and deliv- 
ered in perfect con- 











































life and quell record hiss! Built on an amazing dition—just as they 
principle of “vertical compliance” . . . 3 one- | T left your showroom. 6 
thousandths of an inch “give” in the Act cow! ; 
— staff! Gold-plated. A new high C tod: 
| “finest” needles. | t. ! POPULAR ‘ - = | 
Wy : » x P ; it ‘ ‘ diprta 2 Se . 4 : a " ® o2oee -s- |, PF 3 37w 3m ee we wm ew 2 ew MODELS ~ 
ae. 8 SECO Rae | BEARSE MANUFACTURING CO. 1 : | 
. Please send me your fold iving ¢ lete info 16 3817 Cortland St. « Chicago 47, Wlinois ij 
: P F A N Ss T ! E H L pee Planstiehl en of hn toe tee yesh angen ; 1 Gentlemen : 
' CHEMICAL co. ; ; Please send me price list on Mastercraft Pods. 4 
| 104 Lake View Ave., My mame ' . oe 4 
; Waukegan, i. Store name 1 | } ‘ 
i 
Address ] | : ADDRESS a 
] 
City | | fo on STATE ; 
Sere ee eee ee SSS ee eeoeoeeoreer eee eee 4 See ec eeeceeeceseeeeesoaueaen’d 
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Manufacturers 
Jobbers 


Dealers 


Line Cord Sets 
Cube Tap Extension Cord Sets 
Vacuum Cleaner Cord Sets 
Heavy Duty Power Cord Sets 
Heavy Duty Extension Cord Sets 
Heater Cord Sets 
AC-DC Resistance Cord Sets 
Prompt delivery . . . top quelity. Send 
us your specifications and requirements 
for prompt attention! 

OUR SPECIALTY 
All Types of RESISTANCE CORDS for 
all purposes. 





We carry in stock for immediate delivery 
many types of wire and cable in gauges 
of from 23 to 2, in addition to various 
types of multi conductor cable for many 
uses. 


Our NEW catalog is now available 




















ELECTRICAL 


for distribution. Write for your copy 
today! 


COLUMBIA WIRE & SUPPLY 


736 ELSTON AVE 
CHICAGO 30, ILLINOIS 





PROFIT LINE 


for Appliance Dealers 





Ruggedly built for long service 

. low in price . . . backed by an 
unmatched guarantee & service 
policy. 





THE NEW 1948 SOLID SMALL 
Full-size professional electric clipper. 
Easy to handle—light weight plastic 
case. The favorite in beauty shops 
for years. 


$9.75 List 


WAHL Silent 

Hair Dryer 
Fast and thorough. Hot 
or cold air as desired. 
Quiet. Plastic case . . 
light weight. $9.75 List 
WAHL “Hand-E” 

Electric Vibrator 

Gives perfect mas- 
sage stroke — 
powerful and 
penetrating. Fits 
the hand. Com- 
plete with four 
applicators. 

$6.50 List 
GUARANTEE — We 
agree to repair or re- 
place free of charge, for 
one year, any WAHL 


product which does not 
give perfect satisfaction. 


WRITE TODAY TO 
Dept. E M 48 FOR 
DEALER’ INFOR- 
MATION 
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here’s how to cash in on 
extra profits — 





to sales-minded retailers. 


Three big catalogs that are real business builders 
—your guides to better profits. 


Keep these ready reference catalogs on your counters. They 
| contain money-making merchandise of over 57 leading manu- 
facturers. All items carefully selected for quality, value and 
salability by U. S. ELECTRICAL SUPPLY 
CO., one of America’s largest wholesale 
distributors of electrical appliances, sup- 
yaa and agnting fixtures. 


3 BH Os Bie (Oy. Be.) ©) Ld a @ OP 
55 Warren St., New York 7, N. Y. 





























ad us the following business building catalogs we have checked: 
Electrical Appliance and Houseware Catalog. 

Wire Devices and Electrical Supplies Catalog. 

Lighting Fixture Catalog. 


Oo § § 








CATALOGS — ; Mame 
NOW i 
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| %& Properly Cooled Drinking Water 
* & Refrigerated Storage Space 


*& & & Two Full Trays of Ice Cubes | 


' 
The new Model OBR Oasis is a i 
streamlined three-in-one beauty—the 
biggest profit news in the water cooler 
industry! * The water cooler serves 6 
to 12 people with properly cooled 
drinking water. **Its Monel Metal 
refrigerated compartment holds 24 
average-sized bottles of carbonated 
beverages or the equivalent. ***Its 
two aluminum ice cube trays hold 28 
full-sized cubes. 


Temperature of the refrigerated 
compartment is constant, at 35-38° F. 
—an exclusive feature. Sweatproof 
compartment door has a neat push- 
| button latch that can be locked shut 

when desired. Entire cooler requires 

—_ a 15-inch-square floor space. 

mply plugs into electrical outlet. 

| Ba y the world’s largest maker 

of electric drinking water coolers. 

| Write for complete details—mail 
| coupon today. 




























The 





EBCO Manufacturing Company 
401 West Town Street, Columbus 8, Ohio 














Rush details on new triple service OASIS, model OBR ! 





Name 













Firm 






as 









City ; Zone State 
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OPPORTUNITIES: SELLING . . 
RATES: 


> - 1 I r 4 T ea ly ance 
payment, count 5 average words as a line. POSI- 
TIONS WANTED (full or part time salaried 
employment only) % the above rates payable 
in advance, 





SEARCHLIGHT SECTION 


CLASSIFIED ADVERTISING 
. EMPLOYMENT . 


| der rules for prominent display of advertisements. 


. MERCHANDISE . . . BUSINESS 


, DISP LAYE D INDIVIDUAL SPACES with bor- 


The advertising rate is $10 25 per inch for all 
advertising appearing on other than a contract 
basis. Contract rates quoted on request. 


AN ADVERTISING INCH is measured %” ver- 























SALESMAN 
WANTED 


Mid-Western Territory 


Nationally Known 


CLOCK 
MANUFACTURER 


Offers excellent opportu- 
nity to hard-hitting aggres- 
sive salesman, acquanted 
with the Electric-Appli- 
anc - Jewelry - Hardware 

General Merchandise 
Jobbing trade. 


Must come well recom- 
mended and capable of 
taking over active well de- 
veloped territory. Exten- 
sive travelling necessary. 


In replying state age, ex- 
perience, education and 
references. 


SW -6006, E 














BOX NUMBERS—Care of publication New ically on a column—4 columns—48 inches to a 
York, Chicago er San Francisco Offices count as page. COPY FOR NEW ADVERTISEMENTS 
1 line RECEIVED BY SEPTEMBER 15th WILL 
DISCOUNT of 10% if full payment is made in APPEAR IN THE OCTOBER ISSUE, SUBJECT 
advance for 4 consecutive insertions ro SPACE LIMITATIONS EM 
By manufacturer of exclusive U. L. Electric Appili- 
Top - Notch ances Must have jobbers and department store 


following Write territory covered and details. 


Standard-Hygrade Electric Co., Inc 


1372 39th St. Brooklyn 18, N. Y. 








APPLIANCE LINES WANTED 


Eastern Organization—Baltimore to Boston—with 
New York City display rooms—wants exclusive 
sales reprecentation of Western made Appliance 
Lines. 


EXPERIENCED—ABLE—FINANCIALLY STRONG 


TECHNICAL PRODUCT COMPANY 
369 Lexington Ave. New York, N. Y. 














EPLIE B \ id ) 
NEW YORA W nd St 18 
CHICAGO \. Mich n Ave 11 
SAN FRANCISCO: 68 P 


SELLING OPPORTUNITIES OFFERED 


SALESMEN NEW Y k Distr itor 
0 ly advertised né 


I i W 
¢ mn the hardware 
! + iy = nost territories) 
quaiit né f labor saving equ nen 
‘ ories r exclusive basis Hig 





BUSINESS OPPORTUNITY 


Merct 


Baltimore, Md. jobbing house 
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At Your 


Service 


for bringing business needs or 
“opportunities” to the attention 
of men associated in executive, 
management, sales and responsi- 
ble technical, engineering and 
operating capacities with the in- 
dustries served by the following 
McGraw-Hill publications: 


The 
SEARCHLIGHT 
SECTIONS of 
Classified Advertising 


American Machinist 
Aviation Week 
Business Week 

Bus Transportation 
Chemical Engineering 
Coal Age 
Construction Methods 


Electrical Construction & Mainte- 
nance 


Electrical Merchandising 

Electrical World 

Electronics 

Engineering and Mining Journal 

E. & M. J. Metal & Mineral Markets 
Engineering News-Record 


Factory Management and Main- 
tenance 


Food Industries 
Operating Engineer 
Power 

Product Engineering 
Textile World 
Welding Engineer 


For advertising rates or other 
information address the 


Classified Advertising Division 
McGRAW-HILL 
PUBLISHING CO., INC. 


330 W. 42nd St., New York 18, N. Y. 
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@ APPLIANCES @ SPECIALTIES @ ACCESSORIES 
@ EQUIPMENT ® TOOLS @ INSTRUCTION 
@ PARTS @ MATERIALS @ REPAIRS 


FOR MORE SALES — FOR MORE PROFITS 


DISPLAYED RATE: 
$14.20 per inch per insertion. Contract 
rate on request. (An advertising 
inch is measured vertically %” on 
one column. There are 4 columns— 
48 inches to a page.) 


UNDISPLAYED RATE: 


$1.60 a line an insertion. Minimum $6.00. 
(First line small black face type.) Frac- 
tional line counts as line. 10% Discount 
if full advance payment is made for 4 
consecutive insertions. 


























ECONOMY PLUS 
BUILT-IN CRAFTSMANSHIP 


“JIFFY” REPLACEMENT ELEMENTS 


For Domestic and Commercial Elec- 
trical Appliances and general repairs. 


PRECISION ENGINEERING 


Ask your jobber to show you why ‘‘Jiffy 
“The Long Life Element."’ If you haven't ai. 
ready received them, write for our catalog and 
name of your nearest jobber. 


THE HARTFORD ELEMENT CO., INC. 
CONN. 


HARTFORD 5 








Fleritle Couplings for 


WASHING MACHINES, OIL BURNERS 
MOTOR DRIVEN MACHINES 







Geeatnete ge re- 
duce se. Lovejoy 
Flexible | Couplings 
are inexpensive—best 
for washing ma- 
chines, oil burners, 
pumps, stokers, etc. 
ee national- 
ly. Write for name 
of your nearest sup- 
plier and ask for 
catalog. 





TYPE Soe 
LOVEJOY FLEXIBLE COUPLING CO. 


CHICAGO 44, ILL. 






5028 W. LAKE ST 








LOVELL WRINGER ROLLS 


White Rolls — So Soft, Too 
Made Up Rolls — Ready to Install 
DISPLAY RACK AND 3 ROLLS $4.25 


IRONER PADS AND COVERS 
ALL SIZES FOR ALL MAKES 


WASHER AND IRONER PARTS 
Aerobell - Conlon - Easy 
Horton - Speed Queen - 1900 - Thor - Etc. 


OHIO WASHER COMPANY 


1223 Superior Ave. Cleveland 14, Ohio 








WASHING MACHINE PARTS 


Prompt Service 


n 
All Makes 
Catalog Available 


KLINKER BROS 


803 Race Cincinnati 2, 0 






1 MAN NOW 
DOES THE 
WORK OF 2 









) 





SAVE 50% to 

60% of hauling 

costs with the 

Easload Appli- 

ance Truck. 

Chis scientifi- 

cally balanced 

truck carries 

full weight of load on 10” cushion 
tires, Patented balancing mechanism 
causes wheels to slide forward for 
loading — backward, at touch of foot 
pedal —for free easy rolling. Tubular 
smooth steel handles for sliding load. 
Twin strap ratchets. Appliances fully 
protected. 

$48.50 f.0.b. Los Angeles 


COLSON 
EQUIPMENT & SUPPLY CO. 


1317 WILLOW STREET 
LOS ANGELES 13, CAL. 











WASHING MACHINE PARTS 


“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Minn. 











PERMANENT REPAIRS 


Quickly, Easily Made 
=3 3 sizes for all types of domestic 


ce eee and industrial uses. 


$ + BRO KES “ Write for Catalog 


MEND-IT SLEEVE ‘tc 









Insert. "heaben 
ends into sleeve. 








Crimp tight with 
plyers. 5606 Taft Ave., Oakland 18, si 





FREE 2:\.i:;°s: FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 


Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 








One of the FRANTZ PARTS JOBBERS 





The need is greater than yesteryear. 
More people use hand wringers now 
than years ago! 











































FRANTZ HAND POWER WRINGER 


For use in homes, bathing beaches, auto 
laundries, factories, trailer camps, etc. 3 to 1} 
ear reduction, with short nickel plated handle 
or easy operation under load. All aluminum 
frame, with white Duco finish; swivel ciamps 
for attaching to any size or shape tubs; 2” 
white rubber rolls, with adjustable roll pres- 
sure; automatic ‘drain board. Lightweight; 
attractive appearance; two year guarantee on 
all mechanical parts. 


THE FRANTZ MANUFACTURING CO. 


WASHING MACHINE PARTS 


3650 EAST 93 STREET 
CLEVELAND 5 OHIO 











The NEW 
“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH PATENTED RATCHET DEVISE TO TIGHTEN 
THE HOLDING STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 


2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 
E-ZEE-LIFT “ure 


Proper Balance Saves Two Extra Men 
Don’t buy a separate carrier for each 
vay) appliance, when one E-ZEE-LIFT will do all 
the work and more. All advantages rolled 
into one unit. Can be used without cover 
if desired. Start saving today with E-ZEE- 
: LIFT. Order the Universal Model for all 

¥\\ “of WJ c2 Appliances @ $17.95. Immediate delivery. 
\ J ‘ 























Sel \ Used Nat'onally and accepted by the 
/ trade. Check with order please or we will 
Zi} ship C.O.D. 














Saves its Costs 
Many Tirres Over. 











The greatest im- 


provement in Foot 





i 
Y Practically Sells Itself 
¥Y Allows More Profit 


Y Installs Easily & Permanent- 
ly —approved by the Under- 
writers Laboratory. 


Valves for high lift 


pumps in years. Flex- = 
per Sale 


ible poppet can't leak 


Saves its cost in ser- 


vice many times over 

















SPECIALTIES NOISELESS CHECK VALVES 
a ——, — 25 | ome 
Vacuum Bags. all types waaaik' a og gl All position line Check Valves with 
Mangle pads and ers, all types and sizes, A A R A Rubber Po 
a t ait eombination’ trenias teased ppets. Ask for bulletin 501 OMPANY 
pads and ‘covers; Washing machine covers MAKES MINES EQUIPMENT Cc 
' Textile Spec. | 38 W. Sth St GENERAL WASHING MACHINE SERVICE WHITE MACHINE WORKS 4212 CLavTon ave LUMINES J 51. cours 10, mo 
758 South Ave Rochester 7, N. Y. FORT WAYNE 1, INDIANA 
? High P t 
WH ERE TO BUY “GAS-MIZER” Heavy Duty WRINGER HEADS Quality ae Service 
' ’ To replace Washing Machine & Vacuu 
Section Finger tip control conversion unit for any an aw ME oe SLACKSTONE all Parts & Supplies for All Makes 
supplem=nts other advertising ‘nr chis ‘ame non-automatic (side arm) gas water heater. NATIONAL — NORGE — 1900 — Save ean ene ord: Increase 
with these additional announcements of prod- We invite your inquiry on this convenient GENERAL ELECTRIC Money One Tr tation ¢ _ Profits 


ucts and services essential to efficient and eco- 
Gomical operation wm tme eid uf huectrical 
Merchandising } 


ELECTRICAL MERCHANDISING | 





and economical water heating system. 


ELECTRONIC CONTROLS COMPANY 
2519 Wilson Blvd. Arlington, Virginia 






















One - rr nda 


The C. W. Pie Cais co. 


3959 West Ogden Ave. Chicago 23, Hl. 


Free descriptive circular Duties 
APPLIANCE PARTS CO. 
117 South Ave. Youngstown 3, Ohio 
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With a 
fast gaining in popularity—the 


double-ov en range 


advantages of automatic cook- 


ing can be enjoyed two-fold. 
While a complete meal is be- 
ing cooked in the large oven; 


pastries, hot breads and roils 


can be baked in the smaller 
oven, saving time and energv 
for the homemaker. 


Kodachrome by Dave Rosenfeld 





"The Marshal's Baton" 


A comprehensive knowledge of merchandising, combined 
with a refreshing approach, makes George Taubeneck’s 
book on specialty sales management well worthwhile 


NHOOTING the breeze with 
N George Taubeneck can be a 


pretty exhilirating experience. 
Strictly it takes two people 
to carry on a dialogue, but the pub- 
lisher-editor of Air Conditioning and 


speaking 


Refrigeration 
to impart a give 


News manages somehow 


and-take, conversa- 


tional atmosphere to his writing. In 
“The Marshal’s Baton” (Conjure 
House, Detroit, $5) you'll find a dis- 


cussion of specialty sales management 
which is about as informal as it could 
be. It’s as if Mr. Taubeneck were an- 
ticipating argument all along the line, 
and throwing out his rebuttal off the 
cuff. And it’s made all the more re- 
freshing by the humor interspersed 
throughout. A sizable booklet could be 
compiled just by lifting from the text 
ill the illustrative anecdotes (along 
with not so illustrative, as the 
iuthor is the first to admit) 


some 


Napoleon Said it 


The t 
m irk of 


00k’s title is derived from a re- 


Napoleon’s that “Every private 


carries a marshal’s baton in his knap- 
sack.” It is dedicated to the private 
on the sales staff who want to be- 
come marshals in the front office— 


in this case, specialty sales managers. 
What it adds up to is a survey, in gen- 
eral terms, of everything a specialty 
ht to know. A tall 
no wonder it takes 570 pages to 


iob 


sales manager oug 
yrder : 
lo the 


it's All There 


Those 570 pages make fast reading. 
Under headings like “It’s a Great Pro- 
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fession,” “Price-Making Is Like Walk- 
ng a High Wire—And How!” “The 
Distributors ? God Bless "Em!" and 19 


others, Mr. Taubeneck runs through 
the whole merchandising field in a style 
which is breezy, but not so breezy that 
it obscures a wealth of information and 
ulvice. He knows his stuff and he 
holds nothing back. But—and 
big “but”—he insists, again and again, 
that there are a million essentials that 
a good specialty sales manager can’t 
be told. He can learn them only 
through doing his job, since that job 
involves the always variable human 
equation. 


it’s a 


High Brass Helps Out 


his statements, Mr. Tau- 
beneck quotes from a number of emi- 
nent sales executives, many of whom 
contributed their comments expressly 
for this book. Their remarks deal not 
only with specific, practical matters, 
but with business ethics and philosophy, 
and they deserve the-permanent form 
which the book gives them. 


To bolster 


Wide Application 


Because the main concern of “The 
Marshal’s Baton” is helping to coordi- 


nate manufacturing and production 
with sales on the distributor, dealer 
and consumer levels, it holds much of 


interest to 
business. 


almost anyone involved in 
And the appliance field comes 
in for more than its share of scrutiny. 

There is little point in trying to cover 
this volume chapter by chapter ; there’s 
too much in it. 
self. 


Investigate it for your- 
You won't be sorry. 
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The Consumer and His Money By Robert W. Armstrong 39 


Third Federal Reserve Board Survey shows who has the money and 
how it will be spent. 
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THE EAST 


By Robert W. Armstrong 


Reports of Business from 


ELECTRICAL MERCHANDISING’‘s Regional Editors 





THE FAR WEST 
By Clotilde Grunsky Taylor 








HE woebegone expression on the 
faces of some merchants today 
1 be traced directly back to the im- 

the new Regulation W, not so 


tringent as the wartime measure, but 


N 


w to retailers who promoted 10 
ent - down - and - three - years-to-pay 
stallment plans. 
Rumors current before the regula 
ns were issued on August 19 gloom 
forecast a one-third-down limita- 
tion on time sales of appliances 

smaller 20 percent requirement 
ne as a pleasant surprise to many, 
t the requirement can and may be 
anged. Washington reports indicate 
at the Federal Reserve Board plans 
start slowly and then tighten up 
rictions if such action becomes 


Of course, the psychology 





he first blow of the return 
ntrols hasn't been overlooked 


sources of information 
e controls in general will 
e some adverse effect on business, 
range basis. 
distributor, 
to slow 





larly on a lor 
one Philadelphia 


egulations are going 





ess vp 
*} 


Dealers will complain 

ibout it than about high prices 

erous time-payment terms were 

thing that enabled the average 
; 


sell merchandise during this 


“price period.” 


Where “W” Will Hurt 


\ big New York dealer prophesies 
t the measure “will drastically af- 
on lo ”” . 
some people.” He expects the 
‘sure to hurt television sales, ex- 
ning that the combined one-fifth 
lus the installation charge will 
he initial payment too big for 





rospective purchasers. 
hiladelphia source takes the op- 
view with respect to television, 
that the product is so new 
demand is so great that sales will 
ntinue to roll merrily along. 
A New York distributor says the 
lation is “going to be tough on 
l It can’t do 
good.” Money, says this source, 
too short. One of his dealers had 
man and wife who came into his 
‘ore at closing time a couple of weeks 
Continued on next page) 





Pile who sell on time. 


THE MIDWEST 
By Tom F. Blackburn 





‘THE SOUTH 
By Amasa B. Windham 





HREATENED power shortage 

has one of the big midwest utili- 
ties limping. Already customers have 
been questionnaired about cutting down 
on consumption in case things get bad 
When that fatal peak is reached, the 
week before Christmas, some of the big 
industrials may find themselves cut off, 
at least temporarily. 

It is deemed more or less futile to 
ask housewives to go easy. During the 
war when the government asked them 

(Continued on next page) 





iH OUSEWIVES in Atlanta, Dal- 
las, Little Rock, Miami and other 
southern cities took a page out of 
labor’s handbook last month and threw 
up picket lines around many a hapless 
butcher shop. The ladies didn’t like the 
price of meat. Meantime, their hus- 
bands were patching up, repairing and 
repainting their old automobiles. They 
didn't like the price of cars—new and 
used. Such tactics seemed to put con- 
sumers everywhere in the same frame 
(Continued on page 48) 
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MANUFACTURERS 


(Starts 


page 3) 








crt that the rearmament pro- 
“ram may mean further shortages 
of steel, plus the desire to get under the 
wire before any further price rises are 
announced, has led to an upswing in 
retail buying on the Pacific Coast and 
a corresponding increase in dealer 
purchases from jobbers. This was re 
flected in the recent Market Week at 
San Francisco, where a high record of 
sales was reported in spite of rather 
smaller attendance than usual. 

Radio is the one appliance which 
does not seem to share in the increased 
buying. Various reasons are given for 
the slump reported in radio sales from 
all sections of the West. In some places 
it is blamed on the promise of tele- 
vision in the near future; in others, 
where television is not imminent, on 
the fact that modern radio equipment 
does not represent good value for the 
high prices asked. At any rate, the 
fact seems to be that the pent-up 
demand of the war years has reached 
its end so far as radio is concerned 
and that the 
supply, is extremely slow in most sec- 
tions. Actual sales are often higher 
than pre-war, but the output of manu 
tacturers has increased te | 
extent that a surplus. stil 
Cut-price sales are 


market, compared to 


» SUCH an 
1 
1 remains 


common, even 


among the bette deale s, Dut ave not 
succeeded in moving the desired vol 
ume of stocks. One w lesaler in the 
Nevada area went so far as to call the 
present situation a “bust”. It must Be 


iowever, that the sum 


remembered, 
mer season has always been a slow on 
for radios and that a better ju lement 
of the situation can be formed by wait 
ing until tl 
been slow 





fall. Records have also 


Dealer Comp!aints 


Some dealers are resenting th re 
sure put upon them by certain of the 
distributors to increase purchases of 
radio at a time they feel it inadvisable 
to increase inventories in this field. 

Symptomatic of the 
that dealers generall 
more critical of manufacturers and 
distributors. From Salt Lake dealers, 


times is the fact 


y are becoming 


for instance, come such specific com- 


plaints as these: 


(Continued on page 48) 
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Planning Food Mixer Campaign 
THE EAST 








PICTUR: 





THE MIDWEST 


(Continued) 





not to hoard on some particular 
such as pineapple, pepper, or choc 
there immediately was a center + 
to the stores to stock up. 

Irony of the situation, at least in 


case, is that the utility has 
' tor delivery now, some generat 
‘ <7} rr to equipment The government to 
C away from them and gave it 
: ‘ Russia. If things go dim, look fo 


Detour for Dollars? 





MANUFACTURING AGENTS are advised on the sales and advertising phases of a 
$75,000 newspaper campaign launched September 15th in 41 metropolitan American 











Iministration to point a fir 





same a g 
of shame and say, “See, private ent 
prise cannot deliver !” 

From the appliance standpoint 
power shortage is a tragedy. 
promotions of a utility concentrate th: 
attention of the public on an app! 
instead of autos, « lothes, or other ite 
that compete for the public’s dollar 
Power shortages stop these promoti 
in their tracks, and it is a good t 
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\ . sale e cities by Marvin E. Allesee, vice-president and sales manager, Dormeyer Corp., Chi- that the market is not flooded t ~mg 
cago, Ill., makers of electric food mixers. The scence tock piece during a recent News comes in from Louisville t ~~ 
luncheon gathering in Chicago a dealer learned of a man who sm 
. ; some steel tonnage in storage. He g:qmee)©° 
bo ms in touch with the manufacturer of \ sae 
ing ed ust York, Washington and Boston say that principal mae, ane asked what { et 
ara iis Mieadins ‘ meets’ Salient aes ener washers ese wot racks ont could deliver him in the way oi cies 
ha : : Pigg .' ie dns Pituietion ns t te G> shandise if he would make it possit ta 
ffere ss ng pretty well in most areas. Boston for them to get this steel. The di ey 
the FRB alt Ulaubiaahes, sou then ene me was arranged, we are told, and a i 
men eager wert a elt Mites pallens ds Gada eae, merry as a wedding bell. = 
| } leclars ing free trials with mam sales 
, is , 4 “gen Still Too Few Refrigerators R il sales, ents demain Steel Shortage No Joke 
nal w : lhe very ture is still hig ¢ or in most sections, have shown This steel situation is no joke. 4 
ne cu te we the shortage of refricer gens of vitality in the Washington the summer market the best salesn IRC 
’ y t \ anliance is so much irea and are reported as fair in Massa of one washer maker said he has | (Por 
H ‘ at tele vill | at and so hard to bad. Two husetts’ capital city by one source and spending all his time rustling up ste em 
t b \not New Ha re dealers cated in is bad by another. he was forgetting his customers Veet 
ant te e sa wa it state’s lake int ive report eae) ; A group of manufacturers at 3 <- 
it Meaty ip 1s dwindled Television in High Gear breakfast session said that the Eur See 
be ~s , : ag iw llocat I Television is moving “very, very pean giveaway—ERP—and baat Beall 
ew Regulat 4 : 23% won ot th t - two. of simantital in Ween Cade eee te ment are expected to take 2 to 3 mi “a 
( the sumn ¢ ths whe rmants there, but as one distribu- — ol steel this year, And, a : Syrac 
I rreatest like tor savs. “There is no television mar- eady tight market, this Produces | ntral 
t these, who do a large share of thei: ket like New York.” There must be, impossible. A veteran washer make! South 
; \ sider e he declares, a gray market in television in Chic ago declared that appliar Mou 
;, eries is a real bl in the New York area, because as new were going to be fewer and hig max 
\ P i 7 olesaler expe markets open up, New York alloca- Two dealers with long bankrolls tha 7 
, t eliverie y worse stone alseady ineaficient to meet the this column knows, are buying all ders 
s not quite certain that jemand. are decreased appliances they can for their w Cy 
( stay at today’s hig In Washington and Boston television houses, It cuts down one’s turnove aia 
u 374 1 Ty wren he reports. washers sales are reported to have slipped from three times a year, but he says rigidai 
) + : t rt Tune levels, but Philadelphia finds confident of a profit on anything he “1 
: ' AN Yorker reports that he is them selling well and is “looking for- stored up. Frig 
vashe ttl t ward to a bie fall.” In radio the most eye-opening esh'n 
| Washingtor vevel Despite all the recent price increases of the month was a table set c ( 
sucht 1 rding in appliances by most of the major model, combined with a record chang mel 
eport. Bost it some companies. consumers are still buy- The television rush continues unabat 01 
t ra s ts y ing, say eastern dealers. One dealer and sales of radio consoles are affe ae 
Range sales seem to have slowed ret orts that the increased price of au- as folks think they will wait for te iealth, 
lowt mewhat in most areas of the tomatic washers has increased conven- vision. In Springfield, 100 miles Mir ( 
t ast, but t sources attribute the tional washer sales, but, on the whole, St. Louis, an enterprising firm 1s ¢ poe 
‘ etot nmer slack business has been good, despite a sum- ing the folks in Lincoln’s home tow! Tre " 
low i y I idelphia rts that washers mer slide-off, and there is much op- glimpse of what the stuff looks litem . a 
| sales t ire moving “pretty well,” but New timism about fall and winter volume. (Continued on page 48 “Tt 
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IR CLEANERS, FILTERS, 
PURIFIERS & STERILIZERS 


onnor Engineering Corp., W. B., 114 


East 32nd St., New York 16, N. Y 
Dorex” 

aytheon Mfg. Co., 55 Chapel St., 
Newton, Mass. 

gers Diesel and Aircraft Corp., 1120 
Leggett Ave., New York 59, N. Y. 
Glycolizer” (Air Sterilizer) 
estinghouse Electric Corp., Sturte- 
ant Div., Hyde Park, Boston 36, 
Mass. (Air Cleaner, electronic) 
Precipitron” 


IR CONDITIONERS 
(Portable Room) 


temp Div., Chrysler Corp., 1610 
Vebster St., Dayton 1, Ohio 

ill Pipe & Tank Corp., 1945 N. 
lumbia Blvd., Portland 3, Ore. 
seal” 

arrier Corp., 300 S. Geddes St., 
Syracuse 1, N. Y. “Carrier” 

eitral States Mfg. Co., Inc., 1200 
South Summit, Arkansas City, Kans. 
Mountain Air” (window) 

imax Machinery Co, 301 S. La Salle 
St. Indianapolis 6, Ind. 

lders-Quigan Corp., 57 Tonawanda 
St, Buffalo 7, N. Y.) ‘“Fedders” 
window & floor types) 

igidaire Div., General Motors Corp., 
300 Taylor St., Dayton 1, Ohio. 
Frigidaire” 

esh'nd-Aire Co., 221 N. La Salle 
St, Chicago 1, Ill. “Fresh’nd-Aire” 


peneral Engineering & Mfg. Co., 4417 


Oleatha Ave., St. Louis 16, Mo. 
(window) 

lealth-Trola Div., Excel Heating & 
\ir Conditioning Co., 3715-19 Bel 
mont Ave., Chicago, Ill. “Health 
Trola” 

nernational Mfg. Co., 515 W. Main 
St, Oklahoma City, Okla. “Interna- 
tional” 

aden Mfg. Co., 
Jaden” 

iuffman Air Conditioning Co., 4505 
Uiive St., St. Louis 8, Mo. “Kauff- 
man” 

uis Engineering Co., 214 W. On- 
tario St., Chicago 11, Ill. “Lenco” 
(window ) 

minaire Distributing Corp., Colum- 
van Bldg., Washington 1, D. C. 
Luminaire” (comb. Luminaire & 


Hastings, Neb. 





ECTRICAL MERCHANDISING—SEPTEMBER 


(Radio Directory Starts on Page 33) 


Air Conditioner, Pedestal Type) 

Mitchell Manufacturing Co., 2525 Cly- 
bourn Ave., Chicago 14, III. 

Monitor Equipment Corp., 640 West 
249th St., New York 63, N. Y. 

Orley Freezers, Inc., 475 Schaefer 
Rd., Detroit 25, Mich. “Orley” 

Pacific Manufacturing Co., 737 Guar- 
dian Bldg., Cleveland 14, Ohio 
“Pacific” 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. “Philco York” (also 
window type) 

Rogers Air Conditioning Div., Indian 
Motorcycle Co., 724 Garrison Ave., 
New York 59, N. Y 

Scott-Newcomb, Inc., 1442 S. Boyle 
Ave., St. Louis 10, Mo. “Pioneer” 

United States Air Conditioning Corp., 
Minneapolis 14, Minn. “usAIRco” 
(also window) 

Wilster, Inc., Cleveland 2, Ohio “Wil- 
steraire’ (window type) 


AIR CONDITIONERS (Evapo- 
rative Cooling System) 


Central States Mfg. Co., Inc., 1200 
S. Summit, Arkansas City, Kansas 
“Mountain Air” 

Comfort Products Corp., 2220 S. 
Lamesa, Dallas 2, Texas “Comfort” 

Mountain States Equipment Co., 1238 
Speer Blvd, Denver 4, Colo. 
“ Airrex” 

Palmer Mfg. Corp., 2200 W. Fillmore, 
Phoenix, Ariz. “Sno-Breeze” 


Rheem Mig. Co., 570 Lexington Ave., 
New York 22, N. Y. “Rheem” 

Thermador Electrical Mfg. Co., 5119 
District Blvd. Los Angeles 22, 
Calif. “Thermador” 

United States Air Conditioning Corp., 
Como Ave. S. E. at 33rd, Minne- 
apolis 14, Minn. “usAIRco” Evap- 
orative Kooler-aire 

Utility Appliance Corp., 4851 S. Ala- 
meda St., Los Angeles 11, Calif. 


AIR CONDITIONERS (Evapo- 
rative Coolers, Portable) 


\irette Manufacturing, Inc., 1401 N 

Sycamore Ave., Los Angeles 38, 
Calif 

American Metal Products Co., 4901 
Marsalis Ave., Sylvania Sta., Fort 
Worth, Texas. “Marsalis” 

Central States Mfg. Co., Inc., 1200 
South Summit, Arkansas City, Kans. 
“Mountain Air” 

Climax Machinery Co., 301 S. La Salle 
St., Indianapolis 6, Ind. “Climax 
Evaporative Coolers” 

Comfort Products Corp., 2220 S. Lam 
esa, Dallas 2, Texas. “Comfort” 
Dearborn Stove Co., 1700 W. Com- 
merce St., Dallas, Texas. “Dear- 

born” 

Johnson Fan & Blower Corp., 1319 W. 
Lake St., Chicago 7, Ill. “Health- 
aire” 

National Engrg. & Mfg. Co., 519 Wy- 
andotte, Kansas City 6, Mo. “Chill 

Air” 








THIS DIRECTORY 


This directory of manufacturers of electrical appliances 
and radio is as complete as possible. 
household products with the exception of a few classifi- 
cations which, while not domestic, are merchandised 
through the retail trade. Any omissions that exist are due 
to the fact that the information could not be procured, 
after repeated requests, from the manufacturers. The 
present directory is a revision, with additions, of the 
classified directory published September 15, 1947. 


It is confined to 
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Rheem Manufacturing Co., 570 Lex- 
ington Ave., New York 22, N. Y. 
Utility Appliance Corp., 4851 S. Ala- 
meda St., Los Angeles 11, Calif. 

“Utility” 


AIR CONDITIONERS 
(Store, Portable) 


Air Control, Inc., Omaha, Neb. 

Aircraft Production Engineers, Chi- 
cago, Ill. 

Airtemp Div., Chrysler Corp., 1610 
Webster St., Dayton 1, Ohio 

American Coils Co., 25 Lexington St 
Newark, N. J. 

American Commercial Equipment Co., 
Las Vegas, Nev. 

American Thermal Industries, Inc., 
Detroit, Mich. 

Bush Mfg. Co., West Hartford, Conn. 

Carrier Corp., 300 S. Geddes St 
Syracuse 1, N. Y. “Carrier” 

Circulators & Devices Mfg. Co., 22 
Rose St., New York 7, N. Y. 

Curtis Refrigerating Machine Div., 
St. Louis, Mo. 

Drayer-Hanson, Inc., Los Angeles, 
Calif. 

Fogel Refrigerator Co., 
Pa 

Frick Co., Waynesboro, Pa. 

Frigidaire Div., General Motors Corp., 
Dayton 1, Ohio 

General Electric Co., Air Condition- 
ing Dept., Bloomfield, N. J 

General Engineering & Mfg. Co., St. 
Louis, Mo. 

General Refrigeration Div., Yates- 
American Machine Co., Beloit, Wisc 

Ice Air Conditioning Co.. Inc., 794 
Union St., Brooklyn, \. Y 

Jaden Mfg. Co., Hastings, Neb. 

Kauffman Air Conditioning Corp., 
4505 Olive St., St. Louis 8, Mo. 
“Kauffman” 

Nevinger Mig. Co., Inc., 
Ill. 

Orley Freezers, Inc., 475 Schaefer 
Rd., Detroit 25, Mich. 

Refrigeration Appliances, Inc., Chi- 
cago, Ill. 

Remington Corp., Cortland, N. Y 

Rogers Air Conditioning Div., Indi- 
an Motorcycle Co 7°24 Garrison 
Ave., New York 59, N. Y 

Sturtevant Div., Westinghouse Ele 
tric Corp., Boston, Mass. 

lemp-Control, Peoria, Ill. 

Trane Co., La Crosse, Wis« 


Philadelphia, 


Greenville, 
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CLASSIFIED DIRECTORY OF 


AIR CONDITIONERS (Store) 
Cont. 


United States Air (¢ 
Minneapolis, Minn 
tility pliance Corp., 4851 S. Ala 

’ , Los Angeles 11, Calif 

Worthington Pump & Machinery 
Cor Harrison, N. J 

York »., York, Pa. 


onditioning Corp 


AIR CONDITIONERS, 
SUMMER 


\irtemp Div., Chrysler Corp., 1610 
Webster St., Dayton 1, Ohio 

American Thermal Industries, I 
440 Illinois Ave., Detroit 1, Mich 
‘Ameri-therm” 

Carrier Corp., 300 South Geddes St., 
Syracuse 1, N. Y. “Carrier Weather 
makers” 

Machine Div., 

Louis 20, 


Curtis Refrigerating 
1905 Kienlen Ave., St 
Mo. “Curtis” 

Frick Co., Waynesboro, Pa. “Frick” 

Frigidaire Div., General Motors Corp., 
300 Taylor St., Dayton 1, Ohio 

“Frigidaire” (packaged and central 

system ) 

ral Electric Co., Air Conditioning 


Gene 


Dept., Bloomfield, N. J. “General 
Electric” (summer and year round) 
General Engineering & Mfg. Co., 4417 


Oleatha Ave., St 
“Gemco” 


Louis 16, Mo 


General Refrigeration Div., Yates 


American Machine Co., Beloit, Wis 
“GR” 

Governair Corp., 513 N Blackwelder, 
Oklahoma City 1, Okla. “Gover 
nair 


Kauffman Air Conditioning Co. 4505 
Olive St., St. Louis 8, Mo. “Kauff- 


man” 

Muncie Gear Works, Inc Muncie, 
Ind. “Marvair” (year-round) 

Nat ( rl 2710 McGee Trafficway, 
Kansas City 8, Mo 

Philco Corp., Tioga & C Sts., Phila 
lel hia 34, Pa “Pi ilco” { year 
ound) 

Pleasantaire Cory Tower Bldg., 


Washington 5, D. (¢ 
“Northwind” 
Rogers Diesel & Aircraft Corp., 1120 
Leggett Ave., New York 59. N. Y 
United States Air Conditioning Corp., 
Minneapolis 14, Minn. “usAIRco” 
Viking Mfg. Corp, 1747 Chester Ave 
Cleveland 14, Ohio. “Vikimatic” 
Westinghouse Electric Cor 


sme a4 
Pleasantaire 


p., oturte 

vant Div., Hyde Park, Boston 36, 
Mass 

York Corp., 


York, Pa. “Yorkaire” 


AIR CONDITIONERS, 
WINTER 


Airtemp Div., Chrysler Corp., 1610 
Webster St., Dayton 1, Ohio 

58 Buffum St., 
Mass. “Calesco” 

Century Engineering Corp., 401 Third 
St, S. E., Cedar Rapids, Iowa 
“Century Crescent Super-Heater” 

Conco Engineering Works, Mendota. 
Ill. “Conco” 

Curtis Refrigerating Machine 
1905 Kienlen Ave., St. 
Mo. “Curtis” 
round) 

Eckhart Mfg. Co., 470 Tenth Ave. W.., 
Roselle, N J. “Korth-Aire” 

Electrol Burner Mfg. Co., Inc., 22 
Union Ave., 


Rutherford, N. J. 
“Electrol” 


Calesco Co., Lynn 


Div., 
Louis 20, 


(central type, year- 
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Fluid Heat Div., Anchor Post Prod 
ucts, Inc., 6500 Eastern Ave., Bal 
timore 24, Md. “Fluid Heat” 

Frick Co., Waynesboro, Pa, “Frick” 

General Electric Co., Air Conditioning 


Dept., Bloomfield, N. J. (year- 
round ) 
Gilbert & Barker Mfg. Co., West 


Springfield, Mass. “Gilbarco” 

Green Colonial Furnace Co., 322 S. 
W. Third St., Des Moines 7, Iowa 

Harvey Whipple, Inc., 55 Emery St., 
Springfield 1, Mass. “Master Kraft” 

Heil Co., 3000 W. Montana St., Mil 
waukee 1, Wi “Activ-Air’ 

Jaden Mfg. Co., Hastings, Neb 
“Jaden” 

Kalamazoo Stove & Furnace Co., 
amazoo 6, Mich. “Kalamazoo” 

Muncie Gear Works, Inc., Muncie, 
Ind. “Marvair” (year-round) 

Norge Heat Div., Borg-Warner Corp., 
672 E. Woodbridge St., Detroit 26, 
Mich. “Norge Heat” 

Nu-Way Corp., 2416 Fourth 
Rock Island, Ill. “Nu-Way” 

Perfection Stove Co., Inc., 7609 Platt 
Ave., Cleveland 4, Ohio. “SuperFex” 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. “Philco” 

Pocahontas Fuel Co., Inc., 340 East 
13lst St., Cleveland 8, Ohio. “The 
Pipeline” 

Ray Oil Burner Co., 401 Bernal Ave., 
San Francisco 12, Calif. “Ray Oil 
Furnace” 

Rheem Mfg. Co., 570 Lexington Ave., 
New York 22, N. Y 

Rudy Manufacturing Co, Dowacgiac, 
Mich. “Rudy” 

Timken Silent Automatic Div., Jack- 


Kal- 


Ave., 


son, Mich. “Timken Silent Auto 
matic” (oil burning) 
United States Radiator Corp., Detroit 


Mich. “Capitolaire” 

Utility Appliance Corp., 4851 S. Ala 
meda St., Los Angeles 11, Calif 
Viking Mfg. Corp., 1747 Chester Ave., 
Cleveland 14, Ohio. “Vikimatic”’ 


Wayne Home Equipment Co., Inc., 
801 Glasgow Ave., Fort Wayne 4, 
Ind 


Williams Oil-O-Matic Div., Eureka 
Williams Corp., 1201 East Bell St., 
sloomington, Ill. “Williams Oil-O 

Matic” (oil fired) 


AIR PURIFIERS (Portable) 


American Air Purifier Corp., 306 East 
26th St., New York, N. Y 


Connor Engineering Corp., 114 East 


32nd St., New York 16, N. Y. 
“Dorex” (activated-carbon ) 
General Ozone Corp., 17 West 60th 


St., New York 23, N. Y 
Refresh-Aire Ozonizer Corp., 382 
Lafayette St.. New York 3, N. Y. 
“Refresh-Aire” 
Viragon Mfg. Corp., 112 West 18th 
St., Kansas City 8, Mo. “Viragon 
Air Purifier & Sanitizer” 


BAKERS (Biscuit and Muffin) 


Associated Products Co., 
Ontario St., 
“Akron” 

Lewis Electrical 
88th St 


Inc., 20 S. 
Toledo 2, Ohio. 
Mig. Co., 841 East 
Cleveland 8, Ohio. “Lemco” 
“Lewis Muffinette” 


BARBECUERS (Home) 


Excel Manufacturing Corp., 20th & 





APPLIANCE MANUFACTURERS —. 


Walnut Sts., Muncie, Ind. “Excel 
Ro-tis-ray” 

Rotiss-O-Mat Corp., 22-15 Steinway 
St., Long Island City 5, N. Y. 
“Rotiss-O-Mat” 

Seabreeze Engineering Co., Inc., 834- 
36 S. San Pedro St., Los Angeles 
14, Calif. “Ajax” 


BLANKETS (Electric) 


Battle Creek Equipment Co., 32 North 


Washington, Battle Creek, Mich. 
“Battle Creek” 
General Electric Co. 1285 Boston 


Ave., Bridgeport 2, Conn. “General 
Electric” 

Knapp- Monarch Co., Bent & Potomac 
i. . ae Louis 16, Mo. “K-M 
Therm-A- Matic” 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

Lostro, Inc., 1231-2 
Cincinnati 2, Ohio 

National Stamping & Electric Works, 
3250 W. Lake St., Chicago 24, Ill 
“White Cross” 

Northern Electric Co., 5224 N. Kedzie 
Ave., Chicago 25, Ill. “Northern” 
Proctor Electric Co., 3rd St. & Hunt- 
ing Park Ave., Philadelphia 40, Pa. 

“Proctor” 

Simmons Co., One Park Ave., New 
York 16, N. Y. “Simmons Elec- 
tronic Blanket” 

Swartzbaugh Mfg. Co., 1336 W. Ban- 
croft St., Toledo 6, Ohio. “Everhot” 

Valdale Co., Inc., 622 Seventh Ave. E., 
Hendersonville, N. C. 


Carew Tower, 


BLENDERS—See Liquefiers 


BOILERS (Oil Fired) 


Airtemp Div., Chrysler Corp., 1610 
Webster St., Dayton 1, Ohio. 
Auburn Burner Co., 512 So. Cedar, 
Auburn, Ind. “Auburn” 

Automatic Burner Corp., 1823 Carroll 
Ave., Chicago 12, IIl. 

Bethlehem Foundry & Machine Co., 
225 W. Second St., Bethlehem, Pa. 

Century Engineering Corp., 401 3rd 
St., S.E., Cedar Rapids, Ia. “Cen- 
tury” 

Consolidated Industries, Inc., By-Pass 
52, Lafayette, Ind. “Consolidated” 
Delco Appliance Div., General Motors 
Corp., P. O. Box 230, Rochester 1, 

N. Y. “Delco Heat” 

Electrol Burner Manufacturing Co., 
Inc., 22 Union Ave., Rutherford, 
N. J. “Electrol” 

Fairbanks, Morse ¢: Co., 600 S. Michi- 
gan Ave., Chicago, Ih. “F-M” 

Fluid Heat Div., Anchor Post Prod- 
ucts Inc., 6500 Eastern Ave., Balti- 
more 24, Md. “Fluid Heat” 

General Electric Co., Air Conditioning 
Dept., 5 Lawrence St., Bloomfield, 
N. J. “General Electric” 

Gilbert & Barker Mfg. Co. 
Springfield, Mass. “Gilbarco” 

Gilcor Products Corp., Beckwith 
Bldg., Dowagiac, Mich. “Gilcor” 

Harvey-Whipple Inc., 55 Emery St., 
Springfield 1, Mass. “Master Kraft 
Sun-Blaze” 

Heil Co., 3000 W. Montana St., Mil- 
waukee 1, Wis. “Activ-Flo Furn- 
ace” 

Iron Fireman Mfg. Co., 3170 West 
106th St., Cleveland 11, Ohio. “Iron 


Fireman” 


West 
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Johnson Co., S. ‘I., 940 Arlingto, 
Oakland, Cal. “Econolux” 
Kleen Heet, Inc., 1823 Carrol} 4 
Chicago 12, Ill. “Kleen Heet” 
Petroleum, Heat & Power Co, & 
field Ave., Stamford, Conn, “Py. 
Richfield Mfg. Corp., 315 Fifth 4 
New York 16, N. Y. ‘“Ricg 
Flame Control” 
Scott-Newcomb, Inc., 1442 S, R 
Ave., St. Louis 10, Mo. “Pionee 
Stokol Stoker Co., Inc., 2060 
western Ave., Indianapolis, | 
“Stokol” 
Timken Silent Automatic Diy, }, 


son, Mich. “Timken Silent 4; 
matic” 
Toridheet Div., Cleveland § 


Products Corp., 7306 Madison 4 
Cleveland 2, Ohio. “Toridheet’ 

United States Burner Corp., P. 0.) 
1078, Hartford, Conn. “U. S.” 

United States Radiator Corp, 
Buhl Bldg., Detroit 31, Mich. “( 
Capitol,” “Pacific” 

Viking Manufacturing Corp, | 
Chester Ave., Cleveland 14 0 
“Vikimatic” 

Wayne Home Equipment Co, | 
801 Glasgow Ave., Ft. Waym 
Ind. “Wayne” 

Williams Oil-O-Matic Div., Ew 
Williams Corp., 1201 E. Bell 
Bloomington, Ill. “Williams Oi 
Matic” 


BOTTLE, THERMOS 


Electrical Industries, Inc., 44 Sum 
Ave., Newark 4, N. J. “Coi-1 
Electric Server” 


BROILERS 


A & H Electrical Products Co., ln 
39 Parkside Ave., Brooklyn 
N. Y. “Dumore” 

Apex Appliance Manufacturing 
170 Dyckman St., New York 
N. Y. “Royal” 

\stor Appliances Corp., 283 Gr 
Ave., Brooklyn 5, N. Y. “Astor” 

Century Product Works, Inc., 503 
West 56th St., New York 19, N 
“Century” 

Craftmaster Products Corp. 
3roadway, New York 10, N. } 
Everedy Co., East St., Frederick, 

“Everedy Speedy-Clean” 

Farber Inc., S. W., 415 Bruck 
Blvd., New York 54, N. Y. “Farle 
ware Electrical Broilers” 

Finders Mfg. Co., 3669 S. Michig 
Ave., Chicago 15, Ill. “Holliwood 

Fleck Broiler Co., Inc., 2 West 4 
St.. New York 19, N. Y. “Fis 
Infra-Red Ray Broiler” 

Homecraft Electronic Products, !4 
So. Kedzie Ave., Chicago 23, ! 
“Homecraft” 

International Appliance Corp., 2 & 
23rd St., New York 10, N. 
“BroilKing” 

Mac-Lane Mfg. Co., 200 Oliver * 
Newark 5, N. J. “Mac-Lane” 

Madden Seignious & Co., Rosela 
N. J. 

Manning Bowman & Co., Merid 
Conn. “Manning Bowman” 

Marlun Mfg. Co. Inc., 37 East 2Ist > 
New York 10, N. Y. “Ritz” 

National Enameling and Stamp! 
Co., 270 North 12th St., Milwauk 
1, Wis. “Nesco” (also “Airdromt 
broiler-cooker ) 


National Stamping & Electric Worls 
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leen Hee” 


ower Co, & 
i, Conn, “P, 
315 Fifth 4 in Utilities Corp., 3600 Toughy 


y 


50 W. Lake St., Chicago 24, III. 
Vhite Cross” 


R 


ago 45, Ill. “Naxon Broil- 


Ave., Cl 
seule 
1442 S. 8 ae Appliance Corp., Inc., New- 
Mo. “Pionee ok 3 N. J. “Princess” 
ee 2060 N ctical Electric Products Inc., 330 
fianapolis, | - 148th St., Bronx 51, N. Y. 
; ; Prak-T-Kal” 
atic Div, Jl ore Electric Mfg. Corp., Prevore 


n Silent 4 


leveland § 
> Madison 4 


“T oridheet” 


Sorp., 
n. “U 


tor Corp, 


31, Mi 


z Corp, | 


‘land 


dg, Fulton St at Clinton Ave., 
Sooklyn 15, N. Y. “Prevore” 

al Mfg. Co., 15th & Wabash, Kan- 
bs City 1, Mo. “Broil-O-Mat” 

rti Faraday Inc., (formerly Fara- 
P. O.MMBay Electric), Adrian Mich. “Broil- 
jaster 

mn Brown Inc., 42-24 Orchard St., 
ch. “UE ong Island City 1, N. Y. “Super 
tar”, “Du-All” 

artzbaugh Mfg. Co., 1336 W. Ban- 
14, OMoft St., Toledo 6, Ohio. “Everhot” 
rmo-Broiler Co., 23 Flatbush Ave., 


nent Co, |Wrooklyn 17, N. Y¥. “Thermo 
Ft. Wayn Siler” 

Div., Eur 
Ml E. Bell 


Villiams Oil 


OS 


ducts Co., In 
Brooklyn 


ifactur 


New York 


Frederick, M 


USH (Hair) 


rshey Mfg. Co., 135 S. LaSalle St., 
hicago 3, Ill. “Vitabrush” 


nc., 44 Sum RNERS (Oil) 


Col temp Div., Chrysler Corp., 1610 
Vebster St., Dayton 1, Ohio 

erican Radiator & Standard Sani- 
ary Corp., P. O. Box 1226, Pitts- 
urgh 30, Pa. “Arcoflame”’ 

chor Div., Stratton & Terstegge 
‘o, P. O. Box 311, New Albany, 
nd. “Anchor” 

burn Burner Co., 512 So. Cedar, 
Auburn, Ind. “Auburn” 

tomatic Burner Corp., 1823 Carroll 
ve., Chicago 12, Ill. 

htomatic Firing Corp., 6504 Olive 
Ivd., St. Louis 5, Mo 

all Pipe and Tank Corp., 1945 N. 
lumbia Blvd., Portland 3, Oregon. 
“Solaray” 

tkett Engineering Corp. R. W.., 
.@elytia, Ohio. “Beckett Commodore” 
hlehem Foundry & Machine Co., 
ymee) W. Second St., Bethlehem, Pa 
“Bethlehem” (conversion burner) 


ing 






ey .feplesco Corp., 58 Buffum St., Lynn, 
415 Brut fass. “Calesco” 
a 3 Fart loroil Burner Corp., 1477 Park St., 
of Michie Hartiord 6, Conn. “Caloroil” 
rg: tury Engineering Corp., 401 Third 
bam t, S.E., Cedar Rapids, Iowa. 
“" “Pe Century” 
> Y. “almers Oil Burner Co., 318 First 
wave, N., Minneapolis 1, Minn. 

rod 'S, SB Chalmers” - 
1cago < “HBandler Co., Cedar Rapids, Iowa. 
J > cdg Autocrat” 
Corp., *.-dnco Engineering Works, Mendota, 
¢ 10, N. Bln “Conco” 

- -fplidated Industries, Inc., By-Pass 
0 Oliver “Hk? Lafayette, Ind. “Jetronic” 
ag afd Elia Oil Burner Co., 145 Stratford 
O., hKoselal 


~o., Merid 


nan” 


East 2lst $ 


Ritz” 


id St 
t:, Mil 
» “Airdrom 


*ctric 


LANDIS! 





Ave, Bridgeport 8, Conn. “D’Elia” 
Ico Appliance Div., General Motors 
Corp., P. O. Box 230, Rochester 1, 
N. Y. “Delco Heat Conversion 
Burner” 












y Bsternoil Burner Service Co., 27 
we Portland St., Portland 3, Me. “Eas- 
wal"Miternoil” 






khart Mfg. Co., 470 First Ave. W., 
Roselle, N. J. “Silent Korth” 
idy Stoker Corp., 4711 W. North 
Ave., Chicago 39, Ill. “Eddy” 






Work 













ECTRICAL MERCHANDISING—SEPTEMBER 15, 


CLASSIFIED DIRECTORY OF 


Electric Furnace-Man, Inc., Sub. of 
General Machine Co., Inc., Emmaus, 
Pa. “Gemaco” 

Electro-King Manufactu:ing Co., 122 
N. Halsted St., Chicago 6, Ill. “Elec 
tro-King” 

Electrol Burner Manufacturing Co., 
Inc., 22 Union Ave Rutherford, 
N. J. “Electrol” 

Enterprise Oil Burner Co., 18th & 
Florida, San Francisco, Cal. “Enter- 
prise” 

Evans Products Co., Plymouth, Mich. 
“Evans Conversion Burner” 

Fairbanks, Morse & Co., 600 S. Michi- 
gan Ave., Chicago, Ill. “F-M” (con- 
version oil burners) 

Fairfield Oil Heating Co., Inc., 106 
Mason St., Greenwich, Conn. “Fair- 
field” 

Florence Stove Co., Gardner, Mass. 
“Florence” 

Fluid Heat Div., Anchor Post 
Products, Inc., 6500 Eastern Ave., 
Baltimore 24, Md. “Fluid Heat” 

Gehl Stoker Div., Eddy Stoker Corp., 
4711 North Ave., Chicago 39, IIl. 
“Gehl” 

General Electric Co., Air Conditioning 
Dept., 5 Lawrence St., Bloomfield, 
N. J. (conversion oil burners) 

Gilbert & Barker Mfg. Co., West 
Springfield, Mass. “Gilbarco” 

Green Colonial Furnace Co., 322 S. W. 
Third St., Des Moines 7, Iowa. 

Harvey-Whipple, Inc., 55 Emery St., 
Springfield 1, Mass. “Master Kraft” 

Heatcraft Co., Inc., 2434 Crittenden 
Drive, Louisville 13, Ky. 

Heil Co., 3000 W. Montana St., Mil- 
waukee 1, Wis. “Activ-Flame” 

Hershey Machine & Foundry Co., 
Manheim, Pa. “Hershey” 

Holcomb & Hoke Mfg. Co., Inc., 1545 
Van Buren St., Indianapolis 7, Ind. 
“Fire Tender” 

HomEase Products Div. Inc., 52 Iowa 
Ave., Paterson 3, N. J. “HomEase” 

International Oil Burner Co., 3800 
Park Ave., St. Louis 10, Mo. “In- 
ternational” 

Iron Fireman Mfg. Co., 3170 West 
106th St., Cleveland 11, Ohio. “Iron 
Fireman” 

Johnson Co., S. T., 940 Arlington St., 
Oakland 8, Calif. “Bankheat” 

Kleen-Heet Inc., 1823 Carroll Ave., 
Chicago 12, Ill. “Kleen Heet” 

Kresky Mfg. Co. Inc., Petaluma, Calif. 
“Kresky” 

Laco Oil Burner Co., Griswold, Lowa. 
“Nu Comfort” 

Little Burner Co., Inc., H. C., San 
Rafael, Calif. “H. C. Little” 

Malleable Iron Fittings Co., Branford, 
Conn. “Branford” 

Mason Machine Co., Inc., 817-21 E. 
King St., York, Pa. “McIlvaine” 
May Oil Burner Div., Gerotor May 
Corp., P. O. Box 86, Baltimore 3, 

Md. “Quiet May” 

National Airoil Burner Co., 1284 East 
Sedgley Ave., Philadelphia 34, Pa. 

Norge Heat Div., Borg-Warner Corp., 
672 E. Woodbridge St., Detroit 26, 
Mich. “Norge Heat” 

Nu-Way Corp., 2416 Fourth Ave., 
Rock Island, Ill. “Nu-Way” 

Oilux Co., Heating Div., 2200 Dwen- 
ger Ave. Fort Wayne 4, Ind 
“Oilux” 

Paragon Utilities Corp., 50 Van Dam 
St., Brooklyn 22, N. Y. 

Petroleum Heat & Power Co., South- 
field Ave., Stamford, Conn. “Petro” 

Quaker Manufacturing Co., 223 W. 
Erie St., Chicago 10, Ill. “Cha! 
lenger” (conversion burner) 


Ray Oil Burner Co., 401 Bernal Ave., 


San Francisco 12, Calif. “Ray” 


1948 








APPLIANCE MANUFACTURERS 


Richheld Manufacturing Corp., 315 
Fistis Ave., New York lo, N Z. 
“Richfield Flame Control” 

Rudy Manufactu.ing Co., Dowagiac, 
Mich. “Rudy” 

Scott-Newcomb, Inc., 1442 So. Boyle 
Ave., St. Louis 10, Mo. “Pioneer” 
Silent Glow Oil Burner Corp., 1477 
Park St., Hartford 6, Conn. “Silent 

Glow” 

Silent Sioux Oil Burner Corp., Or- 
ange City, Iowa. “Silent Sioux” 
Simplex Oil Heating Corp., 11 Park 
Place, New York 7, N. Y. “Simplex” 
Stoker King Mfg. Co. Box 148, 
Thompsonville, Mich. “Oil King” 
Stokol Stoker Co., Inc., 2060 North- 
western Ave., Indianapolis, Ind. 

“Stokol” (conve: sion) 

Sun-Fire Stoker Corp., Eighth St., 
New Albany, Ind. “Sun-Fire” 

Sundstrand Engineering Co., 1325 7th 
St., Rockford, Ill. “Sundstrand” 
(pressure gun type) 

Thermo Gas Generator Co., Inc., 2105 
Westlake Ave., Seattle 1, Wash. 
“Therm Diesel Oil Burner” “Silent 
Air Flow” 

Timken Silent Automatic Div., Jack- 
son, Mich. “Timken Silent Auto- 
matic” 

Toridheet Div., Cleveland Steel Prod- 
ucts Corp., 7306 Madison Ave., 
Cleveland 2, Ohio. “Toridheet” 

Tower Mfg. Corp., 222 Summer St., 
Boston 10, Mass. “Tower” 

U. S. Machine Corp., Lebanon, Ind. 
“Winkler Econo-Flame” 

United States Burner Corp., P. O. 
Box 1078, Hartford 1, Conn. “U.S.” 

United States Radiator Corp., 300 
Buhl Bldg., Detroit 31, Mich. “U. S. 
Solar Flame” 

Viking Manufacturing Corp., 1747 
Chester Ave., Cleveland 14, Ohio. 
“Vikimatic” 

Wayne Home Equipment Co., Inc., 
801 Glasgow Ave., Ft. Wayne 4, 
Ind. “Wayne” 

Will-Burt Co., Orrville, Ohio. “Will- 
Burt” 

Williams Oil-O-Matic Div., Eureka 
Williams Corp, 1201 E. Bell St., 
Bloomington, Ill. “Oil-O-Matic” 
(low pressure) “Williams” (high 
pressure) 


CABINETS — See Kitchens, 
Units and Cabinets 


CASSEROLES 


Hart Toledo, Inc., 1932 North 13th 
St., Toledo, Ohio. “Buffet Chef” 
National Enameling and Stamping Co., 
270 North 12th St., Milwaukee 1, 

Wis. “Nesco” 

Naxon Utilities Corp., 3600 Toughy 
Ave., Chicago 45, Ill. “Naxon 
Beanery” 

Swartzbaugh Mfg. Co., 1336 W. Ban- 
croft St., Toledo 6, Ohio. “Everhot” 


CHIMES (Door & Clock) 


Auth Electric Co., Inc., 34-20 45th St., 
Long Island City 1, N. Y. “AuthO- 
tone” (Chimes-Door-Knocker ) 

Cable Electric Products, Inc., 84 
North 9th St., Brooklyn 11, N. Y. 
“Snapit” 

Devalera Manufacturers, 1945 Park 
Ave., New York 35, N. Y. “Golden- 
Tone” 

Edwards & Co., Inc., Norwalk, Conn. 
“Edwards” 

Harmony Mig. Co., 3231 
Ave., Los Angeles 26, Calif. 


Atwater 


Liberty Bell Manufacturing Co., Min 
erva 1, Ohio. “Liberty” 

Mello-Chime & Signal Corp., 119 S. 
Jefferson St., Chicago 6, Ill. “Mello 
Chimes” 

Nu-Tone, Inc., Merchandise 
Chicago 54, Ill. “Nutone” 
clock and hall chimes) 

Rittenhouse Co., East St., Honeoye 
Falls, N. Y. “Rittenhouse” (also 
clock and hall chimes) 

Sperti Faraday, Inc., (formerly Fara 
day Elec. Corp.) Adrian, Mich. 


Mart, 
(also 


CHURNS (Butter) 


Alabama Manufacturing Co., 1801 
First Ave. N., Birmingham 3, Ala. 
“Gem Dandy” 

Bernhardt Co., Inc., McDonough, Ga. 
“Bernhardt” 

Smith Mfg. Co., Jolin J., McDonough, 
Ga. “Ideal” 

Southern Electric Products, Ander- 
son, S. C. “Dixie-Maid” (also 32 
volt D.C. churn) 

Standard Churn & Mig. Co., P. O. 
Box 239, Wapakoneta, Ohio. “Stand- 
ard” 

Taylor Bros. Churn & Mfg. Co., 4460 
Finney Ave., St. Louis 13, Mo. 

Tennessee Valley Marketers, Inc., 117 
Ninth Ave., N., Nashville 3, Tenn. 
“Tennessee Valley” 


CLEANERS VACUUM 
(Cylinder Type) 


Apex Electrical Manufacturing Co., 
1070 E. 152nd St., Cleveland 10, O. 
“Apex” 

Clements Mig. Co., 6650 S. Narra- 
gansett <Ave., Chicago 38, Ill. 
“Cadillac” 

Electrolux Corp., 500 Fifth Ave., New 
York 18, N. Y. “Electrolux Cleaner 
& Air-Purifier” 

Eureka Williams Corp., Bloomington, 
Ill. “Eureka Complete Home Clean- 
ing System” 

Filtex Corp., 421-23 East 15th St. 
Los Angeles 15, Calif. “Filtex” 

Geier Co., P. A. 540 E. 105th St., 
Cleveland 8, O. “Royal” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Hamilton Beach Co., Div., Scovill 
Mfg. Co., Racine, Wis. “Hamilton 
Beach” 

Holland-Rieger, Div. Apex-Rotarex 
Corp., Sandusky, Ohio. “Sweeper- 
Vac” 

Hoover Co., East Maple St., North 
Canton, Ohio. “Hoover” 

Interstate Engineering Corp., 2250 E. 
Imperial Highway, El Segundo, 
Calif. “Compact” 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

Liberty Distributors, 40 North 5th 
St., Philadelphia 5, Pa. “Ell-Dee” 
Monitor Equipment Corp., 640 West 
249th St., New York 63, N. Y. 
Morrill & Morrill, 30 Church St., New 

York 7, N. Y. 

Premier Cleaners, General Electric 
Co., Bridgeport 2, Conn. “Premier” 

Sheridan Vacuum Cleaner Co., 1002 
\V. Leland Ave., Chicago 40, Ill. 
“Sheridan Vac” 

Vactric, Inc., Giroux & Co. (national 
sales agts.), 18 East 4lst St., New 
York 17, N. Y. “Vactric’ 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 

Winpower Mfg. Co., Newton, Iowa. 
“Winpower” 
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CLASSIFIED DIRECTORY OF 


CLEANERS, VACUUM 
(Floor Type) 


iy Ele« \ ( 
: »>1.0O 
la ring ( 
] St Clevelat U 
\ CA 
rele ( 4140 Fullert 
Chicago 39, Ill. “Bee-Vae,” 
[ Mola’ 
M ( ¢ S. Narra 
ra ve ( 38, ] 
\ a 
| i Willia ( Blooming 
Eureka ( plete Home Clean- 
Sy I 

Geier ( I \ | 05 S 
Cl al 8. O R i 

General Electr Co., 1285 soston 
Ave., | Q 2, ¢ “General 
I ‘ 

Ha tor Bea Lo Div., Scovill 
M Racine, Wis. “Hamilton 
B 

Holland-Rieger, Div., Apex Rotarex 
Co Sandus} Ohio. “Sweeper- 
Va 

Hoover Company, East Maple St., 
North Canton, Ohio. “Hoover” 

Frary & Clark, New Britain 
Conn. “Universal 

Lil Distributors, 40 North 5th St 
I ia 5, Pa. “Ell-Dee” 

Ml | idioma 


| ij rp., 640 West 
<49th St. New York 63, N. Y 


Morro Co., 400 W. Madison St., 
igo 6, Ill. “Morrow” 
Premier Cleaners, General Electric 
Co., Bridgeport 2, Conn. “Premier” 
Regina Corp., 54 W. Cherry St., Rah- 
vay, N. J. “Regina,” “Electrik 
Martin-Parry Corp., 
P. O. Box 964, Toledo, Ohio. 
Rexair (water bath) 
W. 114th & Locust 
A ve Cleveland 2, Ohio “Kirby 
Home Renovation System” 


Cleaner Co., 1002 


N. Leland Ave., Chicago 40. III 
“Sheridan Vac” 

Te ae . Laat 

Westinghouse Electric Corp.. Mans 
held, Ohio. “Westinghouse” 

\ fs , f . t 

Winpower Mfg. Co., Newton, Iowa 
Wit er” 


CLEANERS, VACUUM 
(Hand Type) 


\merican Pressboard Co Inc., 110 


Electrical Manufacturing Co., 
1070 | 152nd St., Cleveland 10, 


4140 Fullerton 
ago 39, Ill “Bee-Vac” 
lements Mfg. Co., 6650 Narragan 
sett Ave., Chicago 38, Ill 


eka Williams Corp., Bloomington 
Ill. “Eureka Complete Home Clean 
scier Co, P. A., 540 E. 105th St., 
{ 1 8, Ohio “Royal” 
Hamilton Beach Co., Div., Scovill 
Mig. ( Racine, Wis. “Hamilton 
Be ach’ 
lolland-Rieger, Div. Apex Rotarex 


“pweeper 


PACE 6 


Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

Morrow Co., The, 400 W 
St., Chicago , il 


Madison 
“Morrow” 
shoulder type 
Scott & Fetzer Co., W. 114th & Locust 
Ave., Cleveland 2, Ol “Kirby 
Home Renovation System” 
Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 
Winpower Mig. Co., Newton, lowa 
“VW power” 


CLEANERS, VACUUM 
(Pot Type) 


Breuer Electric Mfg. Co., 5100 Ra- 
venswood Ave., Chicago 40, Ill 
“Tornado” 

Health-Mor Inc., 203 N. Wabash Ave., 
Chicago 1, Ill. “Filter Queen” (bag 
le ss) 

Lewyt Corp., 60 Broadway, Brooklyn 
11, N. Y. “Lewyt” (canister type) 

McAllister-Ross Corp., 135 S. La Salle 
St., Chicago 3, Ill “McAllister 
Cleaning System” 


CLIPPERS (Hair) 


Allover Mfg Co., 18th St. & Filett 
Ave., Racine, Wisc. “Home Clip” 
Oster Mfg. Co., John, 1 Main St., Ra 
cine, Wisc. “Butch” 

Wahl Clipper Corp., Sterling, III 
“Taper Giant,” “Solid Giant,” 
“Taper Small,” “Solid Small” 


CLIPPERS (Hedge) 


Accmatool Co., Inc., 102 West 101st 
St., New York 26, N. Y. “Hedge 
Klip” 

Electric Sprayit Co., 1415 Illinois Ave., 
Sheboygan, Wisc. “Trimzit” 

Kaufman Mfg. Co., 29th & Meadow 
Lane, Manitowoc, Wisc. “Hedge 
master” 

Pioneer Gen-E-Motor Corp., 5841 W 
Dickens, Chicago 39, Ill. “Pincor” 

Porter Cable Machine Co., 1714 N. 
Salina St., Syracuse 8, N. Y. 
“Hedgshears” 

Roberton Div., King Pneumatic Tool 
Co., 2717 N. Ashland Ave., Chicago 
14, Ill. “Roberton” 

Skilsaw, Inc., 5033 N. Elston Ave., 
Chicago 30, Ill. “Skil” 

Sunbeam Corp., 5600 W. Roosevelt 
Rd., Chicago 50, Ill. “Sunbeam 
Hedge Trimmer” 

Trimall Div., Terminal Hardware, 
Inc., 411 Linden Ave., Wilmette, III. 
“Trimall” (hedge & lawn) 


CLOCKS 


Ansonia Clock Co., 230 Fifth Ave., 
New York 15, N. Y. 

Arnold Clock Corp., 136 West 52nd 
St., New York 19, N. Y. “Selectron” 

Boyco, Inc., 1589 Merchandise Mart, 
Chicago, Ill. (pendulum types) 

Clock Products Co., 55 E. Washington 
St., Chicago 2, Ill. “Calmen” “San 
born” “Boas” 

Cole, Inc., Rex, 21-01 Fifty-First Ave., 
Long Island City 1, N. Y. “Mystic 
Clock” 

Dow-Gunther Corp., 
Conn. 


Thompsonville, 


Florn Co., 329 Fitth Ave, New York 
16, N. Y. “Florn” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” (alarm, occasional, hall, 
kitchen ) 

Gilbert Clock Co., Wm. L., Winsted, 
Conn. “Gilbert” 

Gottlieb, Moritz M. and David A., 305 
Dime Bldg., Allentown, Pa. 

Harley’s Clock Shops, Altman Bldg., 
Kansas City 6, Mo. “Harley” 

House of Lackner, 1115 York St., Cin 
cinnati 14, Ohio. 

Ingraham Co., E., 392 N. Main St., 
Bristol, Conn. “Ingraham,” “Senti- 
nel,” “Beacon” 

Lux Clock Co., Waterbury 91, Conn. 
“Slumber Minder,” “Symphony,” 
“Juliet” “Harvester” 

Mastercrafters Clock & Radio Co., 216 
N. Clinton St., Chicago 6, II. 
“Mastercrafts” 

Miller Clock Co., Howard, Zeeland, 
Mich. “Howard Miller” 

Mursen of Red Wing, Inc., Red Wing, 
Minn. 

Nutone, Inc., Merchandise Mart, Chi- 
cago 54, Ill. “Nutone” 

Pennwood Numechron Co., 7249 
Frankstown Ave., Pittsburgh 19, 
Pa. “Numechron” (numeral self- 
starting ) 

Revere Clock Co., Cincinnati 6, Ohio. 
“Revere Chiming” Mantle & Floor 
clocks 

Sessions Clock Co., 61 E. Main St., 
Forestville, Conn. (self-starting 
electric and self-starting electric 
alarm) “Catnapper” 

Seth Thomas Clocks, Division General 
Time Instruments Corp., Thomas- 
ton, Conn. “Seth Thomas” (west- 
minster chimes, striking, time, alarm, 
etc. ) 

Sheffield Instrument Corp., 3907 San 
Fernando Rd., Glendale 4, Calif. 
“Sheffield Grandson” 

Telechron, Inc., Ashland, Mass. “Tele- 
chron” (self starting electric), also 
“Musalarm” (radioalarm clock) 

U. S. Time Corp., 630 Fifth Ave., New 
York 20, N. Y. 

Westclox Div., General Time Instru- 
ments Corp., LaSalle, Ill. “West- 
clox” (alarm, time, wall types) 


COFFEE MAKERS 


Apex Appliance Manufacturing Co., 
170 Dyckman St, New York 34, 
N. Y. “Royal” 

Chicago Electric Mfg. Co.. 6333 West 
65th St., Chicago 38, Ill. “Handy- 
hot,” “Sterling” 

Cory Corporation, 221 N. La Salle St., 
Chicago 1, Ill. “Cory” 

Curtis Co., Wilbur, 1781 N. Indiana 
St., Los Angeles 33, Calif. “Curtis 
Flame Glas” 

Duralux Co, Wooster, Ohio. “Dura- 
lux” 

Farber, Inc., S. W., 415 Bruckner 
Blvd., New York 54, N. Y. 

General Consumer Products, Inc., 3830 
Sheffield Ave., Chicago 13, Il. 
“Magicflo Lyric” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Hill-Shaw Co. (Vaculator), 311 N. 
Desplaines St., Chicago 6, IIL. 
“Vaculator” 

Homecraft Electronic Products, 1208 
S. Kedzie Ave., Chicago 23, Ill. 
“Homecraft Automatic French Drip 
Coffee Maker” 

McGrath St. Paul Co., 242 East Fifth 
St., St. Paul 1, Minn. 


SEPTEMBER 15, 





APPLIANCE MANUFACTURERS 


Miracle Electric Co.. 36 Stat 
Chicago 44, Il. “Mirac! 

Monitor Equipment Corp., 64) \ 
249th St., New York 63, N \ 

National Stamping & Electric \ 
3250 W. Lake St., Chicago 24 
“White Cross” 

Nicro Steel Products ( | 
Spaulding Ave., Chicago 18 
“Nicro” (stainless steel) 

Remington Electric Co., 4812 N. ( 
=. Chicago 40, lll. “Vac-Mas 

Silex Co., Hartford 2, Cor “Ss 

Sunbeam Corp., 5600 W. Roos 
Rd., Chicago 50, Ill. Sur 
Coffeemaster” 

Superior Electric Products © 
Cape Girardeau, Mo. “Super! 
tric” 

Westinghouse Electric Corp., \ 
field, Ohio. “Westinghouse” 


COFFEE GRINDERS 


Cory Corporation, 221 N. La Salle § 
Chicago 1, Ill. “Cory” 

KitchenAid Div., Hobart Mfg 
Troy, Ohio. “KitchenAid” 


COMFORTERS (Electric) 


Lion Products, Inc., 209 S. Jeffersx 
St., Dayton 2, Ohio. “Wonde 
Cover” 

Westinghouse Electric Corp., Ma 
field, Ohio. “Westinghouse” 


COOKERS (Egg) 


Hankscraft Co., 1007 E. Washingt 
Ave., Madison 3, Wis. 

Manning, Bowman & Co., Merid 
Conn. “Manning Bowman Pion 


COOKERS 


(Pressure—Non-Electrical) 


Alcamatic Products Corp., Empire 
State Building, New York 1, N. Y 

Aluminum Cooking Utensil Co., Ne 
Kensington, Pa. “Wear Ever” 

Aluminum Goods Mfg. Co., Manito 
woc, Wis. “Mirro-Matic” 

Burpee Can Sealer Co., 218 W. Lib 
ertty, Barrington, Ill. “Burpee” 

Eastern Metal Products Co., Empitt 
State Bldg., New York 1, N. ¥ 
“Swifty” 

Ecko Products Co., 1949 N. Cicer 
Ave., Chicago 39, Ill. “Ecko” 
General Mills, Inc., 1620 Central Av 
Minneapolis 13, Minn. “Betty 

Crocker” 
Koons-Beeber Associates, 2 West 5it 


St., New York, N. Y. “Karen Dia 


O-Matic” 

Kromex Corp., 880 East 72nd > 
Cleveland 8, Ohio “Kromex’ 

Lakeside Aluminum Co., Menominet 
Wis. 

Kewaskum Utensil Co., Kewaskum 
Wis. “Regal” 

Landers, Frary & Clark, New Brita! 
Conn. “Universal Minute-Saver” 

Magicook Mfg. Co., 936 Bergen St 
Brooklyn, N. Y. “Magicook” 

Moe Bros. Mfg. Co., Ft. Atkinso! 
Wis. “Moe-Ware” 

National Aluminum Mfg. Co., |’eor! 
Ill. “Health” 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


COOKERS (Pressure — Non- 
Electrical) Cont. 


National Enameling & Stamping Co., 
270 North 12th St., Milwaukee, Wis. 
“Nesco” 

National Pressure Cooker Co., Eau 
Claire, Wis. “Presto” 


Nelson Bros. & Strom Co., Racine, 
Wis 

Norris Stamping & Mfg. Co., 5215 S. 
Boyle Ave. Los Angeles, Calif. 


“Safe-Way” 

Poulsen & Narden, Inc., 2665 Leonis 
Blvd., Los Angeles 11, Calif. 

Revere Copper & Brass, Inc., Rome, 
N. Y. “Revere” 

Reynolds Metal Co., Utensil Div., 2000 
South 9th, Louisville, Ky. “Life- 
time” 

Traubee Products, Inc., 924 Bergen 
St., Brooklyn 16, N. Y. “Traubee 
Time-Saver” 

Vischer Products Co., 2815 W. Ros- 
coe, Chicago, Ill. “Flex-Seal” 

West Bend Aluminum Co., West 
Bend, Wis. “West Bend Dream” 
Wisconsin Aluminum Foundry Co., 
Inc., Manitowoc, Wis. “Handi- 

Kooker” 


COOLERS (Beverage) 


American Refrigerator & Machine, 
Inc., Minneapolis 13, Minn. “Arid- 
Air” 

Artkraft Manufacturing Corp., 200 
Kibby St., Lima, Ohio. “Artkraft 
Bev-Food” 

Bevco Co, 1512 Pine St., St. Louis 3, 
Mo. “Bev-Kold” 

Eaton Manufacturing Co., Carbondale 
1, Ill. “Eaton” 

Frigidaire Div. General Motors Corp., 
300 Taylor St., Dayton 1, Ohio 
“Frigidaire” 

General Refrigerators Corp. 678 
Broadway, New York 12, N. Y. 
Howard Refrigerator Co., Jackson 

ville Rd., Hatboro, Pa. 

Ideal Cooler Corp. 2953 Easton, 
St. Louis 6, Mo. “Speed Freeze” 
Jewett Refrigerator Co. Inc, 2 
Letchworth St., Buffalo 13, N. Y 

“Bevador” 

Jordon Refrigerator Co., 58th & Grays 
Ave., Philadelphia 43, Pa. 

Marquette Appliances, Inc., Minne- 
apolis 14, Minn. 

Martin Mfg. Co., Box 5146, Beacon 
Hill Station, San Antonio, Tex: “Lo 
Temp” 

Master-bilt Refrigeration Mfg. Co 
920 Palm St., St. Louis 7, M 
“Master-Bilt” 

Nolin Ma facturing Co.. Ir Bus 1100 
Madisor Ave., Montgomery, Ala 


Norge Div., Borg-Warner Cort 
E. Woodbridge, Detroit 26, Mic! 

Portable Elevator Mfg. Co., Bloom- 
ington, Ill. “Pelco” 

Rogers Industries, Inc., W. Allen, 
Box 272, Demopolis, Ala. “Rogers” 

S & S Products Co., P. O. Box 1047, 
Lima, Ohio. “Quickold” 

Solid Freeze, Inc., 1807 Vinton St., 

Omaha 9, Neb 

Temprite Products Co., 47 Piquette 
Ave., Detroit 2, Mich 

Tyler Fixture Corp., Niles, Mich. 
“Tyler Dry-Kold” 

Uniflow Mfg. Co., Erie, Pa. “Kold- 


Draft” 

Victor Products Corp., Hagerstown, 
Md 

PAGE 8 


COOLERS (Evaporative) — 
See Air Conditioners 


COOLERS (Milk) 


Anderson Mfg. Co. Ben H., Madi- 
son 3, Wis. “Cool-R-Matic” 

Eaton Manufacturing Co., Carbondale 
1, Ill. “Eaton” 

Esco Cabinet Co., E. Biddle St., West 
Chester, Pa. “Esco” “Empire” 

Frigidaire Div., General Motors Corp., 
300 Taylor St., Dayton 1, Ohio 

General Electric Co., Air Conditioning 
Dept., Bloomfield, N. J. 

International Harvester Co., 180 N. 
Michigan Ave., Chicago 1, Ill. “In- 
ternational” 

Master-Bilt Refrigeration Mfg. Co., 
920 Palm St., St. Louis 7, Mo. 
“Master-Bilt” 

Midwest Industries, Inc., 835 Osage 
Ave., Kansas City, Kans. “Locker 
Freeze” 

Norge Div., Borg-Warner Corp., 670 
E. Woodbridge, Detroit 26, Mich. 
“Norge” 

Rite-Way Products Co., 1241 Belmont 
Ave., Chicago 13, Ill. “Rite-Way” 

Strata-Aire, Inc. Rittman, Ohio. 
“Strata-Aire” 

Sub Zero Freezer Co., Inc., Rt. 3, 
Madison 5, Wisc. 

Victor Products Corp., Hagerstown, 
Md. 

Warren Cooler Corp., P. O. Box 873, 
Atlanta 1, Ga. “Woggle-Scrub” 

Westinghouse Electric Corp., 653 Page 
Boulevard, Springfield 2, Mass. 

Wilson Refrigeration, Inc., Smyrna, 
Del. “Verti-Coil,” “Zero-Flow” 


COOLERS (Walk-In) 


Amana Society Refrigeration Div., 
Amana, Iowa. “Amana” (comb. 
cooler-freezer) 

American Refrigerator & Machine, 
Inc., Minneapolis 13, Minn. “Amer- 
ican” 

Cleveland Refrigerator Co., 2901 East 
65th St., Cleveland 4, Ohio. “Mira- 
cool” 

Eaton Manufacturing Co., Carbondale 
1, Ill. “Eaton” 

Fogel Refrigerator Co., 5400 Eadom 
St., Philadelphia 37, Pa. 

General Refrigerators 
3roadway 12, N. Y. 

Jordon Refrigerator Co., 58th & Grays 
Ave., Philadelphia 43, Pa. 

Masterfreeze Corp., Sister Bay, Wis. 
“Masterfreeze” 

Nolin Mfg. Co., Inc., 1100 Madison 
Ave., Montgomery 2, Ala. “Nolin” 

Rogers Industries, W. Allen, Box 272, 
Demopolis, Ala. “Rogers” 

Solid Freeze, Inc., 1807 Vinton St., 
Omaha 9, Neb. 

Sub Zero Freezer Co., Inc., Rt. 3, 
Madison 5, Wisc. 

Tyler Fixture Corp., Niles, Mich. 
“Tyler” 

Zero Refrigeration Co., 


Wis. “Zero” 


Corp., 678 


Saukville 


COOLERS (Water) 


Consolidated Electrical Products Co., 
2199 Folsom St., San Francisco, 
Calif. 

Coolstream Corp., 157 East 128th St., 
New York 35, N. Y. “Coolstream” 


Copeland Refrigerator Corp., Sidney, 


Ohio. “Copeland Zerozone” 


Cordley & Hayes, 443 Fourth Ave, 
New York 16, N. Y. “Cordley” 

Ebco Manufacturing Co. 401 W. 
Town St. Columbus 8, Ohio. 
“Ebco,” “Oasis” 

Frigidaire Division, General Motors 
Sales Corp., Dayton 1, Ohio. “Frigi- 
daire” 

Iceberg Corp., Springfield 9, Mass. 
“Iceberg” (bottle & pressure types) 

Interstate Engineering Corp., 2250 E. 
Imperial Highway, El Segundo, 
Calif. “Revelation” 

Norge Division, Borg-Warner Corp., 
670 E. Woodbridge St., Detroit 26, 
Mich. 

Puro Filter Corp. of America, 440 
Lafayette St., New York 3, N. Y. 
“Puro” 

Sunroc Refrigeration Co., Glen Riddle, 
Pa. “Sunroc” 

Taylor Co., Halsey, 137 North St., 
N.W., Warren, Ohio. “Halsey Tay- 
lor” 

Uniflow Manufacturing Co., Erie, Pa. 
“Lektrik-Ice” 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 


CORDS (Appliance) 


Accurate Insulated Wire Corp., 30 
Fox St., New Haven, Conn. “Acc- 
wire” 

Associated Manufacturers Co., Inc., 
60 Federal St., San Francisco 7, 
Calif. “Amico” 

Belden Manufacturing Co., 4647 W. 
Van Buren St. Chicago 44, IIl. 
“Belden” 

Cable Electric Products, Inc., 84-90 
North 9th St., Brooklyn 11, N. Y. 

Columbia Wire & Supply Co., 5734 N. 
Elston Ave., Chicago 30, Ill. “Col- 
umbia” 

Cordomatic Div., Vacuum Cleaner 
Corp. of America, 1725 W. Indiana 
Ave., Philadelphia 32, Pa. “Cord- 
omatic” Reels 

Cornish Wire Co., Inc., 15 Park Row, 
New York 7, N. Y. “Corwico” 

Davis Manufacturing Co., Plano, IIl. 
“Davis,” “No-Tro Wrist-Action” 

Electri-Cord Mfg. Co., 236 Eldridge 
St., New York 2, N. Y. “Electri- 
Cord” (cord sets) 

Electric Specialties Co., 353 Britain 
Ave., Benton Harbor, Mich., (cord 
sets) 

Gem Electric Mfg. Co., Inc., 237 37th 
St., Brooklyn 32, N. Y. “Gem” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “GE 
Flamenol Cords” 

Gilmer Co., L. H., Div. United States 
Rubber Co., Tacony, Philadelphia 
35, Pa. 

Hatfield Wire & Cable Co., Hillside, 
N. J. 

International Electric Industries, Inc., 
52-16 34th St., Long Isiand City 1, 
N. Y. 
viled-Kords, Inc., Whitney Blake 
Co., New Haven 14, Conn. 

Krest Electric Co., 94 Plane St., New- 
ark 2, N. J. “Krest” 

Monowatt Corp., 66 Bissell St., Provi- 
dence, R. I. 

Nemerson’ Products, Inc., 83-91 High- 
way 29, Hillside, N. J. 

Royal Electric Co., Inc., 95 Grand 
Ave., Pawtucket, R. I. “Royal” 
Slade Mfg. Co., 240 N. Tenth St., 

Newark 7, N. J. 


Sperti Faraday Inc., (formerly Fara- 


day Elec. Corp), Adrian, Mich. 
“Plugmaster” 
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United Manufacturing & Service Cp, 
783 N. Water St., Milwaukee 2 
Wisc. 

United States Rubber Co., Rockefelle 
Center, New York 20, N. Y. 

Waage Mfg. Co., 632 N. Albany Ave, 
Chicago 12, Ill. “Spring-Act-0” 

Whitney Blake Co., Dixwell Aye. 
Hamden, New Haven 14, Conn. 


DEODORIZERS 


Automatic Electrical Devices Co., 24(9 
Colerain Ave., Cincinnati 14, Ohio 
“HomOzone” 

Presco Co., 1101 Mulberry, Kansas; 
City, Mo. “Fresher Zone” (Reirig. 
erator) 

Standard Electrical Products Co., 4) 
Linden Ave., Dayton 3, Ohio 
“Staco” electronic deodorizer 


DISPOSERS, GARBAGE 


American Central Div, Avco Mfg 
Corp., Connersville, Ind. “American 
Kitchens Disposer” 

Berger, Inc., Thomas W., 6 East 4th 
St., Cincinnati 2, Ohio. “Sani-Way" 

Electrocap Mold Co., 115 E. Carson 
St., Pittsburgh 19, Pa. “Gar-Dis- 
posal” 

Eureka Williams Corp., Bloomington, 
Ill. “Dispos-O-Matic” 

General Electric €o., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric Disposall” 

Given Mfg. Co., 3885 S. Santa Fe 
Ave., Los Angeles 11, Calif. “Waste 
King Kitchen Pulverator” 

Hotpoint, Inc., 5600 W. Taylor St, 
Chicago 44, Ill. “Hotpoint Dis- 
posall” 

In-Sink-Erator Mfg. Co., 1326 Clark 
St., Racine, Wisc. “In-Sink-Erator” 

Kaiser Fleetwings Sales Corp., 1924 
Broadway, Oakland 12, Calif. 
“Kaiser Dispesal Unit” 

Lockley Machine Co., 310 Grove St. 
New Castle, Pa. “Wastemaster” 
Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y 

“Monitor” 

Mullins Manufacturing Corp., Warren, 
Ohio. “Mullinaider” 

National Rubber Machinery Co., Ap- 
pliance Div., 47 W. Exchange St, 
Akron 8, Ohio. “National” 

Rouselle Corp., P. O. Box 229, Bur- 
bank, Calif. “Drain-O-Matic” 

Scott-Newcomb, Inc., 1442 S. Boyle 
Ave., St. Louis 10, Mo. “Pioneer” 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Waste-Away” 


DOOR OPERATOR 
(Residential Garages) 


Federal Industries, 19720 West Eight 
Mile Rd., Detroit 19, Mich “Elec: 
tronic Serviceman” 

Horton Division—Avco Manufactut- 
ing Corp., Circleville, Ohio. “Aveo 
Automatic Door Operator with 
Magnetic Control” 


DRYERS (Clothes) 


Apex Electrical Mfg. Co., 1070 East 
152nd St. Cleveland 10, Ohio. 
“Apex” 

3endix Home Appliances Inc., 330 
W. Sample St., South Bend 24, Ind 
“Bendix Home Automatic Dryer” 
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NEARLY 100 MILLION PEOPLE will get “home dem- 
onstrations’’ of American Kitchens through a big 
age spread in LIFE plus full page ads in 7 other top 
jonal magazines! Every reader in your locality will be 
i that YOU will design a new kitchen for her FREE! 
der extra Plan-A-Kits and Plan-A-Paper today! 


STILL MORE EXTRA PROFITS can be rung up—simply 
oy selling sink and cabinet customers disposers, 
ilators and accessories! It’s easy once customers are 
on the idea of a complete kitchen. And that’s a 

with the Plan-A-Kit! So, if you haven’t one, 
"today from your distributor! 








PROSPECTS ARE “RIPE” when they stop in for their 
2 Plan-A-Kit plans. They’re pre-sold—anxious to 
believe American Kitchens are as good as our big na- 
tional ads claim! So invite them to turn on the faucets, 
hang on drawers, open doors, etc., themselves. Do 
this and you’re “in’’—with an almost sure order! 








SELL! 


3 CLINCH THE SALE—and sell extra units—by letting 
* customers take an active part—and give suggestions 
—as you Plan-A-Kit a modern American Kitchen espe- 
cially for them! Explain as you go along that they can 
buy on easy monthly payments and see how easy it is 


to sell sink customers complete kitchens! 


EVERY KITCHEN YOU SELL will make 
5. 4 to 7 additional sales! So follow up 


“starter” 


purchases! When original units 


are paid for, sell customers more cabinets 


and accessories 


until their kitchens are 


100% finished! This plan is a tested, sure- 
fire way to double—even triple your profits! 


a 


M2=RICAN CENTRAL —Division Aveo Manufacturing Corp., Connersville, Ind. 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


DRYERS (Clothes)—Cont. 


Blackstone Corp., Allen St. Ext., 
Jamestown 6, N. Y. (automatic) 
“Blackstone” 

Canton Clothes Dryer Co., 127 Sec- 
ond St., N. E., Canton 2, Ohio. 
“Canton” 

Chicago Dryer Co., 2210 N. Pulaski 
Rd., Chicago 39, Ill. “Chicago” 
Frigidaire Div., General Motors 
Corp., 300 Taylor St., Dayton 1, 
Ohio. “Frigidaire” 
General Electric Co., 1285 
Ave., Bridgeport 2, Conn 
Electric” 

Hamilton Manufacturing Co., Two 
Rivers, Wis. “Hamilton Automatic 
Clothes Dryer” 

Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. “Hotpoint” 
Nineteen Hundred Corp., 304 State St., 
St. Joseph, Mich. “Whirlpool” 
Westinghouse Electric Corp., Mans- 
field, Ohio 


3oston 
“General 


“Westinghouse” 


DRIERS (Hair) 


Industrial Div., 712 On- 
West, Minneapolis 3, 


Argus, Inc., 
tario Ave 
Minn 

Bersted Mfg. Co., Fostoria, Ohio 

Dominion Electric Corp., 120 N. Elm 
St., Mansfield, Ohio. “Dominion” 

Gilbert Co. A. C., Erector Square, 
New Haven 6, Conn. “Gilbert”, 
“Polar Cub” 

Hamilton Beach Co., Div., 
Mfg. Co., Racine, Wis. 
Beach” 

Hollywood Industries Inc., 
Vermont Ave. Los 
Calif. “Hollywood” 

Knapp Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M” 

Le John Mfg. Co., Inc., 111 Twenty- 
Second St., Huntington 18, W. Va. 

Master Appliance Mfg. Co., Racine, 
Wis. “Master DeLuxe” 

Oster Mfg. Co., John, 1 Main St., 
Racine, Wis. “Oster” 

Racine Universal Motor Co., 1637 
Goold St., Racine, Wis. “Race 75”, 
‘Race 65” 

Standard Products Corp., 
Mass. “Handy Hannah” 

Vidrio Products Corp., 134 West 54th 
St., Chicago 9, IIL. 

Wahl Clipper 
“Wahl Silent” 


Scovill 
“Hamilton 


1610 N, 


- 
Angeles 27, 


Whitman, 


Corp., Sterling, I1! 


EXERCISERS (Electric 
Reducing) 


Battle Creek Equipment Co., 32 N. 
Washington, Battle Creek, Mich. 
“Battle Creek Health Builder” 

Tower Mfg. Corp., 222 Summer St., 
Boston 10, Mass. 


EXTERMINATORS (insect) 


101 Magnolia St., Bur- 
“Insect-O-Lite” (elec 


Avilite Corp., 
bank, Calif 
light globe) 

Continental Industries, 706 Bostwick 
Ave., Bridgeport, Conn. 

Detjen Corp., 303 W. 42nd St., New 
York 18, N. Y. “Detjen,” “Na- 
tional,” “International” (electrocu- 
tors, fly screens, fly traps, screen 
doors, etc.) 

Electric Fly Screen Co., Inc., 430 W. 
Hoffman Ave., Lindenhurst, Long 
Island, N Y. “Death-O-Fly,” 


“Efsco,” “Lindenhurst” (fly screens, 
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fly traps, screen doors, insect lan- 
terns ) 

Electronic Traps, Inc., 7 Norfolk 
Place, Rochester, N. Y. (electronic 
rat trap) “Electronic Traps” 

Elkay Products Co., 323 West 16th St., 
New York 11, N. Y. “Wizo” 

Gardner Mfg. Co., 263 Kansas St., 
Horicon 11, Wis. “Gardner,” “Na- 
tional,” “Insect-o-cutor,” “Duro 
Bar” (fly & insect killers & screens) 

Hydro-Mist Corp., 531-33 State St., 
Glendale, Calif. “Hydro-Mist” 

Insectocutor Corp., 303 West 42nd St., 
New York 18, N. Y. “Insectocutor” 
(fly screens, fly traps, insect lanterns 
& lamps, etc.) 

Solar Electric Corp., 121 Central Ave., 
Warren, Pa. “Insecto” (insect re- 
pellent lamps) 

Verd-A-Ray Corp., 615 Front St. 
Toledo 5, Ohio. “Verd-A-Ray Re- 


pellent Lamps” 


EXTRACTORS (Fruit Juice) 


California Juicer Co., Inc., 690 Mar- 
ket St., San Francisco 4, Calif. 
“JTuice-Master” 

Chicago Die Casting Mfg. Co., 2510 
W. Monroe St., Chicago 12, Ill. 
“Orange Flow” 

Chicago Electric Mfg. Co., 6333 West 
65th St., Chicago 38, Ill. “Handyhot 
Sunkist” 

Dormeyer Corp., 4300 M. Kilpatrick 
Ave., Chicago 41, Ill. “Dormeyer” 

Miracle Electric Co., 36 S. State St., 
Chicago 44, Ill. “Miracle” 

Modern Products Supply Co., 1428 
North 24th St., Milwaukee 5, Wis. 
“Vejector” 

National Die Casting Corp., Touhy at 
Lawndale, Chicago 45, Ill., “Juice 
King” 

Zippy Corp., Box 368, Oroville, Wash 
“Zippy Juicer” 


EXTRACTORS (Vegetable 
Juice) 


California Juicer Co., Inc., 690 Mar- 
ket St., San Francisco 4, Calif. 
“Tuice Master” 

Modern Products Supply Co., 1428 
North 24th St., Milwaukee 5, Wis. 
“Vejector” 

Veg-O-Mat Machine Co., 655 Sixth 
Ave., New York 10. N. Y. “Veg-O- 
Mat” 

Zippy Corp., Box 368, Oroville, Wash. 
“Zippy Juicer” 


FANS (Air Circulators) 


Airmaster Corp., 4317 N Ravenswood 
Ave., Chicago 13, Ill. “Airmaster” 

American Metal Products Co., Box 
7037 Sylvania Sta., Fort Worth 9, 
Texas. “Marsalis” 

Antioch Engineering Co., All-Amer- 
ican Electrical Mfg. Co., 1120 S. 
Michigan Ave., Chicago 5, II. 
“Pure Breez” 

Appliance Distributing Co., 163 Wal- 
ton St., N.W., Atlanta 3, Ga 
“C & Hi” 

Baldor Electric Co., 4357 Duncan Ave., 
St. Louis 10, Mo. “Baldor” 

Berns Manufacturing Corp., 2278 N. 
Elston Ave., Chicago 14, Ill. “Berns 
Air King” 
3ersted Manufacturing Co., Fostoria, 
Ohio. “Eskimo,” “Air Fountain,” 
“No Draft” 


C & H. Air Conditioning Fan Co., 1603 
De Kalb Ave., N.E., Atlanta 6, Ga. 
“Cottongim’s Supreme Quality” 

California Design Mfg. Corp., 228 N. 
Front St., (P. O. Box 149) Bur- 
bank, Calif. “Winsum” 

Circulators & Devices Mfg. Corp., 22 
Rose St., New York 7, N. Y. 
“Frigid” 

Cole, Inc., Rex, 20-01 Fifty-First Ave., 
Long Island City 1, N. Y. “Rex 
Cole” 

Dayton Electric Mfg. Co., Chicago 6, 
Ill. “Dayton” 

Diehl Manufacturing Co., 1130 Fin- 
derne Ave. Somerville, N. J. 
“Diehl” 

FE. A. Laboratories, Inc., Myrtle Ave. 
& Spencer St., Brooklyn 5, N. Y. 
“Aerotherm” 

Electric Motor Corp, Div. Howard 
Industries, Inc., 1215 State St., Ra- 
cine, Wisc. “Pulsaire” 

Electro Specialty Mfg Co., Inc., 1900 
Third St., N.E., Minneapolis 18, 
Minn. “Dome Turbo” 

Emerson Electric Mfg. Co., 8100 
Florissant Ave., St. Louis 21, Mo. 
“Emerson-Electric” 

Fresh’nd-Aire Co.. 221 N. La Salle 
St., Chicago 1, Ill. “Fresh’nd-Aire” 

General Electric Co, 1285 Boston Ave., 
Bridgeport 2, Conn. “General Elec- 
tric” 

Howard Industries, Inc., 231 S. La 
Salle St., Chicago, II. is 

Hunter Fan & Ventilating Co., P.O. 
Drawer 2858, Memphis 2, Tenn. 
“Airspread” 

Ilg Electric Ventilating Co., 2850 N 
Crawford Ave., Chicago 41, IIl. 

International Oil Burner Co, 3800 
Park Ave., St. Louis 10, Mo. “In- 
ternational” 

Kisco Co., Inc., 39th & Chouteau, St. 
Louis 10, Mo. “Kisco Circulair, The 
Successor to the Fan” 

Le John Mfg. Co., Inc., 111 Twenty- 
Second St., Huntington 18, W. Va 
“Le John Circulator” 

Marathon Electric Mfg. Co., Wausau, 
Wisc “Super Air Screws” 

Mimar Products, Inc., 138 Spencer 
St., Brooklyn 5, N. Y. “Comfort 
Control Appliances” 

Mimms Co., E. N., 1013 E. Broadway, 
Louisville 4, Ky. “Mimms” 

Modern Utilities Co., 3733 La Salle 
St., St. Louis, Mo. “Modern Flow- 
Air Circulator” 

Monitor Equipment Corp., 640 West 
249th St., New York 63, N. Y. 
“Monitor” 

Motion Air Inc., 3301 Medford Ave., 
Los Angeles 33, Calif. “Motionair” 

National Gas Equipment Co., Inc., 
Terrell, Texas. “ModernAire” 

Queen Stove Works, Inc., 902 Mar- 
shall St., Albert Lea, Minn. “Super- 
fan” 

Robbins & Myers, Inc., 1345 Lagonda 
Ave., Springfield, Ohio. 

Roto-Beam, 1755 N. Keller Ave.; Chi- 
cago 39, Ill. “Roto-Beam” 

Schaefer Brass & Mfg. Co., 2601 Ohio, 
St. Louis 18, Mo. “Schaefer St. 
Louis” 

Schwitzer-Cummins Co., Ventilating 
Div., 1145 East 22nd St., Indiana- 
polis 7, Ind. 

Signal Electric Mfg. Co., Menominee, 
Mich. “Signal” 

Standard Electric Mfg. C., Inc., Had- 
don Ave. West Berlin, N. J. 
“Standard” 

Sutton Corp., O. A., P. O. Box 1894, 
Wichita 2, Kans. “Vornado” 

United States Radiator Corp., Detroit 
31, Mich. “Capitolaire” 

Victor Electric Products, Inc., 2950 
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Robertson Ave., Cincinnati 9, Ohi, 
“Victron” 

Ward Co., Inc., Edgar T., 7777 w 
Lake St., River Forest, Ill. “Warg 
Zephyr” 

Welch Co., W. W., Glen Bldg., 5th 4 
Race Sts., Cincinnati 2, Ohio “Ajr. 
Flight” 

Westinghouse Electric Corp., 653 Page 
Blvd., Springfield 2, Mass. “Whirl. 
aire” 

Wilster, Inc., Cleveland 2, “Strato. 
Liminator” 

Wind-Way Fan & Ventilator Co., 57 
St. Joseph St., New Orleans 13, L; 
“Wind-Way” 


FANS (Attic Ventilation) 


Air Controls, Inc., 2310 Superior Av: 
Cleveland 14, Ohio. “Rex-Airate” 
Air Equipment Co., Inc., 1713 W. Car. 
roll Ave., Chicago 12, Ill. “Frigi 

Air-Fans” 

Airmaster Corp., 4317 Ravenswood 
Ave., Chicago 13, Ill. “Airmaster” 
Allen Ventilator Div., Production 
Planning Co. 704 Woodward 

Rochester, Minn. “Allen” 

American Blower Corp., Detroit 32 
Mich. “Ventura” 

American Coolair Corp., Jacksonville 
3, Fla. “Coolair” 

Appliance Distributing Co., Inc., 163 
Walton St., N. W.,. Atlanta 3, Ga 
“C & H” 4 

Bar-Brook Mfg. Co. Inc., 6133 Lin- 
wood Ave., Shreveport, La. “Bar- 
Brook Breeze-Builder” 

Bishop Co., R. H., 103 N. Second St 
Champaign, Ill. “Bishop” 

Buffalo Forge Co., 490 Broadway 
Buffalo 5, N. Y. “Buffalo Breez-Air’ 

C. & H. Air Conditioning Fan C 
1603 De Kalb Ave., NE., Atlanta ¢ 
Ga. “Shovel-aire” Dixie Cooler 

Carrick Products Co., 5110 Lorain 
Detroit 8, Mich. “Ventrola” 

Chelsea Fan & Blower Co., Inc., 120 
Grove St. Irvington 11, N 
“Chelsea” 

Circulators & Devices Mfg. Co, 2 
Rose St. New York 7, N. Y 
“Frigid” 

Dayton Electric Mfg. Co., Adams St 
Chicago 6, Ill. “Dayton” 

De Bothezat Fans, Div. American Mz 
chine and Metals, Inc., East Moline 
Ill. “Fan-Pac” 

Diehl Mfg. Co., 1130 Finderne Ave 
Somerville, N. J. “Diehl” 

Eagle-Picher Co., American Bldg 
Cincinnati 1, Ohio “Eagle-Picher” 

Economaster Products Co., 128 Eighth 
Ave., N. Nashville 3, Tenn. “Econo- 
master” 

Electrovent Fan & Mfg. Co., 812 W 
Lake St., Chicago 7, Il. ; 

Emerson Electric Mfg. Co., $l 
Florissant Ave., St. Louis 21, Mo 
“Emerson-Electric” 

Hunter Fan and Ventilating Co., In. 
P. O. Drawer 2858, Memphis - 
Tenn. “Zephair Package” p 

Ilg Electric Ventilating Co., 2850 N 
Crawford Ave., Chicago 41, Ill. 

International Oil Burner Co., 38 
Park Ave., St. Louis 4, Mo. “Inter 
national” i 

Johnson Fan & Blower Corp., 1319 W 
Lake St. Chicago 7, Ill. “Healt! 
Aire” 

Lau Blower Co. Dayton 7, Obi 
“Niteair” 

Martin Fan & Blower Co., 4634 Wes 
21st St., Chicago 50, II. ; 

National Appliance Co., 4814 \ 
Vernor Highway, Detroit 9, Mic 
“Ventrola” 
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FANS (Attic Vent.)—Cont. 


National Gas Equipment Co., Inc., 

Terrell, Texas. “ModernAire” 
Peerless Electric Co., Warren, Ohio. 
“Peerless Electric Ventilattic” 

Reed Unit-Fans Inc., 1001 St. Charles 
St., New Orleans 8, La. 

Robbins & Myers Inc., 1345 Lagonda 
Ave., Springfield, Ohio. 

Schwitzer-Cummins Co., Ventilating 
Div., 1145 East 22nd St., Indian- 
apolis 7, Ind. 

Scott-Newcomb Inc., 1442 S. Boyle 
Ave., St. Louis 10, Mo. “Pioneer” 
Sprouse Co., Inc., V. E., Columbus, 

Ind. “Sprouse” 

Standard Electric Mfg. Co., Inc., 
Haddon Ave., West Berlin, N. J 
“Standard” 

Tennessee Valley Marketers, Inc., 117 
Ninth Ave., N., Nashville 3, Tenn. 
“Stakool” 

United States Radiator Corp., 300 Buh! 
Bidg., Detroit 31, Mich. “Capitol- 
aire” (portable nite cooling fan) 
niversal Blower Co., Birmingham, 
Mich. “Universal” 

Ward Co., Inc., Edgar T., 7777 W 
Lake St., River Forest, Ill. “Ward 
Zephyr” 

Wind-Way Fan & Ventilator Co., 527 
St. Joseph St., New Orleans 13, La 
“Wind-Way” 


FANS (Desk, Bracket, 
Pedestal) 


Airmaster Corp., 4317 Ravenswood 
Ave., Chicago 13, Ill. “Airmaster” 
(wall bracket & pedestal) 

Antioch Engrg Co., All-American 
Electrical Mfg. Co., 1114 S. Michi 
gan Ave., Chicago 5, Ill. “Pure 
Breez” 

Argus, Inc., Industrial Div., 712 
Ontario Ave., West Minneapolis 3, 
Minn. 

Asquith Associates, Inc., 131 State St., 
Boston 9 ,Mass. “Chrom-Ever” 

Astor Appliances Corp., 283 Greene 
Ave., Brooklyn 5, N. Y. “Astor” 

\tlas Tool & Mfg. Co., 5147 Natural 
Bridge, St. Louis 15, Mo. “Atlas- 
Aire” (pedestal) 

Bersted Mfg. Co., Fostoria, 
“Eskimo” 

C & H Air Conditoner Fan Co., Inc., 
1591 DeKalb Ave., M.E., Atlanta 6, 
Ga. “Cottongim” 

Chelsea Fan & Blower Co., Inc., 1206 
Grove St., Irvington 11, N. J. 

Chicago Electric Mfg. Co., 6333 West 
65th St. Chicago 38, Ill. “Handy- 
breeze”, “Sterling” 

Lirculators & Devices Mfg. Corp., 22 
Rose St., New York 7, N. Y. 
“Frigid” 

Dayton Electric Mfg. Co., Chicago 6, 

Ill. “Dayton” 

Diehl Mfg. Co., 1130 Finderne Ave., 
Somerville, N. J. “Diehl” 

Dominion Electrical Corp., 120 N. Elm 
St, Mansfield, Ohio, “Dominion” 

Emerson Electric Mfg. Co., 8100 
Florissant Ave., St. Louis 21, Mo. 
“Emerson Electric” 

Fresh’nd Aire Co., 221 N. La Salle St., 
Chicago 1, Ill. “Fresh’nd-Aire” 

G-M Laboratories, Inc., 4300 N. Knox 

_Ave., Chicago 41, Ill. “Surf” 

veneral Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Elec- 
tric” 

Gilbert Co., A. C., Erector Square, 
New Haven 6, Conn. “Polar Cub”, 
“Gilbert” 

Hunter Fan & Ventilating Co., Inc., 


Ohio. 


( 
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CLASSIFIED DIRECTORY OF 


P. O. Drawer 2858, Memphis 2, 
Tenn. 

Knapp-Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M” 

Kord Manufacturing Co., 4510 White 
Plains Rd., New York 66, N. Y. 
Le John Mfg. Co., Inc., 111 Twenty- 
Second St., Huntington 18, West Va. 

“Le John” 

Lydon-Bricher Mfg. Co., 2500 Uni- 
versity Ave., St. Paul 4, Minn. 

Master Appliance Mfg. Co., Racine, 
Wis. “Breeze Master” (d.c. types) 

Mimar Products, Inc., 138 Spencer St., 
Brooklyn 5, N. Y. “Comfort Control 
Appliances” 

Reynolds Electric Co., 2650 W. Con- 
gress St., Chicago 12, Ill. “Reco” 
Rich Mfg. Co., Phil, 2401 San Jacinto, 
Houston 4, Texas. “Windmaker” 
Robbins & Myers, Inc., 1345 Lagonda 

Ave., Springfield. Ohio. 

Samson United Corp., Rochester 10, 
N. Y. “Samson Safe-Flex” 

Seabreeze Engineering Co., 834 S. San 
Pedro St.. Los Angeles 14, Calif. 

Signal Electric Mig. Co., Menominee, 
Mich. “Signal” “Cool Spot” 

Smith Mfg. Co., Inc., F. A., Rochester 
2, N. Y. “ArcticAire”, “Sparton”, 
“Fasco” 

Superior Electric Products Corp., 
Cape Girardeau, Mo. “Super Air” 
Sutton Corp., O. A., P. O. Box 1894, 

Wichita 2, Kans. “Vornado” 

Victor Electric Products Inc., 2950 
Robertson Ave., Cincinnati 9, Ohio. 
“Victron” 

Vidrio Products Corp., 134 West 54th 
St., Chicago 9, Ill. “Air Chief” 

Walton Laboratories, Inc., 1186 Grove 
St., Irvington 11, N. J. (Comb. 
Pedestal Fan and Lamp) 

Wash Co., Inc., 720 N. Bowman Ave., 
Danville, Ill. “Washco” 

Westinghouse Electric Corp., 653 Page 
Blvd., Springfield 2, Mass. “Lively- 
aire 

Wittie Mfg. Co., Inc., 1414 S. Wabash 


Ave., Chicago 5, Ill. “Aire Force” 


FANS (Ventilating and 
Exhaust) 


Air Controls Inc., 2310 Superior Ave., 
Cleveland 14, Ohio. ‘“Rex-Airate” 

Air Equipment Co., 1713 W. Carroll 
Ave., Chicago, Ill. “Frigid-Air- 
Fans” 

Airmaster Corp., 4317 Ravenswood 
Ave., Chicago 13, Ill. “Airmaster” 

Antioch Engrg Co., All-American 
Electrical Mfg. Co., 1114 S. Michi- 
gan Ave., Chicago 5, Ill. “Pure 
Breez” 

Allen Ventilator Div., Production 
Planning Co. 704 Wooward, 
Rochester, Mich. “Allen Lo-Noiz- 
Level” 

American Blower Corp., Detroit 32, 
Mich. “Aeropel”’ 

American Coolair Corp., Jacksonville 
3, Fla. “Coolair” 

American Metal Products Co., Box 
7037 Sylvania St. Fort Worth 9, 
Tex. “Marsalis” 

Appliance Distributing Co., Inc., 163 
Walton St., N. W., Atlanta, Ga 
TCén” 

Atlas Tool & Mfg. Co., 5147 Natural 
Bridge, St. Louis 15, Mo. “Atlas 
Aire” (window) 

Bar-Brook Mfg. Co., Inc., 6133 Lin 
wood Ave., Shreveport, La. “Bar- 
Brook Window Wind” 

Berns Manufacturing Corp., 2278 N. 
Elton, Chicago, Ill. “Berns Air King 
window fan” 

Bishop Co., R. H., 103 N. Second St., 
Champaign, Ill. “Bishop” 





15, 1948 


Broan Mfg. Co., Inc., 1669 N. Water 
St., Milwaukee 2, Wis. “Broan” 
Brower Manufacturing Co., 213 North 

3rd St., Quincy, Il. 

Buffalo Forge Co., 490 Broadway, Buf- 
falo 5, N. Y. “Buffalo” 

Carrick Products Co., 5110 Loraine, 
Detroit 8, Mich. “Ventrola” 

Chelsea Fan & Blower Co., 1206 Grove 
St., Irvington 11, N. J. “Chelsea” 

Circulators & Devices Mfg. Corp., 22 
Rose St., New York 7, N. Y. 
“Frigid” 

Climax Machinery Co., 301 S. La Salle 
St., Indianapolis 6, Ind. 

Dayton Electric Mfg. Co., Chicago 6, 
Ill. “Dayton” 

De Bothezat Fans Div., American Ma- 
chine and Metals, Inc., East Moline, 
Ill. “Fan-Pac” 

DeVilbiss Co., 306 Phillips Ave., 
Toledo, Ohio. “DeVilbiss” 

Diehl Mfg. Co., 1130 Finderne Ave., 
Somerville, N. J. “Diehl”, “Venti- 
lette”, Wind-O-Vent” 

Economaster Products Co., Inc., 128- 
8th Ave., N., Nashville 3, Tenn. 
“Economaster” 

Electro Specialty Mfg. Co., Inc., 1900 
Third St. N. E. Minneapolis 18, 
Minn. “Dome Turbo” 

Electrovent Fan & Mfg. Co., 812 W. 
Lake St., Chicago 7, IIl. 

Emerson Electric Mfg. Co.. 8100 
Florissant Ave., St. Louis 21, Mo., 
“Emerson-Electric” 

Fresh'nd Aire Co., 221 N. LaSalle St., 
Chicago 1, Ill. “Fresh’nd-Aire” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

General Metals, Springdale, Conn. 

Holcomb & Hoke Mfg. Co., Inc., 1545 
Van Buren St., Indianapolis 7, Ind. 
“Silent Breeze” 

Hunter Fan & Motor Co., Inc., P. O. 
Drawer 2858, Memphis 2, Tenn. 
“Zephair”, “Zephair Window” 

Iig Electric Ventilating Co., 2850 N. 
Crawford Ave., Chicago 41, II. 

International Oil Burner Co., 3800 
Park Ave., St. Louis 10, Mo. “In- 
ternational” 

Johnson Fan & Blower Corp., 1319 W. 
Lake St., Chicago 7, Ill. Health- 
aire” 

Lau Blower Co., Dayton 7, Ohio, “Lau 
Rancher (also window fans) 

Lydon-Bricher Mfg. Co., 2500 Uni- 
versity Ave., St. Paul, Minn. 

McLaughlin Ventilator Co., 410 S. 
Main St., Clawson, Mich. 

Marathon Electric Mfg. Corp., Wau- 
sau, Wis. “Super Air Screws” 

Martin Fan & Blower Co., 4634 West 
21st Place, Chicago 50, Ill. (window 
type, also kitchen built-in types) 

Meier Electric & Machine Co., Inc., 
3525 E. Washington St., Indian- 
apolis 7, Ind. “Nu-air” 

Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y. 
“Monitor” 

Mountain States Equipment Co., 1238 
Speer Blvd. Denver 4, Colo. 
“Airex” 

National Appliance Co., 4814-18 W. 
Vernor, Detroit 9, Mich. “Ventrola” 

Nelson Corp., Herman, Moline, Ill. 
“Herman Nelson” : 

Peerless Electric Co., Warren, Ohio. 
“Peerless” 

Perfect Line Mfg. Corp., Hicksville, 
Long Island, N. Y. “Perfectaire” 
Pryne & Co., Inc., Pomona, Calif., 
also 1060 Jackson Ave., Long Island 
City, N. Y. “Blo Fan”, “Atlantic 

Breeze” 
Reed Unit-Fans, Inc., 1001 St. Charles 


APPLIANCE MANUFACTURERS 


Ave., New Orleans 8, La. “Wind-O- 
Vent”, “Port-O-Vent” 

Robbins & Myers, Inc., 1345 Lagonda 
Ave., Springfield, Ohio. “R & M” 
Roberts & Mander Corp., Hatboro, 

Pa. “Quality” 

Schaefer Brass Mfg. Co., 2601 Ohio 
Ave., St. Louis 4, Mo. 

Schwitzer-Cummins Co., 1145 East 
22nd St., Indianapolis 7, Ind. “Fresh- 
Air Maker” 

Scott-Newcomb, Inc., 1442 S. Boyle 
Ave., St. Louis 10, Mo. “Pioneer” 

Seabreeze Engineering Co., Inc., 834 
S. San Pedro St., Los Angeles 14, 
Calif. 

Seco-Lite Manufacturing Co., 4916 
Eastern Ave., St. Louis 13, Mo. 
“Seco” 

Shepler Mfg. Co., 1312 Sheffield St., 
Pittsburgh 12, Pa. “Radia” 

Signal Electric Mfg. Co., Menominee, 
Mich. “Signal” 

Skuttle Sales Co., 12308 Hamilton 
Ave., Detroit, Mich. 
Smith Mfg. Co., Inc., F. 

2, N. Y. “Fasco” 

Sprouse Co., Inc., V. E., Columbus 
Ind. “Sprouse” (also window ex- 
haust) 

Standard Electric Mfg. Co., Inc., Had- 
don Ave., West Berlin, N. J. “Blue 
Ribbon” 

Stewart Mig. Co., 3209 E. Washington 
St., Indianapolis, Ind. “Kitchen 
Aire” 

Sutton Corp., O. A., P. O. Box 1894, 
Wichita 2, Kansas. “Vornado” 

Thomson & Bishop, 910 Larch Ave., 
Takoma Park 12, Md. “X-Pelzit” 

Tradewind Motor fans Inc., 5725 S. 
Main St., Los Angeles 37, Calif. 
“Trade-Wind”, “Air Wave” 

United States Air Conditioning Corp., 
Minneapolis 14, Minn. “usAIRco” 
United States Radiator Corp., Detroit 
31, Mich. “Capitolaive” , 
Universal Blower Co., Birmingham, 
Mich. “Range-Ventor”, “Kitch-N 
Ventor” also “Trail-R-Ventor” for 

house trailers 

Utility Appliance Corp. 4851 S. 
Alameda St., Los Angeles 11, Calif. 

Vent-A-Hood Co., Plantation Drive & 
Hines Blvd., Dallas 9, Tex. “Vent- 
A-Hood” 

Victor Electric Products, Inc., 2950 
Robertson Ave., Cincinnati 9, Ohio. 
“Victron” 

Ward Co., Inc., Edgar T., 7777 W. 
Lake St., River Forest, Ill. “Ward 
Zephyr” 

Ward Mfg. Co., 173 Liberty St., Ply- 
mouth, Mich, “Ward Vent Fan” 
(10-inch exhaust) 

West Wind Corp., 1800 Airportway, 
Seattle 4, Wash. “West Wind” 
Western Appliance Co., Inc., 5650 
Grand River Ave., Detroit 8, Mich. 
“West-Air Kitchen Ventilators & 

Exhaust Fans” 

Westinghouse Electric Corp., 653 Page 
Blvd., Springfield 2, Mass. “Power- 
aire Home Ventilator” 

Wind-Way Fan & Ventilator Co., 527 
St., Joseph St., New Orleans 13, La. 
“Wind-Way” 


A., Rochester 


FENCE CONTROLLERS 


Accessories Mfg. Co., Inc., 705 McGee 
St., Kansas City 6 Mo. 

Babson Bros. Co., 2843 W. 19th St, 
Chicago 23, Ill. “Surge” 
Diller Electric Mfg. Co., 
Boulevard, Kokomo, Ind. 

Elec” 

Electro-Line Products Corp., 120 N. 
Broadway, Milwaukee 2, Wis. “Elec- 
tro-Line” 


114 W. 


“Barb- 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


FENCE CONTROLLER 
—Cont. 


Gardner Mfg. Co., 263 Kansas St 
Horicon 11, Wis. “Gardner” 

Guaranteed Products Corp., Welling- 
ton, Ohio. “Shox Stok”, “Trust- 
worthy”, “Tru Test” 

Guard-It Mfg. Co.. 1501 S. Laflin St., 
St., Chicago 8, II] 

Kneisley Electric Ce 333 W. Wood- 
ruff Ave., Toledo 3, Ohio. “Shock- 
T mer’ 

Prime Mfg. Co., 1669 S. First St., 
Milwaukee 4, Wis. “Prime” 

Red Devil Tools, 130 Coit St., Irv- 


gton, N. J. 

Sampsel Time Control, Inc., 600 N. 
Strong Ave., pring Valley. I}! 
Winchester Repeating Arms Co., Div 
Olin Industries, Inc.. New Haven 

4 Conn 


FIREPLACES & FIRE LOGS 
(Electric) 


land Ave., New York 61, N. ¥ 
( Implement & Mfg. | 
( ra 6, Tem 4 

H Specialty ( 102 } 
\\ . Mi 1? \\ 

R s ( I 89 East 
St.. New York 56, N. Y 

Shepler Mfg. Co., 1312 Sheffield St., 

) 1 12, Pa. “Radia” 

Strait & Richards, Inc., 23-43 Selvage 
St.. Newark 8, N. J. “Glo Log” 
heat) “Ember Fire” (fire effect) 

West ter Brickote Products Co., 
In 1528 Williamsbridge Rd., New 


York 61, N. Y. 
logs) 


“Brickote” (fire 


FLUORESCENT LAMPS & 
TUBES 


See LAMPS, Fluorescent 


LAMPS, Florescent 
Tube 


FREEZERS, HOME & FARM 


Ace Cabinet Corp. New Bedford, 
Mass. “ACE” 

Amana Society, Refrigeration Div., 
Amana, Iowa. “Amana” 

American Refrigerator and Machine, 
Inc., Minneapolis 13, Minn. “Amer- 
ican” 

Anheuser-Busch, Inc., St. Louis, Mo 

Artkraft Mfg. Corp., E. Kibby & 
Shawnee Sts., Lima, Ohio 

Barkow Mfg. Co., Aug., 2723 South 
3lst St., Milwaukee 7, Wisc. “Ben 
Bar” 

seall Pipe Tank Corp., 1945 N. 
Columbia Blvd., Portland 3, Ore. 
“Beall” 

Ben-Hur Mfg. Co., 634 E. Keefe Ave., 
Milwaukee 12, Wisc. “Ben-Hur” 
Bevco Co., 1512 Pine St., St. Louis 3, 
Mo. “Bevco Maid” 
Bishop Co., R. H., 103 


North 2nd St., 


Cham Ill. “a Silver- 
Brewer hener Corp., Binghamton, 
N. \ 
Bryant Corp., 44 South 12th St., Min- 
neapolis 4, Minn. “Bryant” 


Carrier Corp., 300 South Geddes St., 
Syracuse 1, N. Y. “Carrier” 

Consolidated Electrical Products Co., 
2199 Folsom St., San Francisco, 
Calif. 
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Coolerator Corp., Duluth 1, Minn. 
“Coolerator” 

Crawford Engineered Egqpt. Co., 413 
Merchants Exchange Bldg., St. 
Louis 2, Mo. “Binkley” 

Crosley Div., Avco Manufacturing 
Corp., 1329 Arlington St., Cincin- 
nati 25, Ohio. “Crosley Frostmaster” 

Deepfreeze Div., Motor Products 
Corp., 2301 Davis St., North Chi- 
cago, Ill. “Deepfreeze home freezer” 

Eaton Manufacturing Co., Carbondale 
1, Ill. “Eaton” 

Electric Furnace Man, Inc., Sub. of 
General Machine Co., Inc., Emmaus, 
Pa. “Gemaco” 

Esco Cabinet Co., West Chester, Pa. 
“Esco”, “Empire” 

Eskimo Kooler Corp., 916 East 43rd 
St. Chicago 15, Ill. “Eskimo 
Kooler” 

Farm Freeze Mfig., 
borough, Conn 
“Contact 
Freeze” 

Fogel Refrigerator Co., 5400 Eadom 
St., Philadelphia 37, Pa. “Fogel” 

Fowler Equipment Co., 626 N. High- 
land Ave., Aurora, III. 

Franklin Transformer Co., Inc., 2215 
California St., N.E., Minneapolis 18, 
Minn. (private brands) 

Frigidaire Div., General Motors Corp., 
300 =T aylor Dayton 1, Ohio 
“Frigidaire” 

Frostair Div. of General Tire & Rub- 
ber Co., 332 So. Michigan Ave., Chi- 
cago 4, Ill. “Frostair” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

General Refrigerators Corp., 678 
Broadway, New York 12, N. Y. 
Gennett & Sons Inc., 1 Main St., Rich- 

mond, Ind. 

Gibson Refrigerator Co., Greenville, 
Mich. “Gibson” 

Harder Refrigerator Corp., Coble- 
skill, N. Y. “Harder-Freez” 

Hauk & Co., G. I., 3041 Locust St., St. 
Louis 3, Mo. (private brands) 

Hibbard, Spencer, Bartlett & Co., 211 
E. North Water St., Chicago, III. 
“Hibbard Sub-Zero” 

Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. “Hotpoint” (8 cu. 
ft.) 

Howard Refrigerator Co., Jacksonville 
Road, Hatboro, Pa., “Howard” 
Hupp Corp., Refrigeration Products 
Div., 1250 West 76th St., Cleveland 

2, Ohio “Hupp Home Freezer” 

Ideal Cooler Corp., 2953 Easton Ave., 
St. Louis 6, Mo. “Speed Freeze” 

International Harvester Co., 180 N. 
Michigan Ave., Chicago 1, Ill. “In- 
ternational Harvester” 

Jordon Refrigerator Co., 58th & Grays 
Ave., Philadelphia 43, Pa. “Jordon” 

Kelvinator Div., Nash - Kelvinator 
Corp., 14250 Plymouth Rd., Detroit 
32, Mich. “Kelvinator” 

Koch Refrigerators, North Kansas 
City 16, Mo 


Rt. 2, Marl- 
“Safety Freeze”, 


Freeze,” “Erdin Farm 


] 


Leonard Div., Nash-Kelvinator Corp., 
14250 Plymouth Rd., Detroit 32, 
Mich. “Leonard” 


Loudon Manufacturing Co., 2524 27th 
Ave., S. Minneapolis 6, Minn. “Lou- 
Marquette Appliances, Inc., 307 E. 
Hennepin Ave., Minneapolis 14, 

Minn. “Marquette Home Freezers” 

Martin Mfg. Co., Box 5146, Beacon 
Hill Station, San Antonio, Tex. “Lo 
Temp” 

Master-Bilt Refrigeration Mfg. Co., 
920 Palm St., St. Louis 7, Mo. 
“Master-Bilt” 

Masterfreeze Corp., Sister Bay, Wisc. 


“Masterfreeze Cold Vault Home 
Locker” 

Maytag Co., Newton, Iowa. “Maytag” 
McAbee Industries, Inc., Stony Brook 
Rd., Westport, Conn. “McAbee” 
McCray Refrigerator Co. Kendall- 

ville, Ind. 

Midwest Industries, Inc., 835 Osage 
Ave., Kansas City, Kans. “Locker- 
Freeze” (commercial and home) 

Modern Appliance Co., 111 So. Ells- 
worth Ave. San Mateo, Calif. 
“Rogers” 

Monitor Equipment Corp., 640 West 
249th St. New York 63, N. Y. 
“Monitor” 

Norge Div., Borg-Warner Corp., 670 
E. Woodbridge St., Detroit 26, Mich. 
“Norge” 

Orley Freezers, Inc., 475 Schaefer 
Rd., Detroit 25, Mich. “Orley” 

Penguin Freezer Cabinet Corp., 1010 
East 173rd St., New York 60, N. Y. 
“Penguin” 

Philco Corp., Tioga and C Sts., Phila- 
delphia 34, Pa. “Philco” 

Portable Elevator Mfg. Co., Bloom- 
ington, Il]. “Freez-All” 

Quatman & Watkins Co., 122 S. Eliza- 
beth St., Lima, Ohio. “Food Saving 
Bank” 

Refrigeration Corporation of America, 
Barber, New Jersey “Frigid-Freeze” 

Revco, Inc., Deerfield, Mich. “Chill 
Chest” 

Reynolds Metals Co., 2000 So. 9th St., 
Louisville 1, Ky. “Eskimo Reynolds” 

Robot Appliances, Inc., Detroit 26, 
Mich. “Robot” 

Sanitary Refrigerator Co., P. O. Box 
147, Fond du Lac, Wis. “Sanitary- 
Quicfrez” 

Schaefer, Inc., 
“Pak-A-Way” 

Seeger Refrigerator Co., 850 Arcade 
St, St. Paul 6, Minn. (private 
brands) 

Shurkold Refrigeration Co., 1441 
Chouteau Ave., St. Louis 3, Mo. 
“Shurkold” 

Solid Freeze, Inc., 1807 Vinton St., 
Omaha 9, Neb. 

Stoddard Mfg. Co., Inc., Mason City, 
Iowa. “Lockrator” 13.5 cu. ft. up- 
right, and “Lockrator” 4 cu. ft. table 
top freezer 

Strata-Aire, Inc., Rittman, Ohio. 
“Strata-Aire” (farm freezers, 24 to 
50 cu. ft., home model 16.7 cu. ft.) 

Sub-Zero Freezer Co., Inc., Rt. 3, 
Madison 5, Wisc. “Sub-Zero” 

Superior Refrigerator Mfg. Co., 1606-8 
Pine St., St. Louis 3, Mo. 

Taylor Bros. Churn & Mfg. Co., 4460 
Finney Ave., St. Louis 13, Mo. 

Tyler Fixture Corp., Niles, Mich. 
“Harder-Freez” 

United Refrigerator Co., 350 Robert 
St, St. Paul 1, Minn. “United” 

Victor Products Corp., Hagerstown, 
Md. 

Weber Showcase & Fixture Co., Inc., 
5700 Avalon Blvd., Los Angeles 54, 
Calif. “Roll-A-Door” 

Wells & Brunell Mfg. Co., Inc., P. O. 
Box 1555, Tacoma 1, Wash. 

Wentink & Co., Grand Rapids, Mich. 
“Realfreeze” 

White Horse Cabinet Co., Harleys- 
ville, Pa. “White Horse Cabinets” 
Whiting Corp., Refrigeration Div., 38 
S. Clark St., Chicago 3, Ill. “Whit- 

ing 

Wilson Refrigeration, Inc., Smyrna, 
Del. “Zero-Safe” 

Winpower Mfg. Co., 1208 First Ave. 
E., Newton, Iowa. “Ever Fresh” 

York Corp., York, Pa. 

Zero Refrigeration Co., Saukville, Wis. 
“Zero” Home Food Freezer 


Minneapolis 1, Minn. 


SEPTEMBER 15, 


FREEZERS (Ice Cream) 


American Refrigerator & Machine 
Inc., Minneapolis 13, Minn. “Amp, 
ican” 

Chicago Electric Mfg. Co., 6333 Wes 
65th St. Chicago 38, Ill. “Hany. 
freeze” ; 

Louisville Electric Manufacturing (, 
3008 Magazine St. Louisville 1) 
Ky. “Pioneer” 

Martin Mfg. Co., Box 5146, Beaco, 
Hill Station, San Antonio, Tex 
“Lo Temp” 

Porter Corp., J. E., Ottawa, Ill. “Dol 
Madison” 

Refrigeration Corp. of America, B:; 
ber, N. J. “Frigid-Freeze” 

Taylor Bros. Churn & Mfg. Co., 44 
Finney Ave., St. Louis 13, Mo 

White Mountain Freezer Co., Broa 
St., Nashua, N. H. “White Mow 


tain Electric” 


FREEZER ALARMS 
(Temperature) 


Crawford Engineered Equipment C 
314 Merchants Exchange Bldg., § 
Louis 2, Mo. “Shur Temp Freez 
Alarm” 

Sperti Faraday, Inc. (formerly Fan. 
day Electric Corp.) Adrian, M 
“Tempmaster” 

Tork Clock Co., Inc., 1 Grove S: 
Mount Vernon, N. Y. “Freezalarn 


FRYERS (Deep Fat) 


Rutenber Electric Co., Marion, In 
“Marion 400” 

Service Ideas, Inc., Minneapolis 7 
Minn, “Solaire Fryette” (J. W 
Miller & Asociates, Inc., 221 N 
LaSalle St., Chicago 1, I!l.—Direct 
Factory Agents) 

Wobar Distributing Co. Box 22, 
Benld, Ill. 


FURNACES (Oil Burning) 


Airtemp Div., Chrysler Corp., 1610 
Webster St., Dayton 1, Ohio. 

American Stove Co., Lorain Div., 120) 
Long Ave., Lorain, Ohio. “Quick 
Heat” 

Anchor Div., Stratton & Terstegge 
Co., Inc., P. O. Box 311, New Al 
bany, Indiana. “Anchor-Aire” 

Auburn Burner Co., 512 So. Cedar 
Auburn, Ind. “Auburn” 

Auburn Foundry Inc., Stoker Div 
Auburn, Indiana. 

Automatic Burner Corp., 1823 Carroll 
Ave., Chicago 12, II. 

Century Engineering Corp., 401 3rd 
St. S.E., Cedar Rapids, Iowa. 

Chandler Co., Cedar Rapids, Iowa 
“Chandler” f 

Coleman Co., Inc., 250 North >! 


Francis, Wichita 1, Kansas “Cole- 


man” 
Conco Engineering Works, Mendota 
Ill. “Conco” 


Consolidated Industries, Inc., By-Pass 


52, Lafayette, Ind. “Consolidated” 


Delco Appliance Div., General Motors 


Corp., P. O. Box 230, Rochester ° 
N. Y. “Delco-Heat Conditionair’ 


Duo-Therm Div., Motor Wheel Corp. 


Lansing 3, Michigan. “Duo-Ther™ 


Electric-Aire, Inc., 1301 Union Ave. 
Chattanooga 4, Tenn. “Electric 


Aire” (electric) 
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newest and finest of them all... 
























facturing JOHN WOOD ELECTRIC WATER HEATERS 
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5146, Beacos 
tonio, Texas 


ra, Ill. “Dol! 


fg. Co., 44 
13, Mo 

* Co., Bros 
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Grove S 
Freezalarn 
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e” (Jj. W 
nc., 221 N 


I1.—Direct 





, Box 2, 


AVAILABLE IN Look into the all new John Wood 
Electric Water Heater, for here is a 


ning) triumph of sound engineering, quality 

construction and modern styling des- 
Corp., 1610 | al tined to mean more profitable sales 
Ohio. 10} |30) }40 | | 52) | 66) | 80 for you. In the heart of the heater is 


n Div., 12M) GALLON CA PACITIES the famous John Wood developed 
hio. “Quick Electric Weld tank, hot dipped gal- 
vanized inside and out. Quick Action Thermostat controls water temperature. 














r Terstegge 


1, New Al- Chrome-Nickel Elements heat water directly. Magnesium Anode, on Deluxe soba, eer 

Aire” models, retards corrosion. Rigidly tested to exacting specifications, these heaters 

So. Cedar bear a name famous for quality for more than 82 years. John Wood and seven affiliated companies 

nator Dis John Wood Deluxe Electric Water Heaters are backed by a liberal 10 year operate eleven plants producing 
guarantee plan. Write for complete specifications and a specimen guarantee. WATER HEATERS GASOUNS PUMPS 

ae Cone John Wood Manufacturing Company, Inc. paren bn anna aia aia 


p., 401 3rd Conshohocken, Pa., Chicago 9, Illinois, Toronto, Canada 


Iowa. 
ipids, Towa 


North St 
nsas “Cole- Write for complete information and specifications 


s, Mendota 


JOHN WOOD AUTOMATIC Citi WATER HEATERS 





c., By-Pass 
solidated” 
eral Motors 
tochester 0 
itionair” 
Thee! Corp 
M10-T herm” 
Jnion Ave. 
“Electric 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


FURNACES (Oil Burning) 
—Cont. 


Evans Products Co., Plymouth, Mich 
“Evans” 

Fairbanks Morse & Co., 600 S. Mich- 
igan Ave., Chicago, Ill. “F-M” 

General Electric Co., Air Conditioning 
Dept., Bloomfield, N. J. 

Gilcor Products Corp., Beckwith Bldg., 
Dowagiac, Mich. “Gilcor” 

Gillen Co., J. L., 204 E. High Street, 
Dowagiac, Mich. “Gillen” 
r “olonial Furnace Co., 322 S. W. 
Third St., Des Moines 7, Iowa 

International Oil Burner Co., 3800 
ark Ave., St. Louis 10, Mo. “Inter- 





nationa 

Iron Fireman Mfg. Co., 3170 West 
106th St., Cleveland 11, Ohio. “Iron 
Firema 


Johnson Co. S. T., 940 Arlington Ave., 
kland 8, Calif. “Aerolux” 
Kalamazoo Stove & Furnace Co., Kal- 
umazoo 6, Michigan. “Kalamazoo” 
1823 Carroll Ave., 
icz “Kleen Heat” 
Kresky Mfg. Co., Inc.,. 540 H St., 
ttle Burner Lo., Inc., H G., San 
Rafael, California. “H. C. Little” 
onergan Mfg. Co., Albion, Mich 


Heat Division, Borg-Warner 
Woodbridge St., De 
M “Norge Heat” 
Stove Co., Inc., 7609 Platt 
Cleveland 4, Ohio. “Superfex” 
leat & Power Co., South- 
Ave., Stamford, Conn. “Petro” 


Wabers Products Co.. 1430 
S N.. Wiscor Rapid 
A Preway” 
Quaker M facturing Co., 223 W 
Fr Ss io 10, Lil. “Burnoil” 
St Works, Inc., 902 Mar 
S \lbert Lea, Minn. “Super 
Manufacturing Co., 570 Lex 


New York 22, N. Y 


Newco! Inc., 1442 S. Boyle 
Ave., St Louis 10, Mo “Pionec i 


Silent Sioux Oil Burner Corp., Orange 
City, Iowa. “Silent Sioux” 

Stoker King Manufacturing Co., Box 
148, 7 npsonville, Mich. “Furnace 


; 1 Stoker Co., 2060 Northwestern 
Ave.. Indianapolis, Ind. “Stokol”’ 
1 re Stoker Corp., East 8th St., 
New Albany, Ind. “Sun-Fire” 

Gas Generator Co., Inc., 2105 
Westlake Av Seattle 1, Wash 


Silent Automatic Div., Jack 
M ‘Timken Silent Aut 

tates Radiator Corp., Detroit 
I ipitolaire”’ 

Viking Mfg. Corp., 1747 Chester Ave., 
Cleveland 14, Ohio. “Vikimatic” 
Wayne Home Equipment Co., Inc., 801 
Glasgow Ave., Fort Wayne 4, Ind. 


GRINDERS (Coffee)—See 
Coffee Grinders 


HEATERS (Aquarium) 


Hersh Electric Specialty Co., 102 E. 
Walnut St.. Milwaukee 12, Wis. 
“Hersh” 
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HEATERS, SPACE (Electric) 


A & H Electrical Products Co., Inc., 
639 Parkside Ave., Brooklyn 26, 
N. Y. “Cabcon” 

Acme Electric Heating Co., 1217 
Washington, Boston 18, Mass. 
“Acme” 

Airette Mfg. Co., 1041 N. Sycamore 

Ave., Los Angeles 38, Calif. 

mbory Corp., 21325 Stephenson 

Hwy., Hazel Park 1, Mich. “Jiffy” 

American Electric Appliance Corp., 
1274 52nd St., Brooklyn 19, N. Y. 

Apex Appliance Manufacturing Co., 
170 Dyckman St., New York 34, 
N. Y. “Royal” 

Argus, Inc., Industrial Div., 712 On- 
tari Ay West, 
Minn 

Armstrong Products Corp., P. O. Box 
940, Huntington 12, W. Va. “Arm- 
strong 

Astor Appliance Corp., 283 Greene 
Ave., Brooklyn 5, N. Y. “Astor” 

Bersted Mfg Co., Fostoria, Ohio. 

“Focalipse” “Lighting” 

Broan Mfg. Co., 1669 N. Water St., 
Milwaukee 2, Wis. “Broan” 

California Design Mfg. Corp., 228 N. 
Front St., Burbank, Calif. “Winsum” 

Capitol Products Co., Inc., Winsted, 


A 


Minneapolis 3, 


Chicago Electric Mfg. Co., 6333 West 
t | “Handy- 


Dominion Electr Cor 120 N. Elm 
St., Mansfield, Ohio 

Duro Test Corp., North Bergen, N. J 
“Duro Test Infra-Red Ray-Diator” 
A. Laboratories, In Myrtle Ave 
& Spencer St., Brooklyn 5, N. Y 


Eagle Electric Mig. Co. Inc, 23-10 


ge Plaza So., Long Island City, 
N. Y. “Eagle 
Economaster Products Co., Inc., 128- 
8th Ave., N., Nashville 3, Tenn 
| ( ] 45 ( ich St 
I er 5, N. Y. “Ele node 
re n | {fi ( 1800 


“Emerson-Elect 


1739-1743 Berkeley St., 


Firan ( 
Santa Monica Calif. “Firan 
(slomaste 


G-M Laboratories Inc., 4300 N. Knox 


“Surf Season- 


General Electri Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 


Gold Car Heating & Lighting Co., 33 
35th St., Brooklyn 32, N. Y. 

Greenway Reflector Mfg. Co., 3333 
North 22nd St., Philadelphia 40, Pa 

Hersh Electric Specialty Co., 102 E. 
Walnut St., Milwaukee 12, Wisc. 

Howard Industries, Inc., 231 S. La- 
Salle St., Chicago 4, Ill. “Howard” 

Hvydro-Aire, Inc., 3000 Winona Ave., 
Burbank, Calif. “Hy-Temp” 

Knapp Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M” 

Kord Manufacturing Co., 4510 White 
Plaines Rd., New York 66, N. Y. 

La Salle Lighting Products, Inc., 143 
Seneca St., Buffalo 3, N. Y. “Fan- 
Glo Heetaire” 

Lasko Metal Products, Inc., West 
Chester, Pa. 
Le John Manufacturing Co., Inc., 111 
22nd St., Huntington 18, W. Va. 
Lemarc Products, Inc., 7 Boerum St., 
Brooklyn 6, N. Y. “Jiffi” 

M. S. Aviation Co., 3412 Cedar Ave., 
Minneapolis 7, Minn. 

Markel Electric Products, Inc., 129- 


149 Seneca St., 
“Heataire” 

Martin Stamping & Stove Co., Hunts- 
ville, Ala. “Martin” 

Metal Ware Corp., Two Rivers, Wisc 
“Empire” 

Mimar Products Inc., 138 Spencer St., 
srooklyn 5, N. Y. “Comfortair” 
Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y. 

“Monitor” 

National Die Casting Co., Toughy at 
Lawndale, Chicago 45, Ill. “Heat 
King” 

National Enameling & Stamping Co., 
270 North 12th St., Milwaukee 1, 
Wis. “Nesco” 

Noblitt-Sparks Industries, Inc., Colum- 
bus, Ind. “Arvin” 

Ohio Bottle & Supply Co., 404 Morgan 
Ave., Akron 11, Ohio. “Shannon 
Electric Heater” 

Radiant Heater Corp., 521 Fifth Ave. 
New York 16, N. Y. 

Rea Engineering & Mfg. Corp., 104 
Fox St., Aurora, Ill. “Caliente Elec- 
tric Heater” 

Scientific Heater Co., Inc., 5606 Sunset 
Blvd., Hollywood 28, Calif. “Circu- 
Lectric” 

Shepler Mig. Co., 1312 Sheffield St., 
Pittsburgh 12, Pa. “Radia” 

Solaire Mfg. Co., Minneapolis 7, Minn 

Son-Chief Electrics, Inc., Winsted 
Conn. “Son-Chief” 

Standard Hygrade Electric Co., Inc., 
1372 39th St., Brooklyn 18, N. Y. 
“Tele Heet” 

Superior Electric Products Corp., 
Cape Girardeau, Mo. “Superlectric” 

Sutton Corp., O. A., P. O. Box 1894, 
Wichita 2, Kans 

Swanson Tool & Machine Products, 
Inc., Erie, Pa. “Swanson Pyro-O- 
Tube Electric Heater” 

Swartzbaugh Mfg. Co., 1336 W. Ban- 
croft St., Toledo 6, Ohio. “Everhot” 

Tennessee Valley Associated Mar- 
keters, 117 Ninth Ave. N., Nash 
ville 3, Tenn. “Tennessee Valley” 

Thermador Electrical Mfg. Co., 5119 
District Blvd., Los Angeles 22, Calif. 
“Thermador” 

Titan Mtg. Co., Inc., 290 Terrace, 
Buffalo 2, N. ¥ 

lrilmont Products Co., 2401 Walnut 
St., Philadelphia 3, Pa. “Trilmont 
Safety Heater” 

Victor Electric Products, Inc., 2950 
Robertson Ave., Cincinnati 9, Ohio. 
“Victron” (fan-type) 

Warren Simpson Corporation, Elec. 

Div., 110 E. Third St., Mt. Vernon 

N. Y. “Air-D-Lux” (Comb. Fan 

Heater-Drier-Cooking Comb.) 

Vash Co., Inc., 720 N. Bowman Ave.., 

Danville, Ill. “Washco” 

Wesix Electric Heater Co., 390 First 
St., San Francisco 5, Calif. “Wesix” 

Westinghouse Electric Corp., Mans 
field, Ohio. “Westinghouse Cozy- 

Glow” 


Buffalo 3, N. Y. 


VY 
\ 


Westinghouse Electric Corp., Emery- 
ville 8, Calif. 

Wiegand Co., Edwin L., 7500 Thomas 
Bivd., Pittsburgh 8, Pa. “Chroma- 
lox” 

Wittie Mig. Co., Inc., 1414 S. Wabash 
Ave., Chicago 5, Ill. “Wittie” 


HEATERS, SPACE, Electric 
(Fan-Type) 


Airette Mfg. Inc., 1041 N. Sycamore 
Ave., Los Angeles 38, Calif. 

Argus, Inc., Industrial Div., 712 On- 
tario Ave., West, Minneapolis 3, 
Minn. 

Bersted Mfg. Co., Fostoria, Ohio. 
“Focalipse” “Lightning” 
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Broan Mig. Co., Inc., 1669 N. Wate 
Street, Milwaukee 2, Wisconsip. 

California Design Mfg. Corp., 228 x 
Front St., (P. O. Box 149) By. 
bank Calif. “Winsum” 

Chicago Electric Mfg. Co., 6333 Wes 
65th St. Chicago 38, Ill. “Hand 
hot” : 

FE. A. Laboratories, Inc., Myrtle Ay 
& Spencer St., Brooklyn 5, N, y 
“Aerotherm” 

Electromode Corp., 45 Crouch Ss; 
Rochester 5, N. Y. “Electromod 

Emerson Electric Mfg. Co, 81m 
Florissant Ave., St. Louis 3, \ 
“Emerson-Electric” 

G-M Laboratories, Inc., 4300 N. Kn 
Ave., Chicago 41, Ill. “Surf Seaso; 
Air” 

Howard Industries, Inc., 231 S. L 
Salle St., Chicago 4, Ill. “Howard’ 

Kord Manufacturing Co., Inc., 451 
White Plains Rd., New Yorl 
N. ¥. 

Le John Manufacturing Co., Ine 
11] 22nd St., Huntington W. Va 

M. S. Aviation Co., 3412 Cedar Ay 
Minneapolis 7, Minn. 

Mimar Products, Inc., 138 Spencer § 
Brooklyn 5, N. Y. “Comfort ( 
trol” 

National Die Casting Co., Toughy a 
Lawndale, Chicago 45, Ill. “Hes 

Kine” 

Noblitt-Sparks Industries, In 
bus, Ind. “Arvin” 

Queen Stove Works, Inc., Albert Le 
Minn 

Scientific Heater Co., Inc., 5606 Sunse 
Bivd., Hollywood 28, Calif 

Solaire Mfg. Co., Minneapol 
Minn. 

Sutton Corp., O. A., P. O. Box 1894 
Wichita 2, Kans. “Vornado” 

Swanson Tool & Machine Pr 
Inc., Erie, Pa. “Pyr-o-Tube” 

Swartzbaugh Mfg. Co., 1336 W. B 

. Toledo 6, Ohio. “Ever 

Thermador Electrical Mfg. Co., 51] 
District Blvd., Los Angeles 22, Ca 
“Thermador” 

Titan Mfg. Co., Inc., 290 Terrace 
Buffalo 2, N. Y. 

Victor Electric Products, Inc., 
Robertson Ave., Cincinnati 9, ( 
“Victron” 

Warren Simpson Corporatior A 
Div.. 110 East Third St. Mt 
Vernon, N. Y. “Air-D-Lux” 

Wash Co., Inc., 720 N. Bowman Av 
Danville, Il). “Washco” 

Wittie Mfg. Co., Inc., 1414 S. Wal 
Ave., Chicago 5, Ill. “Witti: 


HEATERS, SPACE (Oil 
Burning) 


croit S 


— 


Allen Manufacturing Co., Inc., Nas! 
ville 1, Tennessee. “Allen’s’ 

American Gas Machine Co., 505 Front 
St., Albert Lea, Minn. “Gopher” 

American Stove Co., Lorain Div., 120 
Long Ave., Lorain, Ohio. “Quicl 
Heat” 

Carlton Oil Burner Co., 35 Chapel St 
Hartford 3, Conn. “Lincoln” 

Cole Hot Blast Mfg. Co., 3835 Sout! 


Racine St., Chicago 43, Ill. “Cole 


Hot Blast” 

Coleman Company, Inc., 250 North > 
Francis, Wichita 1, Kansas ) 
man” 


Consolidated Industries, Inc., By-Pass 


52, Lafayette, Ind. “Jetronic” 
Duo-Therm Div., Motor Wheel Cor} 


Lansing 3, Michigan. “Duo-Therm™ 


Estate Heatrola Div., Noma Electr! 


Corp., Hamilton, Ohio “Estate 


Heatrola” 
Evans Products Co., Plymouth, Mich 
“Evans” 

















9 N Water 


Wisconsin, 
Orp., 228 x 


¢ 149) Bur. 


» 6333 Wes 


1. “Handy 
Myrtle Ay 


ns, N.Y 


Crouch S: 
‘lectromos, 
Co., 81M 


juis 3. Vf 


surf >easor 


ai Ss. L 
. “Howard 
Inc., 45} 
v Yy rl: 6 
Co.. Inc 
n W. Va 
Cedar Ay 


Spencer § 
mfort Cor 


ughy 3 


*, , 
Il. “Hea 


. Box 18 

do” 

> Pr 

the” 

6 W.B 
“Ever 
Co., 511 
22, Ca 

0 Terr 
Inc., 29 

iti ¥. O} 

tior | 
St. M 

ux” 

yvman A 

S. Wabas 

tie 

il 

in Na 

505 | 

z0pher’ 
Div., 121 

io. “Ou 

Chape! » 

n” 

3835 Sout! 
Ill. “( 

) North St 

ee ole 

, By-Pass 

nic” 

heel Cort 

10-Therm” 

a Electr: 

» “Estate 

uth, Mich 

N DISING 











Light weight, less ef- 
fort, the even heat does 
the work! Plain-view 
automatic heat control 
for all fabrics. Faster 
heating, faster step- 
down, saves ironing 
time. Cool, comfort- 
grip handle. Underwrit- 
ers’ listed. One-year 
guarantee. All the sell- 
ing features of many 
higher-priced irons,with 
a good profit for you. 





ARVIN AUTOMATIC IRON 


A truly modern iron at a money-saving price! Grills! Fries! Bakes! Toasts! 


OLD MAN 


WINTER 
IS COMING 








ce 


Model 103 $] 0” bn 213A $ 2” ; Model we $] 4° : Model 52 $] 0” , 


Arvin Electric Heaters — Best known —Best value 


Sell the best known, best value deliver 45 cu. ft. of warm air per 
line of portable electric heaters! minute, operate on AC only. No 
For 17 years Arvin has been the radio interference. Arvin Radiant 
standard of heater value in Amer- Heater uses either AC or DC. 
ica. Arvin leads all others in sales Most efficient radiant heater built. 
today. Arvin Fan-Forced Heaters All Arvin Heaters are Under- 
in three handsome, reliable models _ writers’ listed. 


*Slightly higher in zone 2. 


ARVIN ELECTRIC COOK 


$ 95 Fast-moving gift 
item! Capacity 


equals 3 ten-inch 
skillets. Big enough 
for 16 hamburgers, 
8 pancakes, or 4 
toasted sandwiches 
at once. Converts 
in seconds to fully 
automatic waffle 
baker, making 4 
full-size waffles at 
a time. Depend- 
ably engineered, 
beautifully fin- 
ished. Underwrit- 
ers’ listed. 


INDIANA 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


HEATERS, SPACE (Oil 
Burning)—Cont. 


Fairbanks, Morse & Co., 600 S. Mich- 
igan Ave., Chicago, Ill. “F-M” 

Florence Stove Co., Gardner, Mass. 
“Florence” 

Gray & Dudley Co., Nashville 3, Tenn. 
“Washington-Frugal” 

Guiberson Corp., 1000 Forest Ave., 
Dallas 1, Texas. “Guiberson Clean 
Flame” 

Huenefeld Co., 2701 Spring Grove 
Ave., Cincinnati 25, Ohio. “Boss” 

Inter-Coastal Co., Inc, 8845 W. 
Olympia Blvd., Beverly Hills, Calif. 
International Oil Burner Co., 3800 
Park Ave., St. Louis 10, Mo. “Inter- 
national” also trailer oil burning 
heaters 

Jungers Stove & Range Co., Grafton, 
Wis. “Jungers” 

Kehm Corp., 135 So. La Salle St., 
Chicago 3, Ill. “Free-Aire” 

Kresky Mfg. Co., Petaluma, Calif. 
Laco Oil Burner Co., Griswold, lowa 
“Nu-Comfort” 

Little Burner Co., Inc.. H. C., San 
Rafael, Calif. “H. C. Little” 

Lonergan Manufacturing Co., Albion, 
Michigan. “Lonergan Fireside” 

Monarch Malleable Range Co., 3868 
Lake St., Beaver Dam, Wisconsin 
“Monarch” 

Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y. 
“Monitor” 

National Enameling & Stamping Co., 
270 North 12th St., Milwaukee, 
1, Wisc. “Nesco” 

Norge Div., Borg-Warner Corp., 670 
E. Woodbridge St. Detroit 26, 
Mich. 

Perfection Stove Co., Inc., 7609 Platt 
Avenue, Cleveland 1, Ohio. “Ivan- 
hoe”, “Perfection” 

Prentiss-Wabers Products Co., 1430 
Second St. N., Wisconsin Rapids, 
Wisconsin, “Preway” 

Quaker Mfg. Co., 223 W. Erie St., 
Chicago 10, Ill. “Quaker” 

Queen Stove Works, Inc., 902 Mar- 
shall St. Albert Lea, Minnesota. 
“Superflame” 

Quincy Stove Mfg. Co, Quincy, 
Illinois, “Monogram” 

Rheem Manufacturing Co., 570 Lex- 
ington Ave., New York 22, N. Y. 
Siegler Enamel Range Co., Centralia, 
Ill. “Siegler Tropical Floor Heat” 
Silent Sioux Oil Burner Corp., Orange 

City, Iowa. “Silent Sioux” 

Southern Aircraft Co., Garland, Texas. 

Spark Stove Co., Inc., 2619 East 12th 
St., Oakland 1, Calif. “Spark” 

Stiglitz Furnace & Foundry Co., 2007 
Portland Ave., Louisville 3, Ky. 
“Stiglitz Warm Aire Oil Circulator” 

Tower Mig. Corp., 222 Summer St., 
Boston 10, Mass. “Tower” 

U. S. Machine Corp., Lebanon, Ind. 
‘Winkler Radiant-Air” 

United Stove Co., 800 Lowell St., 
Ypsilanti, Mich. “Savoil” 

Viking Manufacturing Corp. 1747 
Chester Ave., Cleveland 14, Ohio. 
“Vikimatic” 

Washington Stove Works, Everett, 
Washington. “A.G.M.” 


HEATERS, WALL, Electric 
(Built-in) 


Bauer Mfg. Corp., 3121 El Segundo 
Blvd., Hawthorne, Calif. “B & F” 
Continent Radiant Glass Heat Corp., 
521 Fifth Ave., New York 16, N. Y. 
Electromode Corp., 45 Crouch St., 
Rochester 5, N. Y. “Electromode” 
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Firan Co., 1739-43 Berkeley St., Santa 
Monica, Calif. “Firan Glomaster” 
General Electric Co., Bridgeport 2, 

Conn, “G-E” 

Hydro Aire, Inc., 3000 Winona Ave., 
Burbank, Calif. “Hy-Temp” 

Knapp-Monarch Co., St. Louis 16, Mo. 
“K-M” 

Kord Manufacturing Co., 4510 White 
Plains Rd., New York 66, N. Y. 
LaSalle Lighting Products, Inc., 143 
Seneca St., Buffalo 3, N. Y. “Bilt-in 

Fan Glo Heetaire” 

Markel Electric Products, Inc., 129- 
149 Seneca St., Buffalo 3, N. Y. 
“Heetaire” 

Ravenna Metal Products Co., 6518 
Ravenna Ave., Seattle 5, Washing- 
ton. “Electro Jet” 

Shepler Mfg. Co., 1312 Sheffield St., 
Pittsburgh 12, Pa. 

Titan Mfg. Co., Inc., 290 Terrace, 
suffalo 2, N. Y. 


HEATERS, WATER (Faucet 
Type) 


Electric Heater Co., 107 West 40th 
St. New York, N. Y. (Multiple 
faucet for commercial use) 

Prometheus Electric Corp., 401 West 
13th St., New York 14, N. Y. 

Thermo Electric Corp. of America, 5 
West 42nd St., New York, N. Y 
“Thermo Jet” 


HEATERS, WATER 
(Immersion Type) 


Ambory Corp., 21325 Stephenson 
Hwy., Hazel Park 1, Mich. “Jiffy” 

Elden Products Co., 41 Burroughs, 
Detroit 2, Mich. “Elden” 

Electric Heat Appliance Co., Adrian 
Mich. 

Kneisley Electric Co., 333 W. Wood- 
ruff Ave., Toledo 3, Ohio “Shokless” 

Lightning Water Heater Co., 204 N. 
Matteson St., Bronson, Mich. 
“Lightning” 

Lux Co., 315 W. Franklin St., Elkhart, 
Ind. “Super Lux” 

National Electrical Products Co., 28-32 
Margaretta St., Newark, N. J. 

National Ideal Co., 914 Summit St., 
Toledo 4, Ohio. “Premium-Portable” 

Waage Electric Inc., 54 Park Place, 
New York 7, N. Y 


HEATERS, WATER (Storage 
Type, Electrically-Operated) 


Abco Manufacturing Co., 1520 Leary 
Way, Seattle 7, Wash. “Northern” 

Acme Laboratory Equipment Co., 506 
West 124th St., New York 27, N. Y. 
“Elite” (2 gal. non-pressure) 

American & Southern Corp., Nashville 
10, Tenn, “Wagoner” 

Automatic Electric Heater Co., Potts- 
town, Pa. “Sepco” 

Babson Bros., 2843 W. 19th St., Chi- 
cago 23, Ill. “Surge” 

Bauer Mfg. Corp., 3121 El Segundo 
Blvd., Hawthorne, Calif. 
3ell Electric Products Co., 700 Mur- 
phy Ave., Atlanta, Ga. 

Bellevue Mfg. Co., Bellevue, Ohio 
“Saturn” 

Bruner Corp., 2318 North 30th St., 
Milwaukee 10, Wisc. “Supermatic” 
(10 gal.) 

Bryant Heater Co., 17825 St. Clair 
Ave., Cleveland 10, Ohio. “Blue 


Seal” 


Clayton & Lambert Mfg. Co., 1701 
Dixie Highway, Louisville 10, Ky. 
“C & L Hoffman” 

Cleveland Heater Co., 2310 Superior 
Ave., Cleveland 14, Ohio. “Rex” 
Cuprometal Mfg. Corp., 220 Broad- 
way, New York 7, N. Y. “Cupro- 

matic” 

Economaster Products Co., Inc., 128 
Eighth Ave. N., Nashville 3, Tenn. 
“Economaster” 

Electric Heater Co., 107 West 40th St., 
New York 18, N. Y. “Hubbell” 
(2 gals to 150 gals) 

Electromaster, Inc., 151 Lafayette Ave., 
Mount Clemens, Mich. “Electro- 
master” 

Fairbanks, Morse & Co, 600 S. Michi- 
gan Ave., Chicago, Ill. “F-M” 
Ford Steel Products Corp., 45 Divi- 
sion St., Tarrytown, N. Y. “Hot- 

Roc” 

Fowler Manufacturing Co., 2545 S.E. 
Gladstone St., Portland 2, Ore. 
“Fowler”, also “Fowler Jiffy Twin” 
comb. water & air heater) 

Frigidaire Diy., General Motors Corp., 
300 Taylor St, Dayton, Ohio. 
“Frigidaire” 

General Electric Co., 1285 Boston Ave., 
Bridgeport 2, Conn. “General Elec- 
tric’ (also 40 gal. table-top) 

General Mfg. & Distrb. Co, 33 E. 
Chicago St., Quincy, Mich. “Speed- 
O-Matic” 

General Products Co., Inc., P.O. Box 
661, Fredericksburg, Va. “Dura- 
Matic” 

Gilcor Products Corp., Beckwith Bldg. 
“Gilcor” Dowagiac, Mich. 

Guard-It Mfg. Co, 1501 S. Laflin St., 
Chicago 8, III. 

Hedges Manufacturing Co., Inc., M.M., 
P. O. Box 869, Chattanooga, Tenn. 
“Mertland” 

Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. “Hotpoint” 

Hotstream Heater Co., 2363 East 69th 
St., Cleveland 4, Ohio. “Hotstream” 

Hynes & Cox Electric Corp., 406 N. 
Pearl St., Albany 1, N. Y. “Red 
Crown” 

Kelvinator Div., Nash-Kelvinator 
Corp., 14250 Plymouth Rd., Detroit 
32, Mich. “Kelvinator” 

Koral Electric Mfg. Co., 43-22 Van 
Dam St., Long Island City 1, N. Y. 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

Lectro Speed Co., 3025 S.W. First 
Ave., Portland, Ore. “Lectro Speed” 

Leonard Div., Nash-Kelvinator Corp., 
14250 Plymouth Rd.., Detroit 32, 
Mich. “Leonard” 

Lindemann & Hoverson Co., A. J., 601 
W. Cleveland Ave., Milwaukee 7, 
Wisc. “L & H Electric” (also 30-40 
gal. table-top) 

McGraw Electric Co., 5201 W. 65th 
St., Chicago 38, Ill. “Clark”, “Toast- 
master” 

Modern Water Equipment Co., 542 
Grant Place, Chicago, Ill. “Modern” 
(5 gallon 110 volt, plug-in) 

Monarch Malleable Range Co., Beaver 
Dam, Wis. “Monarch” 

Monitor Equipment Corp., 640 West 
249th St. Riverdale-on-Hudson, 
New York 63, N. Y. “Monitor” 

Murphy Mfg. Co., 7405 Stony Island, 
Chicago 19, Ill. (Midget size) 

National Electric Products Co., 28-32 
Margaretta St., Newark 5, N. J. 
“Nepco” (6 gallon) 

Norge Div., Borg-Warner Corp., 670 
E. Woodbridge, Detroit 26, Mich. 
“Norge” (also table top) 

Oronoque Co., Inc., Oronoque, Conn. 
“Oronoque” 

Pennsylvania Range Boiler Co., 24th 
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& Ellsworth Sts., Philadelphia 24 
Pa. “Pennsylvania” (also table top) 
Perfection Stove Co., Inc., 7609 Plat 
Ave. Cleveland 1, Ohio “Superfex” 
Philadelphia Electrical & Mfg. Co, 
1200-36 N. 31st St., Philadelphia 21 
Pa. “Pemco” 

Phillips & Buttorff Mfg. Co., Nashville 
3, Tenn. “Enterprise” 

Pressed Steel Car Co. Inc., Lake 
Shore Drive, Chicago 11, [jj 
“Presteline” 

Red Spot Electric Co., 7405 S. Tacoma 
Way, Tacoma 9, Wash. “Red Spot” 
“Electro Hot”, “Alumilite” 

Rheem Mfg. Co., 570 Lexington Ave 
New York 22, N. Y. “Rheem” 

Rite-Way Products Co., 1241 Belmont 
Ave., Chicago 13, Ill. “Rite-Way” 

Robot Appliances, Inc., Detroit 26 
Mich. “Robot” 

Ronan & Kunzl, Inc., 502 So. Kala- 
mazoo Ave., Marshall, Mich. “Hi- 
put” 

Rutenber Electric Co., Marion, Ind 
“Marion” 

Schleuter Co., P. O. Box 548, Janes- 
ville, Wis. “Sani-Matic” (non-pres- 
sure ) 

Scott-Newcomb, Inc., 1442 S. Boyle 
Ave., St. Louis 10, Mo. “Pioneer” 
(also small size, 5 gal.) 

Smith Corp., A. O., 3533 North 27th 
St., Milwaukee 1, Wis. “SMITH- 
way Permaglass”, “SMITHway 
Duraclad”, “SMITHway Milwau- 
kee” 

Tennessee Valley Marketers, Inc., 117 
Ninth Ave., N., Nashville 3, Tenn 
“Tennessee Valley” 

Tetco Metal Products Inc., 13901 S. 
Indiana Ave., Chicago 27, Ill. “Tetco 
Imperial” (bantam size, also stand- 
ard) 

Thermador Electrcial Mfg. Co., 5119 
S. District Blvd., Los Angeles 22 
Cal. “Thermador” 

Thermogray Co., Jefferson, Iowa. 
“Thermogray” 

United States Radiator Corp., 30 
Buhl Bidg., Detroit 31, Mich. “U.S 
Capitol” 

Vacuum Can Co., 19 S. Hoyne Ave, 
Chicago 12, Ill. “Aervoid” (3, 5, 
and 7 gal.) 

Wayne Home Equipment Co., Inc, 
801 Glasgow Ave., Fort Wayne 4, 
Ind. “Wayne” 

Wesix Electric Heater Co., 390 First 
St., San Francisco 5, Cal. “Wes- 
conix,” “Ionatomatic,” “Wired Heat” 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 

White Products Corp., Middleville, 
Mich. “White” 

Whitehead Heater Co. Jud, 4lll 
Broadway, Oakland 11, Calif. 

Whitehead Mfg. Co., D. W., 599 West 
Ingham Ave. Trenton 8, N. J. 
“D.-W. Whitehead” 

Wood Mfg. Co., Inc., John, 4435 
Southwestern Ave., Chicago 9, Ill. 
“John Wood” (also Conshohocken, 
Pa.) 

Young Corp., Fall River, Mass. 


HEATERS, WATER (Storage 
Type, Oil Burning) 


Airtemp Div., Chrysler Corp., 1610 
Webster St., Dayton 1, Ohio. 

Allen Mfg. Co. Inc., Nashville 1, Tenn. 
“Allens” 

American Gas Machine Co., 505 Front 
St., Albert Lea, Minn. “Gopher” 
Auburn Burner Co., 512 So. Cedar, 

Auburn, Ind. “Auburn” 
Automatic Burner Corp., 1823 Carroll 
Ave., Chicago 12, Ill. 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


HEATERS, WATER (Storage 
Type, Oil Burning)—Cont. 


Bock Corporation, 110 S. Dickinson 
St., Madison 3, Wis. “Bock” 

Carlton Oil Burner Co., 35 Chapel St., 
Hartford 3, Conn. “Lincoln” 

Century Engineering Corp., 401 3rd 


St. S.E., Cedar Rapids, Iowa 
“Century” 

Coleman Co., Inc., 250 North St 
Francis, Wichita 1, Kans. “Cole- 
man” 


Conco Engineering Works, Mendota, 
Ill. “Conco” 

Delco Appliance Div., General Motors 
Corp., P. O. Box 230, Rochester 1, 
N. Y. “Delco Heat’’ 

Duo-Therm Div., Motor Wheel Corp., 
Lansing 3, Mich. “Duo-Therm” 

Electro-King Mfg. Co., 122 N. Hal- 


sted St., Chicago 6, Ill. “Electro- 
King” 

Evans Products Co., Plymouth, Mich. 
“Evans” 

Gileor Products Cor; 3eckwith 
Bidg., Dowagiac, Mich. “Gilcor” 


Gillen Co. J. L., 204 E. High St., 
Dowagiac, Mich. “Gillen” 

Gray & Dudley Co. Nashville 3, 
Tenn. “Washington Frugal” 

lohnson Co. S. T., 940 Arlington 
Ave., Oakland 8, Calif. “Aqulux” 

Kleen Heet, Inc., 1823 Carroll Ave., 
Chicago 12, Ill. “Kleen Heet” 

Monitor Equipment Corp., 640 West 
249th St., New York 63, N. Y 
“Monitor” 

Norge Heat Div., Borg-Warner Corp., 
672 E. Woodbridge St., Detroit 26, 
Mich. “Norge Heat” 

Nu-Way Corp., 2416 Fourth Ave., 
Rock Island, Ill. “Nu-Way” 

Petroleum Heat & Power Co., South- 
field Ave., Stamford, Conn. 
“PETRO” 

Queen Stove Works, Inc., 920 Mar- 
shall St., Albert Lea, Minn. “Super- 
flame” 

Ray Oil Burner Co., 401 Bernal Ave., 
San Francisco 12, Calif. “Ray” 

theem Manufacturing Co., 570 Lex- 

ington Ave., New York 22, N. Y. 

tokol Stoker Co., 2060 Northwestern 

Ave., Indianapolis, Ind. “Stokol” 

mken Silent Automatic Div., Jack- 


— 


74) 


, 
— 


son, Mich. “Timken Silent Auto- 
matic” 
Toridheet Div., Cleveland Steel Prod- 


ucts Corp., 7306 Madison Ave., 
Cleveland 2, Ohio. “Toridheet” 
Viking Mfg. Corp., 1747 Chester Ave., 
Cleveland 14, Ohio. “Vikimatic” 
Wayne Home Equipment Co., Inc., 801 
Glasgow Ave., Fort Wayne 4, Ind. 
“Wayne” 


HOTPLATES (Grills and 
Table Stoves) 


\. & H Electrical Produc 
639 Parkside Ave., 
N. Y. “Whitehouse” 

\cme Electric Heating Co., 1217 
Washington St., Boston 18, Mass. 

Ambory Corp. 21325 Stephenson 
Hwy., Hazel Park 1, Mich. “Jiffy” 

\merican Electrical Appliance Corp., 
1274 52nd St., Brooklyn 19, N. Y. 
“American” 

‘pex Appliance Manufacturing Co., 
170 Dyckman St New York 34, 
N. Y. “Royal” (Single & Double 
3urner) 

Associated Products, Inc., 20 So. 
Ontario, Toledo 2, Ohio. “Akron” 

Astor Appliance Corp., 283 Greene 
Ave., Brooklyn 5, N. Y. “Astor” 


Co. Inc., 


srooklyn 26, 


’ 


PAGE 18 


Bentz Radio Mfg. Co., 23 N.W. 6th 
St., Evansville 8, Ind. 

3ersted Mfg. Co., Fostoria, Ohio. 
“Fostoria” 

Calectro Products Co., 5469 San Fer- 
nando Rd., Los Angeles, Calif. 
“Calectrogrid” 

Capitol Products Co., Inc., Winsted, 
Conn. 

Chicago Electric Mfg. Co., 6333 West 
65th St., Chicago 38, Ill. “Handy- 
hot”, “Sterling” 

Coleman Co., Inc., 250 North St. 
Francis, Wichita 1, Kans. (gasoline, 
two and three burner) 

Dominion Electric Corp., 120 N. Elm 
St., Mansfield, Ohio 

Excel, Incorporated, 2300 N. Nara- 
gansett Ave., Chicago 39, Ill. 
“Brunch Master” 

Finders Manufacturing Co., 3669 S. 
Michigan Ave., Chicago 15, II. 
“Holliwood” 

Forestek Plating & Mfg. Co., 9607 
Quincy Ave., Cleveland 6, Ohio. 
“Fortek” 

Gill Electric Manufacturing Corp., 201 
E. Citrus Ave. Redlands, Calif. 
“Gill Electric Stove” 

Hill-Shaw Co., 311 N. Desplaines St, 
Chicago 6, Ill. “Vaculator” 

Hollywood Industries, Inc., 6235 S. 
Manhattan Place, Los Angeles 44, 
Calif. “Perc Westmore” 

Hotpoint, Inc., 5600 W. Taylor St. 
Chicago 44, Ill. “Hotpoint” 

Hydro-Aire, Inc., 3000 Winona Ave., 
Burbank, Calif. “Hy-Temp” 

Kitchen Queen, Inc., 1956 N. Wilmot 
Ave., Chicago 47, Ill. 

Knapp Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M” 

Koral Electric Mfg. Co., 43-22 Van 
Dam St., Long Island City 1, N. Y. 
(Commercial ) 

Kord Mig. Co., 4510 White Plains 
Rd., New York 66, N. Y. 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

Lasko Metal Products, Inc., West 
Chester, Pa. “Heat-Rite” (Single 
Burner, Double Burner, also combin- 
ation warming oven, hotplate & 
toaster) “Toastove” 

Lemarc Products Inc., 7 Boerum St., 
srooklyn 6, N. Y. (also Midget 
Range, 2 burner. “Raynjet” 

Lewis Electrical Mfg. Co., 841 East 
88th St., Cleveland 8, Ohio. “Lemco- 
Products” (also Hotplate with 
broiler built in) 

Lewis Industries, Inc., 188 W. Ran- 
dolph, Chicago 1, Ill. “Lewis”, “Star 
Glow” (Hotplate-rangette) 

Liberty Electric Co., Inc., 1915 Madi- 
son Ave., Indianapolis 2, Ind. “Lib- 
erty Speedway” 

Loyal-Knight Stokers, Inc., Belleville, 
Ill. “Loyal-Knight” 

Madden Seignious & Co., Inc., Rose- 
land, N. J. “Grillmaster” 

Manning Bowman & Co., Meriden 
Conn. “Manning Bowman” (also 
comb. grill, waffler & toaster) 

McGrath St. Paul Co., 242 E. Fifth 
St., St. Paul 1, Minn. 

Merit-Made Inc., 37 Franklin St., 
Buffalo 2, N. Y. “Duo Chef” (comb. 
toaster & cooking unit) 

Metal Ware Corp., Two Rivers, Wis., 
“Empire” 

Miracle Electric Co., 36 S. State St., 
Chicago 14, Ill. “Miracle” 

National Stamping & Electric Works, 
3250 W. Lake St., Chicago 25, II. 
“White Cross” 

Naxon Utilities Corp. 3600 Toughy 
Ave., Chicago 45, Ill. “Naxon Auto- 
griddle”, “Naxon Lustro Griddle” 


Newark Appliance Corp., Inc., Newark 
7, N. J. “Princess Superior” 

Noblitt-Sparks Industries, Inc., Co- 
lumbus, Ind. “Arvin Lectric Cook” 
(combination grill, waffler and 
toaster ) 

Penn Metal Fabricating Co. So. 
Franklin & Horton Sts., Wilkes- 
Barre, Pa. 

Planet Products, Inc., 2633 W. Grand 
Ave., Chicago 12, Ill. “Planet” 

Prevore Electric Mfg. Corp., Prevore 
Bldg., Fulton St. at Clinton Ave., 
Brooklyn 16, N. Y. “Prevore” 

Prometheus Electric Corp., 401 West 
13th St., New York 14, N. Y. “Pro- 
metheus” 

Remington Electric Co., 4812 N. Clark 
St., Chicago 40, IIL. 

Samson United Corp., 1700 University 
Ave., Rochester 10, N. Y. “Samson 
Tempo-Flex” 

Son-Chief Electrics, Inc., Winsted, 
Conn. “Son-Chief” (also comb. grill, 
waffleiron & toaster) 

Stacor Equipment Corp., 1887 Atlantic 
Ave., Brooklyn 33, N. Y. “Stacor” 
Standard-Hygrade Electric Co. Inc., 
1372 39th St. Brooklyn 18, N. Y. 

“Tele Heet” 

Starr Bros., Bell Co., 12 Summit, East 
Hampton, Conn. 

Stern-Brown Inc., 42-24 Orchard St., 
Long Island City 1, N. Y. “Super- 
star” 

Superior Electric Products Corp., 
Cape Girardeau, Mo. “SuperLectric” 

Vacuum Cleaner Supply Co., Inc., 
5081 Broadway, Chicago 40, IIl. 
“Master Deluxe” 

Victor Mfg. Co., R. C., 23 S. Jefferson 
St., Chicago 6, IIL 

Waage Electric Inc., 54 Park Place, 
New York 7, N. Y. 

Warren Simpson Corporation, Elec. 
Div., 110 East Third St., Mt. Ver- 
non, N. Y. “Air-D-Lux” (fan- 
heater-drier-cooker comb.) 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 

Wiegand Co., Edwin L., 7500 Thomas 
Blvd., Pittsburgh 8, Pa. “Chroma- 


lox” 


HOUSE NUMBERS 


(Illuminated) 


Pryne & Co., Inc., Pomona, Calif., also 
1060 Jackson Ave., Long Island City, 
N. Y. “Pry-lite” 


HUMIDIFIERS 


Airette Mfg., Inc., 1041 N. Sycamore 
Ave., Los Angeles 38, Calif. 

American Air Purifier Corp., 306 East 
26th St., New York, N. Y. “Ameri- 
can Portable Humidifiers” 

Carrier Corp., 300 South Geddes St., 
Syracuse 1, N. Y. also “Carrier De- 
humidifiers” 

Fresh’nd-Aire Co., 221 N. La Salle 
St., Chicago 1, Ill. “Fresh’nd-Aire” 

Reidcraft, 35 Fairview Ave., Morris- 
ville, Bucks Co., Pa. “Airoma” 

Rexair Div., Martin-Parry Corp., 
P. O. Box 964, Toledo, Ohio 

Rogers Diesel and Aircraft Corp., 1120 
Leggett Ave., New York, N. Y. 

Sanit-All Products Corp., Greenwich, 
Ohio, “Vapor-All”’ 

Steel Products Engineering Co., 
Springfield 99, Ohio. “Combus- 
tioneer” 

United States Air Conditioning Corp., 
Minneapolis 14, Minn. “Sanidaire” 

Walton Laboratories, Inc., 1186 Grove 
St., Irvington 11, N. J. “Walton” 


DEHUMIDIFIERS 


Carrier Corp, 300 S. Geddes 
Syracuse 1, N. Y. 

Frigidaire Div., General Motors Corp, 
Dayton, Ohio, “Frigidaire Dehumid. 
ifier” 


INCINERATORS 


Calcinator Div., Valley Welding & 
Boiler Co., 27th & Water Sts., Bay 
City, Mich. “Calcinator” 


INTERCOMMUNICATING 
SYSTEMS 


Automatic Electric Co., 1033 Van 
Buren St., Chicago 7, Ill. “P-A-X” 
Bell Sound Systems Inc., 555 Marion 
Rd., Columbus 7, Ohio. “Belfone” 
Bogen Co., David Inc., 663 Broadway, 
New York, N. Y. “Communo-phone” 
Connecticut Telephone & Electric, 
Meriden, Conn. “Dial-O-Phone” Dy- 

plex Telephones 

Dalmo Victor Co., San Carlos, Calif 
“Dalmotron” 

Dictograph Products Co., Inc., 58 
Fifth Ave., New York 19, N. Y 
“Dictograph Interior Telephone” 

Electronic Laboratories Inc., 24 West 
24th St., Indianapolis 4, Ind. “Utili- 
phone” 

Lyman Electronic Corp., 12 Cass St 
Springfield 4, Mass “Callmaster” 
“Baby Listener” 

Meck Industries, Inc., John, Plymouth 
Ind. “Meck” 

Miles Reproducer Co. Inc., 812 Broad- 
way, New York 3, N. Y. “Miles”, 
“Telemike”, “Telamp” 

National Inter-Communicating Sys 
tems, Inc., 1531-33 Devon Ave., Chi- 
cago 26, Ill. “Convers-O-Call” 

Operadio Mfg. Co., St. Charles, III 
“Flexifone” 

RCA Victor Div. Radio Corp. of 
America, Camden, N. J. “RCA” 
Rauland Corp., 4245 N. Knox Ave. 

Chicago 41, Ill. “Amplicall” 

Recora Co., 7419 S. Western Ave 
Chicago 36, Ill. “Tele-Com” 

Regal Electronics Corp., 603 West 
130th St.. New York 27, N. Y 
“Regal” 

Remler Co. Ltd., 2101 Bryant St., San 
Francisco 10, Calif. 

Select-O-Phone Div., Kellogg Switch- 
board & Supply Co., 6650 S. Cicero 
Ave., Chicago 38, Ill. “Select-O 
Phone” 

Signal Electric Mfg. Co., Menominee, 
Mich, “Signal” 

Simpson Mfg. Co., Inc. Mark, 32-28 
Forty-Ninth St., Long Island City 
3, N. Y. “Masco” 

Talk-A-Phone Co., 1512 S. Pulaski 
Rd., Chicago. 23, Ill. “Talk-A- 
Phone” 

Webster Electric Co., 1900 Clark St. 
Racine, Wis. “Telehome”, “Tele- 
talk” 

Western Mfg. & Supply Co., Inc 
Kearney, Neb. “Inter Talkie” 


IRONERS 


Altorfer Bros. Company, 812 W. 
Washington St. Peoria 8, [IIL 
“ABC” 

Apex Electrical Manufacturing Co., 
1070 E. 152 St., Cleveland 10, Ohio. 
“Apex”, “Fold-a-matic” 

Armstrong Products Corp., P. O. Box 
940 Huntington 12, W. Va. “Arm- 


strong” 
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"“TWO-FOR-ONE!”"" The SMITHway co-op program for all who 
sell Permaglas and Duraclad Water Heaters does more than match 
your promotional dollar 50-50: in the SMITHway program, you 
are reimbursed for two-thirds of your expenditure. This not-to- 
be-missed opportunity is your big chance to increase sales and 
increase profits. 


In every way, you are First in your community when you sell 
“Permaglas’’—the water heater that needs no special attachments 
or accessories because its tank is glass-fused-to-steel and cannot 


rust. Use the coupon—get all the facts, now. 


Clomaglas 





with the most liberal 


plan ever offered to 


water heater dealers! 


TRADE MARK REG. U. S. PAT. OFF 


SMITHway WATER HEATERS 


Alert 
Dealers 





Display 
This 
Emblem 





co-operative advertising 














A. ©. SMITH CORP. 
Dept. EM-948 
Water Heater Division 


Kankakee, IIlinois 


Without obligation, give us the 
facts onhow we can make more 


money selling “‘Permaglas.”’ 


Firm 


Street 
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CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


IRONERS—Cont. 


Barlow & Seelig Mfg. Co., Ripon, 
Wis. “Speed Queen”, “Simplex” 
Bendix Home Appliances, Inc., 3300 
W. Sample St., South Bend 24, Ind. 
“Bendix Automatic Home Ironer” 
Blackstone Corp. Allen St. Ext., 
Jamestown N. Y. “Blackstone” 

(portable and cabinet) 

Chicago Dryer Co., 2210 N. Pulaski 
Rd., Chicago 39, Ill. “Chicago” 

Conlon Div., Conlon-Moore Corp., 
1824 S. 52nd Ave., Chicago 50, Il. 

“Conlon”, Zephyr” (portable) 

Dexter Co., Fairfield, Iowa. “Dexter” 
Easy Washing Machine Corp., Syra- 
cuse 1, N. Y. “Easy Automatic” 
Empire Appliance Co., 480 Lexington 
Ave., New York 17, N. Y. “Empire” 

(also portable) 

Fairbanks-Morse & Co., 600 S. Michi- 
gan Ave., Chicago, Ill. “F-M” 

Frigidaire Div., General Motors Corp., 
300 Taylor St., Dayton 1, Ohio. 
“Frigidaire” 

General Electric Co. 1285 Boston 
Ave., Bridgeport 2, Conn. (flatplate 
and rotary) 

Horton Mfg. Co., 731 Osage St.. Ft. 
Wayne 1, Ind. “Horton” 

Hotpoint, Inc., 5600 W. Taylor St. 
Chicago 44, Ill. “Hotpoint (flatplate 
& Portable Rotary) 

Ironrite Ironer Co., 332 Cass Ave., Mt. 
Clemens, Mich. “Ironrite” 

Landers, Frary & Clark, New Britain, 


Conn. “Universal” 
Maytag Co., Newton, Iowa. “Maytag” 
Monitor Equipment Corp., 640 West 


249th St. New York 63, N. Y. 
Monitor” (rotary) 

Nineteen Hundred Corp., 304 N. State 
St., St. Joseph, Mich “Whirlpool” 


Simplex Div., Barlow & Seelig Mfg. 
Co., Algonquin, Ill. “Simplex” 
Thor Corp., 2115 South 54th Ave., 


Chicago 50, Ill. “Thor” 

Victor Electric Products Co., 2950 
Robertson Ave., Cincinnati 9, Ohio 
“Victron” (portable) 


IRONS (Curling) 


Appliance Mfg. Corp., 2914 N. Clark 
St., Chicago 14, Ill. “Beautycur!l” 
Northern Electric Co., 5224 N. Kedzie 
Ave., Chicago 25, Ill. “Northern” 
Peerless Novelty Co., 105 Fulton, 
Grand Haven, Mich. “Peerless” 


IRONS (Fiat) 


Acme Electric Heating Co. 1217 
Washington St., Boston 18, Mass. 
Alcamatic Products Corp., Empire 
State Bldg. New York 1, N. Y. 

“Alcamatic” 

Ambory Corp., 21321 Stephenson 
Hwy., Hazel Park 1, Mich. “Jiffy 
Automatic” 

American Electrical Heater Co., 6110 
Cass Ave., Detroit 2, Mich. “Amer- 
ican Beauty” 

Bersted Mfg. Co., Fostoria, Ohio. 
“Fortoria” 

Birtman Electric Co., 4140 Fullerton 
Ave., Chicago 39, Ill. “Bee-Vac”, 
“Magnetic”, “Mola” 

Capitol Products Co., Inc., Winsted, 
Conn. (folding iron) 

Century Product Works, Inc., 507 
West 56th St., New York 19, N. Y. 
“Glide-O-Matic” 

Chicago Electric Mfg. Co., 6333 West 
65th St., Chicago 38, Ill. “Handy- 
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hot”, “Sterling” (also travel iron) 

Coleman Co. Inc., 250 North St. 
Francis, Wichita 1, Kans. (gaso- 
line) “Coleman” 

Dominion Electric Corp., 120 N. Elm 
St., Mansfield, Ohio. “Dominion” 
Eastern Metal Products Co., Empire 
State Bldg, New York 1, N. Y. 

“Swiity” 

Eureka Williams Corp., Bloomington, 
Ill. “Eureka Cordless” 

E-ven-Heat Co., National Bank Bldg., 
Detroit 26, Mich. “Even Heat” 

Feather Touch Products, Inc., 757 
Venice Blvd., Los Angeles, Calif. 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” (also travel) 

General Mfg. & Distrib. Co., 33 E. 
Chicago St., Quincy, Mich. “Fab- 
rimatic” 

General Mills Inc., Home Appliance 
Dept., 1620 Central Ave., Minne- 
apolis 13, Minn. “General Mills Tru- 
Heat” 

Hoover Co., East Maple St., North 
Canton, Ohio. “Hoover” 

Knapp-Monarch Co., Bent & Potomac 
Sts. St. Louis 16, Mo. “K-M” 
(travel and conventional ) 

Koral Electric Mfg. Co., 43-22 Van 
Dam St., Long Island City 1, N. Y. 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

MacArthur Products Inc., 34 Front 
St., Indian Orchard, Mass. “Ther- 
mac” 

Manning, Bowman & Co., Meridan, 
Conn. “Manning Bowman”, “Iron- 
that-wags-its-tail”, “Ace  Light- 
weight”, “Iron Queen”, “Iron Ease” 

Miracle Electric Co. Inc., 36 S. State 
St., Chicago 44, Ill. “Miracle” 

National Stamping & Electric Works, 
3250 W. Lake St., Chicago 24, Il 
“White Cross” 

Nelson Machine & Mfg. Co., Box 354, 
Ashtabula, Ohio 

Noblitt-Sparks Industries, Inc., Co- 
lumbus, Ind. “Arvin” 

North American Products Co., Inc., 
Wayne, Mich. “Napco” 

Pioneer Products, Inc., 5224 Fairlawn 
Ave., Baltimore 15, Md. “Piomar” 

Proctor Electric Co., 3rd St. & Hunt- 
ing Park Ave., Philadelphia 40, Pa. 
“Proctor”, “Never-Lift”, Guardian” 
“Champion” 

Radiron Corp., 213 S. Third St., Mi- 
amisburg, Ohio. “Radiron” 

Reimers Electrical Appliance Co., Inc., 
596 56th St., West New York, N. J. 
“Reimers” 

Samson United Corp., Rochester 10, 
N. Y. “Samson” 

Son-Chief Electrics, Inc., Winsted, 
Conn. “Son-Chief” 

Sperti, Inc., Norwood Station, Cin- 
cinnati 12, Ohio 

Stern-Brown Inc., 42-24 Orchard St., 
Long Island City 1, N. Y. “Super- 
star” (also travel) 

Sunbeam Corp., 5600 W. Roosevelt 
Rd., Chicago 50, Ill. “Sunbeam Iron- 
master” 

Superior Electric Products Corp., 
Cape Girardeau, Mo. “Super Matic” 

Tennessee Valley Marketers, Inc., 117 
Ninth Ave. N., Nashville 3, Tenn. 
“Tennessee Valley” 

Thermo-Broiler Co., Inc., 23 Flatbush 
Ave., Brooklyn 17, N. Y. “Press-to- 
Matic” 

Waage Electric Co., A. H., 54 Park 
Place, New York 7, N. Y. “Select- 
heat” 

Waage Mig. Co., 632 N. Albany Ave., 
Chicago 12, Ill. “Waage”, “4-Speed”, 
“3-Heat” 


Waverly Products, Inc., Sandusky, 
Ohio. “Petipoint” 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse Adjust- 
O-Matic” 

Winpower Mfg. Co., 1208 First Ave. 
E., Newton, Iowa. “Winpower” 
Winsted Hardware Mfg. Co., 114 Lake 

St., Winsted, Conn. “Durabilt” 

Yale & Towne Mfg. Co., 350 Fifth 

Ave., New York 1, N. Y. “Tip Toe” 


IRONS (Soldering) 


Acme Electric Heating Co. 1217 
Washington St., Boston 18, Mass. 
American Electrical Heater Co., 6110 
Cass Ave., Detroit 2, Mich. “Ameri- 

can Beauty” 

Drake Electric Works, 3656 N. Lin- 
coln Ave., Chicago 13, Ill. “Drake” 

Eagle Electric Mfg. Co., Inc., 23-10 
Bridge Plaza So., Long Island City 
1, N. Y. “Eagle” 

Electric Soldering Iron Co., Inc., West 
Elm St., Deep River, Conn. “Esico” 


Hexacon Electric Co., 161 W. Clay . 


Ave., Roselle Park, N. J. “Hexa- 
con”, “Soldermaster” 

Ideal Industries, Inc., Sycamore, III. 
“Thermo-Grip” 

Insuline Corp. of America, 3602 35th 
Ave., Long Island City 1 ,N. Y. 
“Ica” 

Jackson Electro Corp., 124 Bleecker 
St. New York 12, N. Y. “Jackson 
Standard” 

Kwikheat Mfg. Co., 3732 San Fer 
nando Rd, Glendale 4, Calif. ““Kwik- 
heat Thermostatic Soldering Iron” 

Lenk Mfg. Co., 30 Cummington St., 
Boston 15, Mass. “Lenk” 

Modern Metal Products Co., 18 Ames 
St., Cambridge 42, Mass. (soldering 
& utility set) 

Peerless Novelty Co., 105 Fulton St., 
Grand Haven, Mich. “Peerless” 

Post Electric Co., Inc. Andover, N. J. 
“Metalectric”, “Post” 

Stanley Tools, New Britain, Conn. 
“Stanley”, “Stanley-Victor” 

Vasco Electrical Mfg. Co., 4116 
Avalon Blvd., Los Angeles 11, Calif. 
“Vasco” 

Vulcan Electric Co., 88 Holten St. 
Danvers, Mass. “Vulcan” 

Weller Mfg. Co., 806-822 Packer St., 
Easton, Pa. “Solderlite” 


IRONS (Steam) 


American Thermo Appliance Co., 
Grafton, Wisc. “Feather-Way” 

Cardinal Mfg. Co., 1629 N. Fourteenth 
St., St. Louis, Mo. “Mermaid”, Mer- 
maid, Wet or Dry”, “Cardinal, 
Automatic” 

General Electric Co., 1285 Boston 
Ave., Bridgeport, Conn. “General 
Electric” 

General Mills, Inc., Home Appliance 
Dept., 1620 Central Ave., N.E., 
Minneapolis 13, Minn. “General 
Mills Steam Ironing Attachment” 

Knapp-Monarch Co., Bent & Potomac 
Sts. St. Louis 16, Mo. “K-M 
Steem-R-Dri” 

Monitor Equipment Corp., 640 West 
24%h St. New York 63, N. Y. 
“Monitor” 

Omar Appliance Mfg. Co., 2530 Palm 
St., St. Louis 7, Mo. “Omar Fabric- 
Master” 

Silex Co., Hartford 2, Conn. “Silex” 

Steem Electric Corp., Grand & Po- 
tomac, St. Louis 18, Mo. “Steemco”, 
“Steemx”, Pacemaker” 
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Thermo-Broiler Co., Inc., 23 Flatbush 
Ave., Brooklyn, N. Y. “Town % 
County” 

Waring Products Corp., 545 Fifth 
Ave., New York 17, N. Y. 

Waverly Products, Inc., Sandusky, 
Ohio “Steam-O-Matic” 


IRONS (Waffle) 


Appliance Mfg. Corp., 2914 N. Clark 
St.. Chicago 14, IL “Everbest’ 
(single & twin) 

Bersted Mfg. Co., Fostoria, Ohio 
“Fostoria” 

Capitol Products Co., Inc., Winsted, 
Conn. (comb waffle iron & grill) 
Chicago Electric Mfg. Co., 6333 West 
65th St., Chicago 38, Ill. “Handy. 
hot”, “Sterling” (single and twin) 
Dominion Electric Corp., 120 N. Elm 
St., Mansfield, Ohio. “Dominion” 
(also comb. waffle iron-sandwich 

toaster ) 

Excel, Incorporated, 2300 N. Narra- 
gansett Ave. Chicago 39, Il. 
“Brunch Master” (twin, automatic) 

Finders Mfg. Corp., 3669 S. Michigan 
Ave., Chicago 15, IW. “Holliwood” 
(also comb. waffle-sandwich grill) 

General Electric Co. Bridgeport 2, 
Conn. “General Electric” 

Knapp-Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M” (also 
with snap-on sandwich grills) 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

Liberty Distributors 40 North 5th St, 
Philadelphia 5, Pa. “Ell-Dee” 

Manning, Bowman & Co., Meriden, 
Conn. “Manning Bowman”, “Twin- 
O-Matic” “Sub-Deb”, Debutante”, 
“Jubilee”, “Pioneer” 

Metal Ware Corp., Two Rivers, Wis 
“Empire” 

Miracle Electric Co., 36 S. State St, 
Chicago 44, III. “Miracle” 

National Stamping & Electric Works, 
3250 W. Lake St., Chicago 24, Ill 
“White Cross” (also comb. waffle- 
baker, sandwich maker, & grill) 

Nelson Machire & Mfg. Co., Box 354, 
Ashtabula, Ohio. 

Newark Appliance Corp., Inc., New- 
ark 7, N. J. “Gem” also “Princess 
Combination” (waffle iron & sand- 
wich grill) 

Noblitt-Sparks Industries Inc., Colum- 
bus, Ind. “Arvin Lectric Cook” 
(waffle cooker & grill) 

Remington Electric Co., 4812 N. Clark 
St., Chicago 40, Iil. 

Serva-Matic Corp., 560 W. Fulton St, 
Chicago 6, IIl. 

Son-Chief Electrics Inc., Winsted, 
Conn. “Son-Chief” (also comb. grill, 
waffle iron & toaster) 

Stern-Brown, Inc., 42-24 Orchard St. 
Long Island City, N. Y. “Superstar” 

Sunbeam Corp., 5600 W. Roosevelt 
Rd., Chicago 50, IL “Sunbeam 
Waffle Maker” 

Superior Electric Products Corp., Cape 
Girardeau, Mo. “SuperLectric” 

Thermo Broiler Co., Inc., 23 Flatbush 
Ave., Brooklyn 17, N. Y. “Thermo- 
Grill (comb. grill & waffler) 

Toastswell Co., 622 Tower Grove 
Ave., St. Louis 10, Mo. “Toastswell” 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse Adjust- 
O-Matic” 


KETTLES (Tea and Water) 


Electromaster, Inc, 151 LaFayette 
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NOW! 


ANOTHER 
SMiTHway 


FAST! 
LOW COST! 
OFF THE SHELF! 


Out of three convenient Product 
Service Division Branches—Los 
Angeles, Chicago, Newark— 
A. O. Smith is now providing 
24-hour off-the-shelf service on 
controls for all SMITHway 
Water Heaters . . . Permaglas, 
Duraclad, and Milwaukee. 


All replacement controls are 
pre-packed in individual, sealed 
cartons—always clean, always 
easy to handle and ship! 


Distributors and Utilities are 
served by their nearest Product 
Service Division Branch. 

Dealers secure replacement 
controls from their distributors. 

All save time in handling, 
time in paper work, and time in 
getting the unit back in service. 
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New, Faster 


MOTOR SERVICE 


The same speedy service available 
for water heaters is also available 
on SMITHway Electric Motors. 
Ask us for all the facts... today! 











A. O. Smith is first to provide so complete a 
replacement plan for controls on all SMITHway 
Water Heaters — three conveniently located factory 
service branches offering 24-hour replacement 
service at low cost! 


REPLACEMENT SERVICE 
FOR WATER HEATER CONTROLS 
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A. O. Smith provides both distributors and dealers with 
completely illustrated service literature, including service 
manuals, parts lists, parts price lists, service bulletins, etc. 


Write for additional information and service litera- 
ture on the SMITHway Products in which you are 
interested.* 


NO WAITING FOR REPAIRS! A// parts are shipped im- 
mediately. Each control carries a new 1-year warranty. 





Only A. O. Smith offers so complete a service ... one more reason why 
A. O. Smith is first in profit opportunities for you! 


a.o. Smarr 


Corporation 


PRODUCT SERVICE DIVISION* 








EASTERN CENTRAL WEST COAST 
113-115 Frelinghuysen Ave.: 8312 South Chicago Ave. ' 1637 N. Spring St. 
Newark 5 Chicago 17 Los Angeles 12 


*Also serving these SMITHway Products: Motors, Liquid Gas Systems, Vertical Turbine Pumps, 
Stokers, SMITHway-Burkay Water Heaters and Burkay Heating Equipment. 
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CLASSIFIED DIRECTORY OF 


KETTLES—Cont. 


Ave. Mt. Clemens, Mich. “Electro- 
master” " 

Royal Family of Kitchenware, Inc., 
9787 East 14th St, Brooklyn 29, 
N. Y. (whistling, 6 and 8 cup) 


KITCHEN UNITS (Sinks and 
Cabinets) 


Acme Metal Products Corp., Chicago, 
Ill. and Dover, N. J. (steel) 
Ahibrand Co., Seymour, Ind. (wood) 

American Central Div., Avco Manu- 
facturing Corp., Connersville, Ind. 
“American Kitchens” 

Art Metal Construction Co., James- 
town, New York (steel, custom 
built ) 

Berger Mfr. Div., Republic Steel 
Corp., 1038 Belden Ave., Canton 5, 
Ohio (steel) 

Boro Wood Products Co., Inc., P. O. 
Box 625, Bennetsville, S. C. (wood) 

Brammer Mfg., Co., Davenport, Iowa. 
“B & R” 

Briggs Manufacturing Co., Detroit, 
Mich. (steel) 

Coppes, Inc., Nappanee, Ind. (wood, 
custom built) 

Dwyer Products Corp., Michigan City, 
Ind. “Murphy Cabranette” (sink, 
range, refrigerator & storage cabinet 
as integral unit) 

Elgin Stove and Oven Div., Acme 
Visible Records, Inc., 659-701 N. 
State St., Elgin, Ill. “Elgin Steel 
Kitchens” 

Elkay Manufacturing Co., 1874 South 
54th Ave., Chicago 50, Ill. “Elkay 
Lustertone Stainless Steel Cabinet 
Sinks” “Elkay Sturdibilt” 

Frigidaire Div., General Motors Corp., 
300 Taylor St., Dayton 1, Ohio. 
“Frigidaire” (steel) 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” (steel) 

Geneva Modern Kitchens, Inc., Geneva, 
Ill. (steel) 

Harrison Steel Cabinet Co., 4718 W. 
Fifth Ave., Chicago 44, Ill. (steel) 

Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. “Hotpoint” (steel) 

Hubeny Brothers, Inc., Roselle, N. J. 
(steel) 

I-XL Furniture Co., Inc., Goshen, 
Ind. (wood) 

Jabar Manufacturing Co., 101-4 101st 
St., Ozone Park, Long Island, N. Y. 
(steel ) 

Kitchen Maid Corp., Andrews, Ind. 
“Kitchen Maid” 

Kord Manufacturing Co., 4510 White 
Plains Rd., New York 66, N. Y. 
Lyon Metal Products Co., 21 Mont- 

gomery St., Chicago 13, Ill. 

Marvel Metal Products Co., 1100 S. 
Central Park Ave., Chicago 24, III. 
“Marvel Cabinets” 

McAleer & Co., E. J., 1422 North 8th 
St., Philadelphia 22, Pa. (steel) 
Midwest Mfg. Co., Galesburg, III. 

“Kitchen-Kraft” (steel) 

Miller Metal Products, Inc., Baltimore, 
Md. (steel) 

Morton Mfg. Co., 5125 W. Lake St., 
Chicago 44, Ill. “Morton” 

Mullins Manufacturing Corp., War- 
ren, Ohio “Youngstown Kitchen- 
aiders” (electric sink units) “Young- 
Stown Kitchens by Mullins” (steel 
kitchen units) 

Murray Corp. of America, 1900 S. 
Washington Ave., Scranton 2, Pa. 
(steel ) 
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Mutschler Bros. Co., Nappanee, Ind 
“Porta-Bilt” (wood) 

Nellis Industries, Inc., 101 Park Ave., 
New York 17, N. Y. “Whitehead 
Monel Kitchens” 

Palley Manufacturing Co., 1019 Bid- 
well St., Pittsburgh 12, Pa. “Palley 
Custom Quality” (steel) 

Paragon Utilities Corp., 50 Van Dam 
St., Brooklyn 22, N. Y. “Paragon” 

Parsons Co., 240 East 12th St., Tra- 
verse City, Mich. “Parsons Pureaire 
Kitchen” 

Peerless Built-In Fixture Co., 2608 
San Pablo Ave., Berkeley, 2, Calif. 

Roberts & Mander Corp., Hatboro, 
Pa. “Quality” (steel) 

Robot Appliances, Inc., Detroit 26, 
Mich. 

Safeway Metal Products Co., Inc., 234 
Junius St., Brooklyn 12, N. Y. 

St. Charles Mfg. Co., St. Charles, IIl. 
“St. Charles” (steel) 

Shirley Corp., 330 E. St. Joe St., In- 
dianapolis, Ind. “Shirley” (steel) 
Tracy Manufacturing Co., 3125 Preble 
Ave., Pittsburgh 12, Pa. “Tracy” 

customized kitchens (steel) 

Westinghouse Electric Corp., Mans- 
field, Ohio (steel) 


LAMPS, FLUORESCENT 
(Portable) 


Acme Fluorescent Co., Inc., 565 Fifth 
Ave., New York 17, N. Y. 

Acme Lite Products Co., 350 East 
182nd St., New York 57, N. Y. 
“Acme-Lite” 

Adelphia Industries, 421 Arch St., 
Philadelphia 6, Pa. “Adelphia” 

Admiral Lamp Mfg. Corp., 1276 
Merchandise Mart, Chicago 54, Ill. 

Aerolux Light Corp., 653 Eleventh 
Ave., New York 19, N. Y. 

Antioch Engrg. Co., All-American 
Electrical Mig. Co., 1120 S. Mich- 
gan Ave., Chicago 5, Ill. 

Beckett & Co., Inc., Thomas, 2118 
Griffin St., Dallas 2, Texas. 

Calpa Products Co., 1006 Vine St., 
Philadelphia 7, Pa. 

Camfield Mfg. Co., Grand Haven, 
Mich. “Fluor-O-Shield” (fluorescent 
light diffusor, removable) 

Certified Electric Corp., Warren, Pa. 
“Spiralamp” 

Clover Lamp Co., Inc., 1214 S. 12th 
St., Philadelphia 47, Pa. “Step-A- 
Lite” 

Columbia Electric & Mfg. Co., West 
1024 Ide Ave., Spokane 5, Wash. 
Compco Corp., 2251 W. St. Paul Ave., 

Chicago 47, Ill. “Compco” 

Dazor Mfg. Co., 4481 Duncan St., St. 
Louis 10, Mo. 

Eagle Electric Mig. Co., Inc., 23-10 
Bridge Plaza So., Long Island City 
1, New York 

Efcolite Corp., N. Olden Ave., Tren- 
ton 4, N. J. “Efcolite” 

Electro Mfg. Corp., 2000 W. Fulton 
St., Chicago 12, Il. 

Emeralite Co., Inc., 40 Warren St., 
New York 7, N. Y. “Emeralite” 

Empire Lamp & Shade Co., 216 In- 
stitute Pl., Chicago 10, IIl. 

Faries Mfg. Co., 1036 E. Grand Ave., 
Decatur 19, Ill. “Faries” 

Fashion Lamp Co., Inc., 729 Milwau- 
kee Ave., Chicago 22, III. 

Fleur-O-Lier Manufacturers, 2116 
Keith Bldg., Cleveland, Ohio 

Fluores-O-Lite Co., Evans Terminal, 
North Broad St., Hillside, N. J. 
“Fluores-O-Lite” 

General Electric Co., Lamp Dept., Nela 
Park, Cleveland 12, Ohio. “G-E” 
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Globe Lighting Products, Inc., 397 
Seventh Ave., Brooklyn 15, N. Y. 
Gorham Lamp Corp., 2433 West 14th 

St., Chicago 22, II. 

Hersh Electric Specialty Co., 102 E. 
Walnut St. Milwaukee 12, Wis. 
“Hersh” 

Hoegger, Inc., 859 Communipaw Ave., 
Jersey City, N. J. (fluorescent cabi- 
net wall lights) 

Homecraft Electronic Products, 1208 
S. Kedzie Ave., Chicago 23, IIl. 
“Homecraft” 

Hughes & Co., 4828 W. Division St., 
Chicago 51, Ill. 

Illuminating Arts, North Chicago, III. 

Juvenile Lamp Associates, Inc., 225 
Fifth Ave., New York 10, N. Y. 
“Glo-Ball” “Blue-Ribbon” (Chil- 
den’s Lamps) 

Leader Electric Mfg. Co., 3500 N. 
Kedzie Ave., Chicago 18, Ill. “New 
Horizon” 

Lighting Products, Inc., Box Q, High- 
land Park, Ill. 

Mitchell Mfg. Co., 2525 Clybourn 
Ave., Chicago 14, Ill. 

Moe Brothers Mfg. Co., Fort Atkin- 
son, Wis. “Moe Light” 

Moe Bridges Corp., 1415 Illinois Ave., 
Sheboygan, Wis. 

Mutual Sunset Lamp Mig. Co., 540 
Empire State Bldg, New York 1, 
N. Y. 

New Era Light Co., 2121 Broadway, 
New York 23, N. Y. “New Era” 
Paramount Industries, Inc., 111 Broad- 

way, New York 6, N. Y. 

Radiant Lighting Fixture Co., Inc., 95 
Morton St., New York 14, N. Y. 
Regent-Savoy Electrical Mig. Corp., 
589 North Ave., New Rochelle, 

N. Y. “Regent-Savoy” 

Richter Metalcraft Corp., P. O. Box 
147, Mt. Vernon, N. Y. “RMC No 
Glare” 

Sal Metal Products Co., 120 Freman 
St., Brooklyn 22, N. Y. 

Smithcraft Lighting Div., Chelsea 50, 
Mass. “Smithcraft” 

Standard Novelty and Lamp Co., 823 
S. Wabash Ave., Chicago 5, IIl. 
“Stnola” 

Ultramar Mfg. Co., 4847 Carmen Ave., 
Chicago 30, Ill. 

Van Dyke Industries, 2559 West 21st 
St., Chicago 8, IIl. 

Western Mfg. & Supply Co., Inc., 
Kearney, Neb. (fluorescent lanterns ) 

Westinghouse Electric Corp., Lamp 
Div., Bloomfield, N. J. (1-watt fluor. 
glow night light) 


LAMPS (Fluorescent Tubes) 


Champion Lamp Works, 600 Broad 
St., Lynn, Mass. “Champion” 

Columbia Electric & Mfg. Co., Mfg. 
Div., West 1024 Ide Ave., Spokane 
5, Wash. 

Durotest Corp., North Bergen, N. J. 
“Duro Test 5000 Hour” 

General Electric Co., Lamp Dept., 
Nela Park, Cleveland 12, Ohio. 
“G-E” 

Paramount Industries, Inc., 111 Broad- 
way, New York 6, N. Y. “Totelite” 

Solar Electric Corp., 121 Central Ave., 
Warren, Pa. “Solar” 

Sylvania Electric Products, Inc., 500 
Fifth Ave., New York 18, N. Y. 
Westinghouse Electric Corp., Lamp 

Div., Bloomfield, N. J. 


LAMPS (Germicidal) 


Aerolux Light Corp., 653 Eleventh 


APPLIANCE MANUFACTURERS 


Ave., New York 19, N. Y. “Acro 
lux” 

Art Metal Co., Cleveland 3, Ohio. 

C-B Tool Co., Protector Lamp Div., 
Box 94, Lancaster, Pa. “Protector” 

Champion Lamp Works, 600 Broad 
St., Lynn, Mass. “Champion” 

Circlite Corp., 118 S. Clinton St., Chi- 
cago 6, Ill. “Pur-Ar-Lite” 

Duro Test Corp., North Bergen, N. J. 
‘Duro Test” “Duro-Test 5000 
Hour” 

Edin Electronics Co., 207 Main St., 
Worcester 8, Mass. “Air-Ray” 

Federal Engineering Co., 37 Murray 
St., New York 7, N. Y. “FEDCO” 

Frigidaire Div., General Motors Corp., 
Dayton 1, Ohio. “Frigidaire” 

General Electric Co., Nela Park, 
Cleveland 12, Ohio. “G-E” 

Guth Co., Edwin F., 2611 Washington 
Ave., St. Louis 3, Mo. “Guth Germ- 
killing Lights” (fixtures) 

Hanovia Chemical & Mfg. Co., 233 
New Jersey R. R. Ave., Newark 5, 
N. J. “Safe-T-Aire,” “Letheray” 

Mitchell Manufacturing Co., 2525 Cly- 
bourn Ave., Chicago 14, IIl. 

Moe-Bridges Corp., 1415 Illinois Ave., 
Sheboygan, Wisc. “Sterilite” 

Solar Electric Corp., 121 Central Ave., 
Warren, Pa. “Solar” 

Sperti, Inc., Norwood Station, Cincin- 
nati 12, Ohio. 

Sylvania Electric Products, Inc., 500 
Fifth Ave., New York 18, N. Y. 
Sun-Kraft, Inc., 215 W. Superior St., 
Chicago 10, Ill. “Furedy U.V. Ir- 

radiator” 

Tru-Air Ultraviolet Products Co., 
1019 N. Madison Ave., Los Angeles 
27, Calif. “Rad-i-Air” 

Westinghouse Electric Corp., Lamp 
Division, Bloomfield, N. J. “West- 


inghouse” 


LAMPS (Health and Sun) 


Adjustable Fixture Co., 104 E. Mason 
St., Milwaukee, Wis. “Zorex” 

Aerolux Light Corp., 653 Eleventh 
Ave., New York 19, N. Y. “Aero- 
lux” 

American Electrical Appliance Corp., 
1274 52nd St., Brooklyn 19, N. Y. 
(infrared) 

Battle Creek Equipment Co., 32 N. 
Washington St., Battle Creek, Mich. 
“Battle Creek Sunarcs” 

Britesun-Vogel-Peterson Co., 1904 W. 
Ogden, Chicago 12, Ill. “Britesun” 
(infra red) 

3rower Manufacturing Co., 213 North 
3rd St., Quincy, IIl. 

Burdick Corp., Milton, Wis. 

Champion Lamp Works, 600 Broad 
St., Lynn, Mass. “Champion” (infra- 
red heat & drying) 

Dazor Mfg. Corp., 4481 Duncan Ave., 
St. Louis 10, Mo. 

Duro Test Corp., North Bergen, N. J. 
“Duro Test” (infra-red) 

Sagle Electric Mfg. Co., Inc., 23-10 
3ridge Plaza So., Long Island City 
1, N. Y. “Eagle” 

“din Electronics Co., 207 Main St., 
Worcester 8, Mass. “Thera-Ray” 
(infra-red, ultra-violet) 

“lectronic Applications, Inc., 147 West 
22nd St., New York 11, N. Y. 
“Tan-Master” 

“meralite Co., Inc., 40 Warren St., 
New York 7, N. Y. “Thermolite” 
Faries Mfg. Co., 1036 E. Grand Ave., 

Decatur 19, Ill. “Faries” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

General Electric Co., Lamp Dept., 
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LAMPS (Health and Sun) 
—Cont. 


Nela_ Par Cleveland 12, Ohio 
-E Met y, Infrared, Sun) 
Har i Chemical & Mfg. Co., 233 
} y Railroad Ave., Newark 

Hanovia Alpine Lamp,” 

i annette’ 
Hyt I » & Electronics Corp., 7( 
ila St., Salem, Mass. “Hytron 
: Mi Inc., Paul E., 2508-10 S 
Park Ave., Chicago 16, Ill. “Electric 

Knapp Monar Co., Bent & Potomac 
Sts., St. 1 ; 16, Mo. “K-M” (in- 
; a é | 

Lektra La Inc., 30 East 10th St 
New York 3, N. Y. “Ray-Tan” 

l arc P icts Inc., 7 Boerum St., 
Brooklyn 6, N. Y. “Ray Flex (i 
fra-red & ultra violet) 
Manufacturing Co., 2525 Cly- 

AN Chicago 14, Ill. “Rad-i- 
i] lwin-Ray” 

North American Electric Lamp Co., 
1014 Tyler St., St. Louis 6, Mo 

rit (infra-red) 

lor - . Mig. Corp 
210 | 4( S New York 16 
N. ‘ Energ (intra-re 

t { Lo. 2 224 N Ke 
\ ( 25, lll. “Northe 
| ( I t st. | 
) I t y (infra-red 
Pra I Inc., 
t + » | 51, N y 
Prak-T-Ka 
theus | ic Corp., 401 West 
t t York, N. ¥ 

Rog | tr Laboratories, Inc., 

1814 E. 40th St., Cleveland 3, Ohio 
Rogers Infra Red Health Lamps 

Safety Electric Co., 53 W. Jackson 
Blvd., ( igo 3, Ill. (infra-red 
“No Glar 

Sheldon | ic ( Inc., 68-98 Coit 
St., Is m 1l, N. J. “Sheldon” 
(infra-red 

Solar Electr Corp., Warren, Pa 

> if 


Sperti Faraday, Inc., Adrian, Mich 

Sun-Kraft Inc., 215 W. Superior St 
Chicago 10, Ill. “Sun-Kraft” (cold 
quartz ultra-violet, also ultra-violet- 


Sylvania ] tric Products, Inc., 500 


Fifth Ave New York 18, N. Y 


Ultra Violet Ray Laboratories, Inc., 
100 Fifth Ave., New York 11, N. ¥ 


“Supertan Sun’ 


| lectrical Co., 215 
: , Racine, Wis. “Tri-Beam” 
Westinghouse Electric Corp., Lamp 


Div., | mfield, N. J. “Westing- 
Wohl Lamp Co., 1149 East 17th St., 
Brooklyn, N. Y. “Clinical Sun” 


LAMPS (Incandescent Bulbs) 


Aerolux Light Corp., 653 Eleventh 
Ave., New York 19, N. Y. “Aero- 
lux (also lamp 


bulbs, electri 


Champion Lamp Works, 600 Broad 
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NY. Ogden Ave., Chicago 10, Ill. 
Chilco” 

Duro-Test Corp., North Bergen, N. J. 
“Duro Test 2000 Hour” 

Everbest Engineering Corp., 41 East 
12th St., New York 3, N. Y. “Elite” 

General Electric Co. Lamp Dept. 
Nela Park, Cleveland 12, Ohio. 
“G-E” 

Jewel Products, Inc., 266 Glenwood 
Ave., Bloomfield, N. J. (incandes- 
cent bulbs, large) 

Littelfuse, Inc., 4757 Ravenswood 
Ave., Chicago 40, Ill. “Nite-T-Lite” 
(glow light) 

Marvel Lamp Co., Inc., 
N. J. 

Monitor Equipment Corp., 640 West 
249th St. New York 63, N. Y. 
“Monitor” 

North American Electric Lamp Co., 
1014 Tyler St., St. Louis 6, Mo. 
“Nalco” 

Northern Incandescent Lamp Co., 18 
Hudson PI., Hoboken, N. J. “North- 
ern Lights”, “Three-U-Lite” 

Radiant Lamp Corp., 300 Jelliff Ave., 
Newark 8, N. J. “Radiant” 

Safety Electric Co., 53 W. Jackson 
Blvd., Chicago 4, Ill 

Sheldon Electric Co., Inc., 68-98 Coit 
St., Irvington 11, N. J. “Sheldon” 

Silvray Lighting, Inc., 1270 Sixth 
Ave., New York, N. Y. (silvered 
owl ) 

Solar Electric Corp., 121 Central Ave 
Warren, Pa. “Solar” “Eyease” 

Sylvania Electric Products, Inc., 500 
Fifth Ave., New York 18, N. Y. 

Verd-A-Ray Corp 615 Front St., 
Toledo 5, Ohio. “Verd-A-Ray” 

Westinghouse Electric Corp., Lamp 
Div., mfield, N. J. 


Hob« ken, 


m1 


“W esting 


LAMPS (Insect Repellent) 
See Exterminators 


LAMPS (Portable & Special 
Lights) 


Abbey, Inc., Robert, 373 Fourth Ave., 
New York 16, N. Y. (crystal 
boudoir ) 

Abels-Wasserberg & Co., Inc., 23 East 
26th St., New York, N. Y. “Charle- 


Acme Lite Products Co., 350 East 
182nd St., New York, mM. 2 
Adjustable Fixture Co., 104 E. Mason 
St., Milwaukee 2, Wis. “Ajusco” 
Admiral Lamp Mfg. Corp., 1276 
Merchandise Mart, Chicago 54, III. 
Aerolux Light Corp., 653 Eleventh 
Ave., New York 19, N. Y. “Aero- 
Alkco Manufactu ing Co., 4242 N. 
Lincoln, Chicago 18, Ill. “Alkco Un 
der Kabinet Lite” 
Arrow Lamp Mig. Co., Inc., 22 West 
19th St., New York 11, N. Y. 
Artistic Lamp Mfg. Co., Inc., 395 
Fourth Ave., New York 16, N. Y. 
“Trilite” 
Arton Studios 
Philadelphia 
(China 
Atlas Lamp Mfg. Co 
Brooklyn 17, N. Y. 
Aurora Lamp Co., Inc., 466-72 W. 
St., Chicago 10, Ill. 
}eacon Street Lamps, Inc., 885 Wash- 
ington St., Boston 11, Mass. (China) 
Becker & Co., Henry R., 1438 North 
Seventh Ave., Philadelphia 6, Penna 
“Royal China” “Jacques Vernoy” 
Bell Lamp Mfg. Corp., 156 W. Walton 
St., Chicago 10, IIl. 


, 226 W. Columbia Ave., 
22, Pa. “Touraine” 


, 37 Fifth Ave., 


Sunerior 
Superior 


Brilliant Lamps, Inc., 5-11 University 
Place, New York 3, N. Y. 

Calpa Products Co., 1006 Vine St., 
Philadelphia 7, Pa. 

Chelsea Lamp & Shade Co., Inc., 122 
West 26th St., New York 1, N. Y. 
Clover Lamp Co., Inc., 1214 S. 12th 

St., Philadelphia, Pa. 

Cole, Inc., Rex, 21-01 Fifty-First Ave., 
Long Island City 1, N. Y. “Rex 
Cole” 

Colonial Premier Co., 466 W. Superior 
St., Chicago 10, Ill. “Colonial- 
Premier” 

Columbia Electric & Mfg. Co., West 
1024 Ide Ave., Spokane 5, Wash. 
Compco Corp., 2251 W. St. Paul Ave., 

Chicago 47, Ill. “Compco” 

Crest Co., 1020 W. Adams St., Chicago 
7, Ill. “Crest” 

Dazor Mfg. Corp., 4481 Duncan Ave., 
St. Louis 10, Mo. 

Deena Products Co., 825 S. Wabash 
Ave., Chicago 5, II. 

<agle Electric Mfg. Co., Inc., 23-10 
Bridge Plaza So., Long Island City 
3p 4 

Zlectro Mfg. Corp., 2000 W. Fulton 
St., Chicago 12, Ill. 

‘lite Lamp & Gift Co., 514 Clinton 
Ave., Newark 8, N. J. 

=meralite Co., Inc., 40 Warren St., 
New York 7, N. Y. “Emeralite” 

“mpire Lamp & Shade Co., 216 Insti- 
tute Place, Chicago 10, Il. 

=xcel Mfg. Corp., Muncie, Ind. 

Excelsior Art Studios, 20 West 27th 
St., New York 1, N. Y. 

l‘aries Mig Co., 1036 E. Grand Ave., 
Decatur 19, Ill 

Fashion Lamp Co., Inc., 729 Milwau 
kee Ave., Chicago 22, III. 

Gibraltar Mig. Co., Communipaw 
Ave., Jersey City, N. J. 

Globe Lighting Products, Inc., 397 
Seventh Ave., Brooklyn 15, N. Y. 
Gottlieb, Moritz M. & David A., 305 
Dime Bldg., Alle:.town, Pa. (spe- 

cially designed lamps) 

Gorham Lamp Corp., 2433 West 14th 
St., Chicago 22, Ill. 

Greenspan & Co. Inc., 247 South 
Third St., Philadelphia 6, Pa. (china 
table lamps) 

Homecraft Electronic Products, 1208 
S. Kedzie Ave. Chicago 23, Ill. 
“Homecraft Circline” 

Hirsch Co., J. B., 18 West 20th St., 
New York 11, N. Y. “Standey Arts” 

Hughes & Co., 4828 W. Division St., 
Chicago 51, Ill. 

Hungerford Plastics Corp., Murray 
Hill, N. J. “Lazy-Lite” “Mother 
Goose Lazy-Lite,” “Lullaby Lazy 
Lite” (beside and night, also chil- 
dren’s models) 

Industrial Studio, Inc., 67-35th Street, 
Brooklyn, N. Y. 

Juvenile Lamp Associates, Inc., 225 
Fifth Ave., New York 10, N. Y. 
“Glo-Ball” “Blue-Ribbon”  (chil- 
dren’s lamps) 

Keystone Lamp Mfg. Corp., Slating- 
ton, Pa. 

Lake Specialty Co., Inc., 711 W. Lake 
St., Chicago 6, Ill. “Lasco” “Lasco- 
lite” 

Lightolier, Inc., 
“Decoralite” 

Lombardy Lamps, Ltd., 10-20 45th Rd., 
Long Island City, N. Y. “Lombardy 
Lamps” 

Lumidor Mfg. Co., 4801 East 50th St., 
Los Angeles 11, Calif. “Lumidor” 

Mantle Lamp Co. of America Inc., 223 
W. Jackson Blvd., Chicago 6, Ill. 

Marbro Lamp Co., 1625 S. Los 
Angeles St., Los Angeles 15, Calif. 


Jersey City 5, N. J. 
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Markel Electric Products, Inc., 12 
149 E. Seneca St., Buffalo 3, N, y 
“Wallamps” 

Milo Mfg. Co., 2255 Bush St., Sy 
Francisco 15, Calif. 

Mitchell Mfg. Co., 2525 Clybour; 
Ave., Chicago 14, IIl. 

Moe Bros. Mfg. Co., Fort Atkinso; 
Wisc. “MOE Light” 

Musiker Mfg. Co., 37 Fifth Ave 
Brooklyn 17, N. Y. 

Mutual Sunset Lamp Mfg. Co 
Empire State Bldg., New York | 
N. Y. 

National Lighting Equipment C 
12415 Euclid Ave., Cleveland 6, Oh 

Nova Manufacturing Co., Inc., 8 
Bogart St., Brooklyn 6, N. Y. 

Oxford Lamp Co., Inc., 9 Universi 
Place, New York 3. N. Y. “Oxfor 
House China” 

Phil Mar Products Co., 1566 Fas 
24th St., Cleveland 14, Ohio “P} 
Mar Originals” 

Plymouth Lamps Inc., 28 West 27: 
St., New York 1, N. Y. (Swedis 
Brass ) 

Radiant Lighting Fixture Co., Inc., 95 
Morton St., New York 14, N. Y 
Railley Corporation, 12910 Taft Ave 
Cleveland 8 Ohio. “Pin-It-U 

Lamps” 

Regal Lamp & Shade Co., 20 West 
22nd St.. New York 10, N. Y 
“Regal” 

Reisco, Inc., 220 Straight St., Pater 
son 1, N. J. 

Rembrant Lamp Corp., 259 E. Er 
St., Chicago 11, Ill. “Rembrandt’ 
Rex Electric Mfg. Corp., 190 Berr 

St., Brooklyn 11, N. Y. 

Richman & Sons, C., 925 Filbert St 
Philadelphia 7, Pa. 

Rosenfeld & Co., Inc., L., 15 East 26t 
St., New York 10, N. Y. 

Ross Co., George, 6 West 18th St 
New York 11, N. Y. “Betsy Ross 

S. P. Socket Co., 270 Park Ave., Ne 
York, N. Y. “Non-Shock Safet 
Socket” 

Sheldon Electric Co., Inc., 68-98 Coit 
St., Irvington 11, N. J. “Sheldon 
Lite” 

Stadler & Neuwirth, Inc., 390 Fourth 
Ave., New York 16, N. Y. (metal 
china, parchment) 

Standard Novelty & Lamp Co., 823 
S. Wabash Ave., Chicago 5, Ill 
“Stnola” 

Steber Mfg. Co., Maywood, III. “Flora 
lite Garden Lighting Unit” 

Stiffel-Bradley Co., 615 N. Aberdeer 
St., Chicago 22, Ill. “Stiffelite” 

Swivelier Co., Inc., 30 Irving Place 
New York 3, N. Y. “Swivelier” 

Taube Inc. of Philadelphia, 2317-19 
Chestnut St., Philadelphia 3, Pa 
(imported figures, imported crystal 
china, etc.) 

Tebor, Inc., 1150 Broadway, New 
York 1, N. Y. 

U-C Lite Mfg. Co., 1050 E. Hubbard 
St., Chicago 22, Ill. “Big Beam” 
Universal Microphone Co., 424 War 
ren Lane, Inglewood, Calif. “Robo- 

lite” night light 

Van Dyke Industries, 2559 West 2lst 
St., Chicago 8, Ill. 

Vandee Mfg. Corp., 17 West 3ist St 
New York 1, N. Y. “Hurricane 
Lamps” 

Verplex Co., Essex, Conn. “Verplex’ 

Weldon Mfg. Co., 461 Broome St 

, New York 13, N. Y. “Weldon’, 
“Seewel” 

White Lamps, 132 Beckwith Ave. 
Paterson, N. J. (Hall China Lamps) 

Wilmar Co., Inc., 230 Fifth Ave., New 
York, N. Y. (Tyndale China) 
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LIGHTERS (Cigarettes and 
Cigar) 


Casco Products Corp., Bridgeport 2, 
Conn. “Casco”, “Perfection” 

Eagle Electric Mfg. Co., Inc., 23-10 
Bridge Plaza So., Long Island City 
1, N. Y. “Eagle” 


LIGHTS (Christmas Tree Sets) 


Associated Manufacturers Co., Inc., 
&) Federal St., San Francisco 7, 
Calif. “Amico” 

Gem Electric Mfg. Co. Inc., 453 
Broome St., New York, N. Y. 
“Gem” 

Miller Electric Co., 32 River St., 
Pawtucket, Rhode Island “Miller” 
Noma Electric Corp., 55 West 13th 
St. New York 11, N. Y. “Noma”, 
“Noma Bubble-Lite” (sets & trees) 
Pollock Co., Leo, 542 West 27th St., 
New York 1, N. Y. “Polly” 

Royal Electric Co., Inc., 95 Grand 
Ave., Pawtucket, R. I. “Royal” 
Sylvania Electric Products, Inc., 500 
Fifth Ave., New York, N. Y. (lamps 


only ) 


LIQUEFIERS 
(Fruits and Vegetable) 


Bersted Mfg. Co., Fostoria, Ohio. 
“Whiz-Mix” 

Birtman Electric Co., 4140 Fullerton 
Ave., Chicago 39, Ill. “Bee-Vac”, 
“Magnetic”, “Mola” 

Knapp-Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M Liquid- 
izer” 

Landers, Frary & Clark, New Bri- 
tain, Conn. “Universal” 

Modern Products Supply Co., 1428 
North 2‘th St., Milwaukee 5, Wis. 
“Fletcherizer” 
ster Mfg. Co., John, 1 Main St., 
Racine, Wis. “Osterizer” 

Vidrio Products Corp., 134 West 54th 
St., Chicago 9, Ill. “Waldorf” 
Waring Products Corp. 545 Fifth 
Ave., New York 17, N. Y. “Waring 
Blendor” 

Western Die Casting Co., 4065 Hollis 
St., Emeryville 8, Calif. “Mix-All” 
Comb. Food & Drink Mixer (Les 
Taufenbach Co., 816 West 5th St. 
Los Angeles 13, Calif.—national 
sales agts.) 


MANICURING SET 


\bar Manufacturing Co., 8800 Wood- 
land Ave., Clevelar:d 4, Ohio. “Beau- 
tiator” 


MASSAGE MACHINES 
See Vibrators 


METERS, Coin Operated (for 
use in sale of refrigerators 
and rental of washing ma- 
chines) 


General Appliance Corp., Springfield, 
Mass. 

Hewitt Co., 2718 Elliott Ave., Seattle, 
Wash. “Olympic” 

International Register Co., 2620 W. 
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Washington Blvd., 
“Meter- Matic” 
Miller-Harris Instrument Co., 836 
North 4th St., Milwaukee 3, Wis. 
Robco Corp., 202 East 44th St., New 
York 17, N. Y. “Robco Collect-O- 
Meter” (Wm. J. Doherty & Co., 
1728 Grand Central Term., New 
York 7. WN. Y-. 

agts. ) 
Walker Electric Co., 11-15 Union St., 
Worcester, Mass. “Kimeter” 
Welcome Meter Co., 6110 Ferguson 
Drive, Los Angeles 32, Calif. “Wel- 
come” 


Chicago 12, Il. 


-national sales 


MILKING MACHINES 


Anderson Mfg. Co., Ben H., Madison 
3, Wis. “Clean Easy” 

3abson Bros., 2843 West 19th St., 
Chicago 28, Ill. “Surge” 

Esco Cabinet Co., West Chester, Pa. 
“Empire” 

Globe Milker Co., Des Moines 6, Iowa. 
“Globe Grand Champion” 

Myers-Sherman Co., Streator, III 
“Fords Airliner”, “Fords Twin” 

National Milker & Pump Div. 515 E. 
Grand Ave., Des Moines 9, Ia. “Na- 
tional Deluxe” 

Rite-Way Products Co., 1241 Belmont 
Ave., Chicago 13, Ill. “Rite Way” 


MIRRORS (Illuminated) 


Acme Specialty Mfg. Co., Toledo 6, 
Ohio. “Acme”, “Acme Lite” 

Hoegger, Inc., 859 Communipaw Ave., 
Jersey City, N. J. “Park Ave.” 

Nova Manufacturing Co., Inc., 89 
Bogart St., Brooklyn 6, N. Y. “Lite- 
Up” 

Rex Electric Mfg. Corp., 190 Berry 
St., Brooklyn 11, N. Y. “Rex” 


MIXERS (Beverage) 


Bersted Mfg. Co., Fostoria, Ohio 

Chicago Electric Mfg. Co., 6333 West 
65th St., Chicago 38, Ill. “Handy- 
hot Electric Whipper” 

Heinze Electric Co., 685 Lawrence St., 
Lowell, Mass. “Heinze” 

Knapp-Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M” 

Oster Mfg. Co., John, 1 Main St., Ra- 
cine, Wis. “Oster” 

Ralmac Corp., Michigan National 
Bank Bldg., Grand Rapids 2, Mich. 

Speedee Co., 99 East 4th St., New 
York 3, N. Y. “Speedee” 

Waring Products Corp., 545 Fifth 
Ave., New York 17, N. Y. “Waring 
Blendor” 


MIXERS (Food) 


3ersted Mfg. Co., Fostoria, Ohio 
“Eskimo”, “Kitchen Mechanic” 

3irtman Electric Co., 4140 Fullerton 
Ave., Chicago 39, Ill. “Bee-Vac”, 
“Maencetic”, “Mola” 

Chicago Electric Mig. Co., 6333 West 
65th St., Chicago 38, Ill. “Handyhot 
Electric Whipper” 

Dominion Electric Corp., 120 N. Elm 
St., Mansfield, Ohio. “Dominion” 
Dormeyer Corp., 4300 Kilpatrick Ave., 
Chicago 41, Ill. “Dormeyer” 
General Electric Co., 1285 
Ave., Bridgeport 2, Conn. “General 

“Electric” 


3oston 
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Gilbert Co., A. C., Erector Square, 
New Haven 6, Conn. “Gilbert” 

Hamilton Beach Co., Div., Scovill 
Mig. Co., Racine, Wis. “Hamilton 
Beach” 

Kitchen Aid Div., Hobart Mfg. Co., 
Troy, Ohio. “Kitchen Aid” 

Knapp-Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M” 

Landers, Frary & Clark, New Bri- 
tain, Conn. “Universal” 

Merryway Co., Cottage St., Pough- 
keepsie, N. Y. “Merryway” 

Miracle Electric Co., 26 S. State St., 
Chicago 44, Ill. “Miracle” 

Oster Mfg. Co., John, 1 Main St., Ra- 
cine, Wisc. “Osterizer’ . 
Speedee Co., 99 East 4th St., New 

York 3, N. Y. “Speedee” 

Sunbeam Corp., 5600 W. Roosevelt 
Rd., Chicago 50, Ill. “Sunbeam Mix- 
master” 

Westinghouse Electric Corp., Mans- 
field, Ohio “Westinghouse” 


MOWERS (Power Lawn) 


Cooper Mfg. Co., 411 First Ave., 
Marshalltown, Iowa. “18” Klipper” 

Eclipse Lawn Mower Co., Prophets- 
town, IIl. 

lairbanks, Morse & Co., 600 S. Michi- 
gan Ave., Chicago 5, IIl 

Indusco Corp., 2915 Deen Blvd., Min- 
neapolis 5, Minn. “Mo-Trac” 
(power unit for lawn mower) 

Louisville Electric Mfg. Co., 3008 
Magazine St., Louisville 11, Ky. 
“Pioneer” 

Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y. 
“Monitor” 

National Metal Products, 4840 East 
12th St., Kansas City, Mo. “Spit- 
fire” 

Pioneer Gen-E-Motor Corp., 5841 W. 
Dickens, Chicago 39, Ill. “Pincor” 
Xoberton Div., King Pneumatic Tool 
Co., 2717 N. Ashland Ave., Chicago 
14, Ill. “Roberton” 

Roebling’s Sons Co., 
ton, N. J. 

Rotary Mower Co., 525 Securities 
Bldg., Omaha, Neb. “Rotary” 

Rumsey Mfg. Corp., Seneca Falls, 
N. Y. “Rumsey Lawnscraper” 

Sensation Mower, Inc., Ralston, Neb 
“Sensation” 

Starbrand Corp., Box 5127, Bright- 
wood Station, Indianapolis, Ind. 
“Red Cap” (gas engine) ; 

Turpinorr Mfg. Co., 5415 St. John, 
Kansas City 1, Mo. “Velva-Cut” 


John A., Tren- 


OPENERS (Can) 


Regina Corp., 54 W. Cherry St., Rah- 
way 2, N. J. “Smooth cut” 

Strong Appliance Industries, Inc., 94 
Taylor St., Danbury, Conn. “Sir 
Cut” 


PADS (Heating) 


Battle Creek Equipment Co., 32 N. 
Washington, Battle Creek, Mich. 
(moist heat) “Battle Creek Thermo- 
phore” 

Casco Products Corp., 
Conn. “Casco” 

Crise Mfg. Co., Columbus 16, Ohio. 

Electrical Industries, Inc., 42 Sum- 
mer Ave., Newark 4, N. J. “Electra- 


Serve” 


sridgeport 2, 


General Electric Co., 1285 Boston Ave.. 
Bridgeport 2, Conn. “General Elec- 
tric” 

Knapp-Monarch Co., Bent & Potomac, 
St. Louis 16, Mo. “K-M” 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

Lobl Manufacturing Co., Middleboro, 
Mass. “Lobwell”, “Coronet”, 
“Warm-O-Hot”’, “Oxford”, “Smart 
Set” 

Manning, Bowman & Co., Meriden, 
Conn. “Manning-Bowman” 

National Stamping & Electric Works, 
3250 W. Lake St., Chicago 24, III. 
“White Cross” 

Northern Electric Co., 5224 N. Kedzie 
Ave., Chicago, Ill. “Northern” 

Samson United Corp., Rochester 10, 
N. Y. “Samson” 

Son-Chief Electrics, Inc., 
Conn. “Son-Chief” 

Therm-Aire Equipment Co., Inc., 1410 
3erry Field, Nashville 4, Tenn. 
“Therm-Aire” 

United Thermostable Corp., 16 West 
60th St. New York 23, N. Y. 
“Thermostable” 

Varick Electric Mfg. Co., Inc., 10 
Washington Place, New York 3, 
N. Y. “Varick”, “Varicare”, “Eu- 
reka”, “Thermote” 

Walker Co., Middleboro, Mass. 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 


Winsted, 


PEELER (Potato) 


Service Appliance Corp., 227 West 
13th St., New York 11, N. Y. “Peel- 


master” 


PENCILS (Pyrographic) 


Post Electric Co., Inc., Andover, N. J. 
“Pyroelectric”, “Stylolectric” 

Stafford, R. E., 1684 N. Meridian St., 
Indianapolis 8, Ind. (also “Vibro 
lool” for use in all metals, glass, 
plaster, hardwood etc.) 


PERCOLATORS & URNS 


\luminum Goods Mfg. Co., Manito- 
woc, Wis. “Mirro” 

Apex Appliance Manufacturing Co., 
170 Dyckman St., New York 34, 
N. Y. “Royal” 

Farber, Inc., S. W., 415 Bruckner 
Blvd., New York 54, N. Y. “Farber- 
ware Percolator Sets and Urn Sets” 

General Consumer Products, Inc., 3830 
Sheffield Ave., Chicago 13, IIl. 
“Magicflo” 

Keystone Silver, Inc., 509 West 34th 
St., New York 1, N. Y. “Keystone- 
ware” 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” P 
Lehman Bros. Silverware Corp., 197 
Grand St., New York, N. Y. “Kro- 

master” e 

Manning, Bowman & Co., Meriden, 
Conn. “Manning Bowman”, “Long 
Last”, “Plymouth”, “Courtier” 

Metal Ware Corp., Two Rivers, Wis. 
“Empire” 

Nicro Steel Products, Inc., 3534 N. 
Spaulding Ave., Chicago 18, III. 
(stainless steel ) 

Royal Family of Kitchenware, Inc., 
2787 East 14th St., Brooklyn 29, 
N. Y. “Kitchen Princess” (2 cup, 
4 cup, & 8 cup) 
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PERCOLATORS & URNS 


—Cont. 


Son-Chief Electrics, Inc., 
Conn. “Son-Chief” 

West Bend Aluminum Co., West Bend, 
Wisc. “West Bend” (urn) 


Winsted, 


POLISHERS (Floor) 


An : | Surfacing Machine 
Co., 518 S. St. Clair St., Toledo 3 
() ) 

Atlas Floor Surfacing Machine Corp., 


248 East 34th St.. New York 16, 
N. Y. “Floormasters” 


Beal Mfg. Co., 3540 S.E. Roswell St 
Portland, Ore “Beal” (polisher at 
tachment for tank-type cleaners) 

Campbell Machine Co., 39 Hayward 
St., North Quincy 71, Mass. “Camp- 
“to 

Clarke Sanding Machine Co., 30 E 
Clay Ave., Muskegon 82, Micl 
Clarl 

D re ( 1225 Fourteenth St., Ra 

! W “Dumore Floormaid” 

Electric Sprayit Co., 1415 [Illinois 

Ave., Sheboygan, Wis. “Sandit” 


Eureka Williams Corp., Bloomington 
Ill. “Eureka Complete Home Clean- 


i 


1 System’ 
Floorola Products, Inc., 560 Maryland 
Ave., York, Pa. “Floorola” 
Floor-O-Matic Inc 780 East 134th 
St.. New York 54, N. Y. “Floor-O 


‘loorcraft Inc., 333 Avenue of 
the Americas, New York 14, N. Y 
“General Home Floor Conditioning 
Machine” 

Hild Floor Machine Co., 1313 W 
Randolph St., Chicago 7, Ill. “Hild” 

Homemaster Products, 1519 S. Santa 
Fe Ave., Los Angeles 21, Calif 

Johnson & Sons, In S. C., Racine 
Wis. “Johnson”, “Beautiflor” 

Kent Co., I 231 Canal St., Rome 
N. Y. “Kent” 

Landers, Frary & Clarl New Britain, 
Conn. “Universal” 

) ir Machine C 220 W. 

19th St., New York 11, N. Y. “Pon 


Red Devil Tools 


I 


130 Coit St., Irving 


ton, N. J 
Regina Corp., 54 W. Cherry St., Rah 
way 2, N. J. “Regina” 


5033 Elston Ave., Chi 


, , 2530 N. Second 
St., Minneapolis 11, Minn. “Ten 


Giroux & Co. (national 
sales agts.) 18 East 41st St.. New 
York 17, N. Y. “Vactric” 


POPPERS (Corn) 


Apex Applias Manufacturing Co., 

170 Dyckman St., New York 34 

N. Y. “Royal” 

Bersted Mfg. Cos Fostoria, Ohi 
“Kernal Korn” 

Dominion Electric Corp., 120 N. Elm 
St., Mansfield, Ohio “Dominion” 
I.xcel Mfg. Corp., 20th & Walnut Sts 
Muncie, Ind. “Excel” (small com 

mercial ) 

Knapp-Monarch Co., Bent & Potoma 
Sts., St. Louis 16, Mo. “K-M” 

Popex, Inc., 
Ohio. “P ypex” 

| S. Mfg. Corp., Decatur 70, III 
“U.S. Electric Corn Popper” 
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30x 94 Sta. A, Dayton 3, 


PRESSERS (Trousers and Tie) 


Empire Appliance Co., 480 Lexington 
Ave., New York 17, N. Y. “Empire” 

Pressmaster Co., 5182 Santa Monica 
Blvd., Los Angeles 27, Calif. 


PUMPS (Household Water) 


Advance Pump Co., 2531 Ninth St., 
Berkeley, Calif. 

Aermotor Mfg. Co., 2500 Roosevelt 
Rd., Chicago 8, Ill. “Aermotor” 

American Marsh Pumps, Inc., Battle 

Creek, Mich. “Turbo-Lift”, “Jeto- 

Lift” 

irora Pump Co., 619 Loucks St., 
Aurora, Ill. “Apco”, “Apco Water 

Supply Systems” 

Baker Manufacturing Co., 
Wis 

Berkeley Pump Co., Inc., 838 Bancroft 
Way, Berkeley 2, Calif. “Berkeley” 


\ 


Evansville, 


Climax Engineering Co., Clinton, 
lowa. “Climax” 
Dayton Pump & Mfg. Co. 500 N. 


Webster St., Dayton 1, Ohio. “Day- 
ton 

Decatur Pump Co., 2750 Nelson Park 
Drive, Decatur, Ill. “Burks” (shal- 
low and deep well) 

Delco Appliance Div., General Motors 
Corp., P. O. Box 230, Rochester 1, 
N. Y. “Wellmaster” 

Deming Co., Salem, Ohio, “Deming” 

Dempster Mill Mfg. Co., Beatrice, 
Neb. “Dempster” 

Duro Co., Dayton 1, Ohio. “Duro- 
matic”, “Fresh-Flow”, “Veritank” 

Edwards Co., Sanford, N. C. 

Electro-King Mfg. Co., 122 N. Hal- 
sted St., Chicago 6, Ill. (shallow and 
deep well) 

Everite Pump & Mfg. Co., Inc., 617- 
619 N. Prince St., Lancaster, Pa. 
“Everite” 

Fairbanks, Morse & Co., 600 S. Michi- 
gan Ave., Chicago 5, Ill. “F-M” 

Flint & Walling Mfg. Co., Inc., 95 N 
Oak St., Kendallville, Ind. “F. & 
W.” (shallow and deep well) 

Goulds Pumps, Inc., Seneca Falls, 
N. Y 

Heil Co., 3000 W. Montana St., Mil- 
vaukee 1, Wis. “Activ-Flo” 

Jacobsen Mfy. Co., Racine, Wis. 
‘Jacobsen” 

Jacuzzi Bros., Inc., 5327 Jacuzzi Ave., 
Richmond, Calif. 

Kewanee Private Utilities Co., Ke 
wanee, Ill. “Kewanee” 

McDonald Mfg. Co., A. Y. 12th & 
Pine Sts., Dubuque, Iowa. “Mc- 
Donald” (farm & domestic house- 
hold) 

Monarch Engineering Co., 500-600 
Linden Ave., Dayton 3, Ohio. “Mon- 
arch” 

Myers & Bro. Co., F. E. Ashland, 
Ohio. “Ejecto”, “Silver Air twin” 
National Milker & Pump Div., 515 E. 
Grand Ave., Des Moines 9, Iowa 

“Power Saver” 

Pomona—Westco Div., Fairbanks, 
Morse & Co., 600 S. Fichigan Ave., 
Chicago 5, Ill. “Westco” 

Red Jacket Mfg. Co., P. O. 
Dave nport, lowa 

Sta-Rite Products, Inc., 234 South 8th 
St., Delavan, Wis. (shallow and 
ce ep wt I] ) 

rrupar, Inc., 420 Linden Ave., Day 
ton 3, Ohio. “*Trupar” (shallow and 
deep well reciprocating ) 

U. S. Challenge Co., 38 S. Dearborn 
St., Chicago 3, Ill. “U. S. Chal- 
lenge” Deepwell 

Uniflow Mfg. Co., Erie, Pa. “Key 
anne 
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Wayne Home Equipment Co., Inc., 801 
Glasgow Ave., Fort Wayne 4, Ind. 
“Wayne” 


PURIFIERS (Air) 
See AIR PURIFIERS 


RADIATORS (Portable 
Steam) 


Adrian Production Tool Co., 320 W. 
Maumee St., Adrian, Mich. “Atom- 
Heater” 

Brutoco Mfrs. Ltd., 189 Van Rens- 
salaer St., Buffalo, N. Y. 

Burnham Corporation, Boiler Div., 
Irvington, N. Y., “Burnham” 

Electric Steam Radiator Corp., No. 1 
Electric Ave., Paris, Ky. “Electre- 
steam” 

Koral Electric Mfg. Co., 43-22 Van 
Dam St., Long Island City 1, N. Y. 
“Electric Steam Heat on Wheels” 

Morton Gregory Corp., 20532 W. 
Eight Mile Rd., Detroit 19, Mich. 
“Co-Z-Air” electric radiator (no 
water or contained liquids used) 

Terminal Hardware, Inc., 411 Linden 
Ave., Wilmette, Ill. “Roller Radi- 


ator” 


RADIO (Follows Appliance 
Directory) 


RANGES 


\-B Stoves, Div. Detroit-Michigan 
Stove Co., Battle Creek, Mich. 
sag 

Admiral Corp., 3800 W. Cortland St., 
Chicago 47, Ill. “Admiral” 

Anchor Div., Stratton & Terstegge 
Co., P. O. Box 311, New Albany, 
Ind. “Round Oak”, “Anchor” 

Bellevue Mfg. Co., Bellevue, Ohio. 
“Bellectric” 

Crosley Div., Avco Manufacturing 
Corp., 1329 Arlington St., Cincinnati 
25, Ohio 

Electromaster, Inc., 151 Lafayette 
Ave., Mount Clemens, Mich. “Elec- 
tromaster” 

Estate Heatrola Div., Noma Electric 
Corp., Hamilton, Ohio “Estate”, 
“Wakefield Estate” 

Florence Stove Co., Gardner, Mass. 
“Florence” 

Frigidaire Div., General Motors Corp., 
300 Taylor St., Dayton 1, Ohio. 
“Frigidaire” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Gibson Refrigerator Co., Greenville, 
Mich. “Kookall automatic” 

Gray & Dudley Co., Nashville 3, Tenn. 
“Washington” 

Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. “Hotpoint” 

Kalamazoo Stove & Furnace Co., 
Kalamazoo 6, Mich. “Kalamazoo” 

Kelvinator Div. Nash Kelvinator 
Corp., 14250 Plymouth Road, De- 
troit 32, Mich. “Kelvinator” 

Knox Stove Works, 2016 Ailor Ave., 
Knoxville 7, Tenn. “Mealmaster” 
(comb. coal-electric, also oil- elec- 
tric) 

Kord Manufacturing Co., 4510 White 
Plains Rd., New York 66, N. Y. 
Landers, Frary & Clark, New Britain, 
Conn “Universal”, “Bantam 
“Range” (also comb. range for coal, 

wood, or oil) 
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Leonard Div., Nash-Kelvinator Cory 
14250 Plymouth Rd., Detroit » 
Mich. “Leonard” 4 

Lindemann & Hoverson Co., A. ] 
601 W. Cleveland Ave., Milwauke. 
7, Wis. “L & H Electric” 

Monarch Malleable Range Co., 3% 
Lake St., Beaver Dam, Wis. “Mop. 
arch” also combination electric-coaj. 
wood model) 

Monitor Equipment Corp., 640 Wey 
249th St.. New York 63, N. y 
“Monitor” 

Murray Corporation of America, 199 
S. Washington Ave., Scranton 2? 
Pa. 

National Enameling & Stamping C 
270 North 12th St., Milwaukee | 
Wisc. “Nesco Chef” 

Norge Div. Borg-Warner Corp., 67 
E. Woodbridge, Detroit 26, Mic! 
“Norge” 

Phillips & Buttorff Mfg. Co., Nasb- 
ville 3, Tenn. “Enterprise” 

Pressed Steel Car Co., Inc., 666 N 
Lake Shore Drive, Chicago 41, II! 
Presteline” 

Roberts & Mander Corp., Hatboro, Pa 
“Quality” (also electric combina- 
tion-coal, wood-oil) 

Robot Appliances, Inc., Detroit 26 
Mich. “Robot” 

Rutenber Electric Co., Charles & 
Branson St., Marion, Ind. “Marion” 

Thermador Electrical Mfg. Co., 5119 
District Blvd., Los Angeles 22 
Calif. “Thermador” 

Washington Stove Works, Everett 
Wash. “Olympic” 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” “Cham- 
pion” “Commander” “Commodore” 


RANGES (Portable Wall 
Outlet) 


Bellevue Mfg. Co., Bellevue, Ohi 
“Bellectric Rangette” 

Crown Stove Works, 4631 W. 12th 
P1., Chicago 50, Ill. “Crown Dinette’ 

Landers, Frary & Clark, New Britain 
Conn. “Universal Bantam Range” 

Monarch Malleable Iron Range Co 
Beaver Dam, Wis. “Monarch” 

National Enameling & Stamping Co 
270 North 12th St., Milwaukee 1 
Wisc. “Nesco” 

Naxon Utilities Corp., 3600 Toughy 
Ave., Chicago 45, Ill. “Autochef 
Cookerroaster” 

Swartzbaugh Mfg. Co., 1336 W. Ban- 
croft St.. Toledo 6, Ohio. “Everhot 
Rangette” 


RANGE UNITS 


Cutler-Hammer, Inc., 1280 St. Pau! 
Ave., Milwaukee 1, Wisc. “Cutler- 


Hammer Pyroflex” 
Electromaster, Inc., 151 
Ave., Mount Clemens, Mich. “Elec 
tromaster” 
General Electric Co., 1285 Boston Ave 


Bridgeport 2, Conn. “General Elec- 


tric” 
Hotpoint, Inc., 5600 W. Taylor St 
Chicago 44, Ill. “Hotpoint” 
Hartford Element Co. Ine, 2 
Windsor St., Hartford 5, Con 
Tuttle & Co, H. W., Adrian, Mi 
“Nykelkrom” 
Tuttle & Kift, Inc., 1823 N. Monito 
Ave., Chicago 39, Ill. “T-K” 


Wiegand Co., Edwin L., 7500 Thomas 


Bivd., Pittsburgh 8, Pa. “Chroma 
lox” 
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REELS (Cord) 


Cordomatic Div., Vacuum Cleaner 
Corp. of America, 1724 W.\Indiana 
Ay Philadelphia 32, Pa. “Cordo- 
matic Take-up Reels” 

Eypper & Co., 150 East 50th St., New 
‘York 22, N. Y. “Reel-Away” 

Surgical Mechanical Research, 1905 
Beverley Blvd., Los Angeles 4, Calif. 


REFRIGERATORS (Household) 


Acme National Refrigeration Co., 634 
Dean St., Brooklyn, N. Y. “Freez- 
O-Matic, Jr.” (34 cu. ft., table high) 

\dmiral Corp., 3800 W. Cortland St., 
Chicago 47, Ill. “Admiral Dual- 
Temp”, “Admiral” 

Amana Society, Refrig. Div., Amana, 
Iowa (comb. refrigerator-treezer ) 

Artkraft Mfg. Corp., E. Kirby & 
Shawnee Sts., Lima, Ohio. “Art 
kraft” Low-Boy Tabl-Top 

Berger, Inc., Thomas W., 6 East 4th 
St.. Cincinnati 2, Ohio, (National 
Sales Agts for Artkraft Low-Boy 
Tabl-Top) 

Coolerator Co., Duluth 1, Minn. “Cool 
erator” 

Copeland Refrigeration Corp., Sidney, 
Ohio. “Zerozone” “Copeland” 

Crosley Div., Aveo Manufacturing 
Corp., 1329 Arlington St., Cincin- 
nati, Ohio. “Shelvador” 

Danese & Jewel, Inc., 122 East 42nd 
St, New York 17, N. Y. “Freez- 
Pak” 

Driscoll, Inc., L. W., 522 E. Trade 
St., Charlotte, N. C. “Dris-Cold” 
(10.2 cu. ft.) 

Franklin Transformer Mfg. Co., 2215 
California St., N. E., Minneapolis 
18, Minn. (Private brand) 

Frigidaire Division, General Motors 
Corp., 300 Taylor St., Dayton, Ohio. 
‘Frigidaire” 

Frostair, Div. of General Tire and 
Rubber Co., 332 S. Michigan Ave., 
Chicago 4, Ill. “Frostair” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Gennett & Sons., Inc., 1 Main St., 
Richmond, Ind. (Apt. House) 

Gibson Refrigerator Corp., Greenville, 
Mich. “Freez’r Shelf” 

Hotpoint, Inc., 5600 W. Taylor St,. 
Chicago 44, Ill. “Hotpoint” 

Howard Refrigerator Co., Jackson- 
ville, Road., Hatboro, Pa. (from 5 
to 13 cu. ft.) 

International Harvester Corp., 180 N. 
Michigan Ave., Chicago 1, Ill. “In- 
ternational Harvester” 

Jordon Refrigerator Co., 58th & Grays 
Ave., Philadelphia 43, Pa. “Jor- 
donette” (34 cu. ft.) also “Jordon” 
comb. refrigerator-freezer 

Kalamazoo Stove & Furnace St., Kala- 
mazoo 6, Mich. “Kalamazoo” (job- 
bing only) 

Kelvinator Div. of Nash-Kelvinator 
Corp., 14250 Plymouth Rd., Detroit 
32, Mich. “Kelvinator” 

Leonard Div., Nash-Kelvinator Corp., 
14250 Plymouth Rd., Detroit 32, 
Mich. “Leonard” 

Mann Refrigeration Supply Co., 15 
Astor Place, New York 3, N. Y. 
“Penguin Refrigerated Bar” 

Marquette Appliances Inc., 307 E. 
Hennepin Ave., Minneapolis 14, 
Minn. “Marquette” 

Marshall-Wells Co., Duluth, Minn. 
Modern Refrigerator Works, 817 Mil- 
ford St., Glendale, Calif. 

Monitor Equipment Corp., 640 West 
249th St, New York 63, N. Y. 
“Monitor” 
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Moss Atlas Corp., 244 Herkimer St., 
Brooklyn 16, N. Y. “Palley Lo-Boy” 
(table high, all steel) 

Norge Division, Borg-Warner Corp., 
670 E. Woodbridge St., Detroit 26, 
Mich. 

Northwyck House, Inc., 18 East 33rd 
St, New York 16, N. Y. “Royal 
Northwyck” Refrigerated Bar. 

Penguin Freezer Cabinet Corp., 1010 
East 173rd St., New York 60, N. Y. 
“Penguin, Jr.” (3 cu. ft.) 

Philco Corp., Tioga and C Sts., Phila- 
delphia 34, Pa. “Philco” 

Ranney Refrigerator Co., Greenville, 
Mich. (private brands) 

Robot Appliances, Inc., Detroit 26, 
Mich. “Robot” 

Rozett & Associates, I. R., Merchan- 
dise Mart, Chicago 54, Ill. “Re- 
frigerette” (table top, 34 cu. ft.) 

Sanitary Refrigerator Co., P. O. Box 
147, Fond du Lac, Wisc. “Sanitary” 
(for trailers & small apt.) 

Seaco, Inc., P. O. Box 1558, Sioux 
City, Ia. (32 volt, 110 volt, 9 cu. ft.) 

Seeger Refrigerator Co., 850 Arcade 
St., St. Paul 6, Minn. (private 
brands ) 

Stoddard Mfg. Co., Mason City, Iowa. 
“Lockrator” (table top), also 8 cu. 
ft. & 12 cu. ft. standard model 

Ultra-Cold, Inc., 2615 Exposition 
Place, Los Angeles 16, Calif. “Ultra- 
Kold” 

Warren Co., Inc., 905 Memorial Dr., 
S. E., Atlanta, Ga. 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” “Amer- 
ican Leader” “American Triumph” 
“American Heritage” “American 
Challenge” 


REFRIGERATORS (Reach-In) 


Fogel Refrigerator Co., 540 Eadom 
St., Philadelphia 37, Pa. 

Foster Refrigerator Corp., Mill & 
North 2nd St., Hudson, N. Y. 

Frigidaire Div., General Motors Corp., 
300 Taylor St. Dayton 1, Ohio. 
“Frigidaire” 

General Refrigerators Corp., 678 
Broadway, New York 12, N. Y. 

Jordon Refrigerator Co., 58th & Grays 
Ave., Philadelphia 43, Pa. (also 
comb. refrig.-freezer, 14 cu. ft. and 
20 cu. ft.) 

Koch Refrigerators, 600 East 14th 
Ave., North Kansas City 16, Mo. 
Modern Appliance Co., 111 S. Ells- 
worth Ave. San Mateo, Calif. 

“Rogers” 

Orley Freezers, Inc., 475 Schaefer 
Rd., Detroit 25, Mich. 

Perfecold International, 1940 S. Main 
St., Los Angeles 7, Calif. 

Seeger Refrigerator Co., 850 Arcade 
St., St. Paul 6, Minn. 

Simplex Mfg. Co., 1135 Third St. 
Oakland 7, Calif. “Col-Temp” 

Tyler Fixture Corp., Niles, 
“Tyler” 

Victory Metal Mfg. Corp., 1300 S. 
Front St., Philadelphia 47, Pa. 

Warren Co., Inc., 905 Memorial Drive, 
S.E., Atlanta, Ga., “Warren Qual- 
ity” 

Westinghouse Electric Corp., 653 
Page Boulevard, Springfield 2, Mass. 

Wilson Refrigeration, Inc., Smyrna, 
Del. “Stor-Safe” 


Mich. 


ROASTERS 


Acme Electric Heating Co. 1217 


Washington St., Boston 18, Mass. 
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General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Hart-Toledo, Inc., 1932 North 13th 
St., Toledo 2, Ohio. “Buffet Chef” 

Miracle Electric Co., 36 S. State St., 
Chicago 44, Ill. “Miracle” 

National Enameling & Stamping Co., 
270 North 12th St., Milwaukee 1, 
Wis. “Nesco” 

Naxon Utilities Corp., 3600 Toughy 
Ave., Chicago 45, Ill “Broileroaster” 

Prevore Electric Mfg. Corp., Prevore 
Bldg., Fulton St. at Clinton Ave., 
3rooklyn 16, N. ¥. 

Swartzbaugh Manufacturing Co., 1336 
W. Bancroft St., Toledo 6, Ohio. 
“Everhot” (also “Everhot” Roaster- 
ette) 

Welko, Inc., 219 W. Chicago Ave., 
Chicago 10, II. 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 


ROASTERS (Hot Dog) 


Associated Products, Inc., 20 S. On- 
tario St., Toledo 2, Ohio. 

Maxwell Electrical Products, 1660 N. 
Western Ave., Hollywood 27, Calif. 
“Dogmaster” 

Thomas Mfg. Co., W. W., 828 N. 
Richmond St. Chicago 22,  IIl. 
“Mickey’s Hot Dog Sizzler” 


SEWING MACHINES 


Domestic Sewing Machine Co., Inc., 
Main Ave. & Elm St., N. W. Cleve- 
land 1, Ohio. “Domestic Sewma- 
chine” 

Free Sewing Machine Co., 1801-18th 
Ave., Rockford, Ill. “Free-Westing- 
house”, “New Home” 

Gellman, Mfg. Co., Rock Island, III. 
Sew-Gem” 

Lion Manufacturing Corp., 2640 Bel- 
mont Ave., Chicago 18, Ill. “Mon- 
roe” 

Monitor Equipment Corp., 640 West 
249 St. New York 63, N. Y. 
“Monitor” 

National Sewing Machine Co., Bel- 
videre 1, Ill. “National”, “Eldredge” 

Portman Machine Tool Co., Inc., 70 
Portman Road, New Rochelle, N. Y. 
“Portman” 

Sewing Machine Sales Corp., 49 West 
29th St., New York, N. Y. “Necchi” 

White Sewing Machine Co., 1231 Main 
Ave., Cleveland 1, Ohio. “White 
Rotary Electric” 


SHARPENER (Knife) 


Cory Corp., 221 N. La Salle St., Chi- 
cago, Ill. “Cory” 


SHAVERS (Electric) 


Campbell Co., H. D., 316 North 6th 
St., Rochelle, Ill. “Electro-Shav” 
Collman Mfg. Corp., 421 West 12th 

St., Erie, Pa. “Collman 58” 

Lektro Products, Inc., 82 New Haven 
Ave., Milford, Conn. “Packard” 
“Lektro” 

Lektron Corp., 525 West 45th St., New 
York, N. Y. “Coronet” 

Racine Universal Motor Co., Racine, 
Wis. “Racine” 


Remington Rand, Inc., Electric Shaver 


Div., 60 S. Main St., Bridgeport 2, 
Conn. “Remington” 





Schick Incorporated, 45 Garden St., 
Stamford, Conn. “Schick” 

Stahly, Inc., 406 S. Columbia, South 
3end, Ind. “Stahly Live Blade 
Razor” (non-electric, spring power ) 

Sunbeam Corp., 5600 W. Roosevelt 
Rd., Chicago 50, Ill. “Sunbeam 
Shavemaster” 


SHAVER ACCESSORIES 


3urgess Battery Co., Freeport, Ill. 
(Portable Dry Battery for Shaver) 

Collman Mfg. Corp., 421 West 12th 
St., Erie, Pa., (Shaver Holster) 

Ranger Inverter Co., 3456 Glendale 
Blvd., Los Angeles 26, Calif. 
“Ranger Electronic Inverter” 

Schick, Inc., 45 Garden St., Stamford, 
Conn. “Shick Shaverest Wall Hold- 
er 

Tobe Deutschmann Corp., Filterette 
Div., Canton, Mass. (Radio Inter- 
ference Filter) 


SHEETS (Electric) 


Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 


SHINER (Shoe) 


Groomaster, the Electric Shoe Shiner, 
St. James, Mo. “Groomaster” 


SIFTER (Flour) 


Miracle Electric Co., 36 S. State St. 
Chicago 3, Ill. “Miracle” 


SOFTENERS (Water) 


Calkins Corp., 306 S. Notre Dame 
Ave., South Bend, Ind. 

Dayton Pump & Mfg. Co., 500 N. 
Webster St., Dayton 1, Ohio. “Day- 
ton” 

Duro Company, Div., Hydraulic Ma- 
chinery, Inc., Dayton 1, Ohio. “Mon- 
o-matic” 

Fairbanks, Morse & Co., 600 S. Mich- 
igan Ave., Chicago, Ill “F-M” 

General Mfg. & Distrib. Co., 33 E. 
Chicago St., Quincy, Mich. “Speed- 
O-Matic” 

Interstate Engineering Corp., 2250 E. 
Imperial Highway, El Segundo, 
Calif. “Revelation” 

Modern Water Equipment Co., 546 
Grant Place, Chicago 14, Ill. “Mod- 
ern” 

Permutit Co., 330 West 42nd St., New 
York 18, N. Y. “Permutit” 

Rainier Water Softener Co., 6129 S. 


Manhattan Place, Los Angeles, 
Calif. “Rainier Portable Water 
Softener” 


Red Jacket Mfg. Co., P. O. Box 270, 
Davenport, Iowa. 

Rheem Mfg. Co., 570 Lexington Ave., 
New York 22, N. Y. 

Scott-Newcomb, Inc., 1442 S. Boyle 
Ave., St. Louis 10, Mo. “Pioneer” 

Soft-O-Matic Corp., Plymouth, Mich. 
“Soft-O- Matic” 

Sta-Rite Products, Inc., 234 South 8th 
St., Delavan, Wis. 

Trupar, Inc., 420 Linden Ave., Dayton 
3, Ohio. “Trupar” 

Wayne Home Equipment Co., Inc., 801 
Glasgow Ave., Fort Wayne 4, Ind. 
“Wayne” 
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CLASSIFIED DIRECTORY OF 


SPRAYERS (Paint and 


Insecticide) 

Burgess Battery Co., Handicraft Div 
| ake Zurich, Ill Bu gzess Vib ) 
hi ave ” 

DeVilbiss Co., 300 Phillips Ave 
Toledo 1, O (paint) “DeVilbiss” 

I tric DS] ( 1415 Illinois Av 
Sheboygan, Wis. “Sprayit” 

H n Mfg. Co, H. D., 58 

Ch 11, I 
| M I 540 12 A 
\ 9 18 \ \ Kk > ‘ 
| T ‘ 

I Ma f 1 ( 589 | 
I} lis St., Chica ll, | 

~ pe Mfoe ( 12 W “4 | S 
Angele 15, ( S P 
pra ’ 

lang] t ( Gra + Mi 
D 1 


ect ies. | 2? Summe 
\ h ! \ J Electra- 

I t Radia Corp., No. 1 
I t \ Par K “Flectre 

| tt 1007 | Wa , 
\ Mad 3, W 

Sanit-A Pr icts ( Gree 
( | } A] 

STOKERS (Coal) 

( vs] ( 
\ D 1. Ohi 

\ Se , es 
( | 1l. New Alb 
I 

’ Ir Stoker D 
A 1. “Aut hit 

\ut if ( 6504 0 
B St. | ¢ Mo ‘Se A 
Fire 

srOWr ( Dayt 1 Ohio 
“Browne 

Conco | g W Mend 
Bae 

( at Industries, Inc., By-Pa 
$2, Lafa Ind. “Consolidated 

4 A A e Di General Motors 
Co P.O. I 230, Rochester 1 
N. Y. “Delco Heat” 

Eddy S ( 1711 W. N 
Ave., Chica ), Ill, “Eddy ( 
Drive 
le + i irnace M T , Sub 
(oe al Machine Co., Inc , Emmau 
Pa., “Elects Furnace-Man” 
lectro-King Mfg. Co., 122 N. Halsted 
St., | igo Ill. “Electro Kine” 

Fairbanks-Morse & ( 600 S. Mich 


Lal icago 5, [1] “F-M” 
(anthracite & bituminous 

Findlay Stoker, Central Rubber & 

orp., Findlay, Ohio. “Find 
lay’ 

FireKing Stoker Co., 108 E. Washing- 


ton St., Indianapolis 4, Ind. “Fire 
King” 

( 1 St Div ] St ( 
4711 rth Ave., Chicago 39, I 
‘Gel 

Green C il & Furnace Co., 322 
S. W. Third St., Des Moines, Iowa 


Heatcraft ( Ir 2434 Crittenden 
Drive, Louisville 2, Ky. “Heatcraft” 


Hershey Machine & Foundry Co 
Manhe IT Pa., : Motorst ker” 
Holcomb & Hoke Manufacturing ( 


Inc., 1545 Van Buren St., Indian- 
apolis 7, Ind. “Fire Tender” 
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Illinois Iron & Bolt Co., 914 S. Mich- 
igan Ave., Chicago 5, Ill. “Freman” 
Iron Fireman Mfg. Co., 3170 West 

106th St., Cleveland 11, Ohio. “Iron 
reman” 
Kol- Master Corp., 
“Kol-Master” 


yyal-Knight Stokers, Inc., 


Oregon 1, Ill 


| 


Belleville, 


Ill. “Loyal-Knight” 
Mun Gear Works, I: Muncie 
Ind. “Master” 
Bros. & Strom Co., 1620 


St., Racine, Wis. “Racine” 


‘orthern Steel & Stoker Corp., 3100 

Prospect Rd., Peoria 4, Ill. “Stok 
itol 

Peerless Mfg. Corp., Louisville 10, Ky. 
‘Peerless Fire-Guard” 

Plymouth Industries, Inc., Plymouth, 
Ind. “Plymouth” 

Poca tas Fuel Co., In 340 East 
13lst St., Cleveland 8, Ohio. (ash 

bituminous stoker ) 


Rheem Manufacturing Co., 570 Lex- 
ington Ave., New York 22, N. Y 


‘> tt-N \ omb, In > 1442 So. Boyle 
\ve., St. Louis, Mo. “Pioneer” 

Smith Corp., A. O., 3533 N. 27th St., 
Milwaukee 1, Wis. “SMITHway” 

Steel Products Engineering Co., 


Springfield 99, Ohio. “Combustion- 

Stoker King Mfg Co., Box 148, 
Thompsonville Mich. “Stoker- 
King” 

Stokol Stoker Co., Inc., 2060 North- 
western Ave., Indianapolis, Ind. 
Stokol” (anthracite & bituminous) 

Sun-Fire Stoker Corp. E. Eighth 
St., ! Albany, Ind. “Sun-Fire” 
mi! Silent Automatic Div., Jack- 

Mich. “Timken Silent Auto- 
tic’ (anthracite & bituminous) 

\ Stol Co., 2017 Indiana 
Way, N.E., Canton 5, Ohio. “Topi 
\N e’ 

S. Machine Corporation, Lebanon, 
I Winkler’ 

Vhiting Fire Power Products Corp 
7 Dey St. New York 7, N. Y. 
Whiting” (bituminous ) 

Will-Burt Co., Orrville, Ohio. “Will- 
Burt’ 


SWEEPERS (Carpet) 
p & Co., Inc., Electro-Sweep Div., 
200 Murray St., Macomb, III 
l »-Sweep” 


SWITCHES (Coin Operated) 
see Meters 


TIMERS (Appliance) 


American Time Corp., 15 Park St., 

ringheld 5, Mass. “A.T.” (ap- 
liance, radio, photographic) 

General Electric Co., 1285 Boston 


) 


lgeport 2, Conn. “General 





Hay 1 n Mfg Lo Ine 245 E. Elm 
St., Torrington, Conn. “Haydon” 
Holcomb & Hoke Mfg. Co., Inc., 1545 


Van Buren St., Indianapolis 7, Ind 
nb & Hoke” 
International Register Co., 2620 W 
Washington Blvd., Chicago 12, II 
at i] 
King-Seeley Corp., 316 S. First St., 


\ Arbor, Mich. “K-S” 
Lux Clock Co., Waterbury 19, Conn. 
Minute Minder” 
Miller-Harris Instrument Co., 836 
North 4th St., Milwaukee 3, Wis. 


’ Robot lime ( ontrol” 


Jew Haven Clock Co., New Haven 11, 
Conn. “New Haven” 

Northwestern Clock Co., 509 Brown 
Bldg., Omaha 2, Neb. “Northwest- 
ern” 

Paragon Electric Co., 1638 12th St., 
Two Rivers, Wis. “Paragon Time- 
Aid,” also “Paragon A-F” attic & 
window fan timer, and “Paragon 
De-Frost It” refrigerator time 
switch 

Pilotron Co. of America, 3774 Surf 
Ave., Brooklyn 24, N. Y. “Pilo- 
timer,” also “Pilotron” cord signal, 
“Pilotrol” cord pilot, and “Signa- 
load” cord load indicator 

Rhodes, Inc., M. H., 30 Bartholomew 
Ave., Hartford 6, Conn. “Marktime” 

Swartzbaugh Mfg. Co., 1330 W. Ban- 
croft St., Toledo 6, Ohio. “Everhot” 

Telechron, Inc., Ashland, Mass. “Tele- 
chron” (self starting electric timer) 

Time-O-Matic Co., 1106 Bahls St., 
Danville, Ill. 

Tork Clock Co., Inc., 1 Grove St., Mt. 
Vernon, N. Y. “Tymit” & “Per- 
sonal” 

Walser Automatic Timer Co., 420 
Lexington Ave., New York 17, 
mS 


TOASTERS 


Astor Appliance Corp., 283 Greene 
Ave., Brooklyn 5, N. Y. “Astor” 
Bersted Mfg. Co., Fostoria, Ohio. 

“Fostoria” 

Camfield Mfg. Co., Grand Haven, 
Mich, “Camfield Automatic Toaster” 

Capitol Products Co., Inc., Winsted, 
Conn. 

Century Product Works, Inc., 503-507 
West 56th St., New York 19, N. Y. 
“Century” 

Chicago Electric Mfg. Co., 6333 West 
65th St., Chicago 38, Ill. “Handy- 
hot”, “Sterling” 

Delta Manufacturing Co., 611 North 
40th St., Philadelphia, Pa. “Delta 
Pop-Down” 

Dominion Electric Corp., 120 N. Elm 
St., Mansfield, Ohio. “Dominion” 
Eureka Tool & Machine Co., 17 West 
54th St, New York 19, N. Y. 

“Eureka” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Knapp-Monarch Co., Bent & Potomac 
Sts., St. Louis 16, Mo. “K-M” 

Kord Manufacturing Co., 4510 White 
Plains Rd., New York 66, N. Y. 
Landers, Frary & Clark, New Britain, 

Conn. “Universal” 

Lasko Metal Products, Inc., West 
Chester, Pa. (Combination Toaster, 
Warming Oven & Hotplate) “Toast- 
ove” 

Leslie Electric Co., Inc., 23 Flatbush 
Ave., Brooklyn 17, N. Y. “Press-to- 
Magic” 

MacArthur Products, Inc., 
Orchard, Mass. “Thermac” 

Manning, Bowman & Co., Meriden, 
Conn. “Manning Bowman”, “Toast- 
er-with-tester” 

Merit-Made, Inc., 33-37 Franklin St., 
suffalo 2, N. Y. “E-Z” Flip”, “Ty- 
matic”, “Merit Master”, also “Duo 
Chef” (comb. toaster-cooker ) 

Metal Ware Corp., Two Rivers, Wis. 
“Empire” 

Miracle Electric Co., 36 S. State St., 
Chicago 44, Ill. “Miracle” 

Monitor Equipment Corp., 640 West 
249th St. New York 63, N. Y. 
“Monitor” 

National Stamping & Electric Works, 


Indian 
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3250 W. Lake St., Chicago 2 
Ill. “White Cross” 

Nelson Machine & Mfg. Co., Box 
354, Ashtabula, Ohio. 

Newark Appliance Corp., Inc., Ney. 
ark 7, N. J. “Princess” 

Proctor Electric Co., 3rd St. & Hunt. 
ing Park Ave., Philadelphia 40, P, 
“Proctor Color-Guard” 

Radiron Corp., 213 S. Third & 
Miamisburg, Ohio. “Rosebud” 

Samson United Corp., Rochester 10 
N. Y. “Samson Tandem” 

Son-Chief Electrics, Inc., Winsted 
Conn. “Son-Chief”, (automatic & 
non-automatic ) 

Standard Hygrade Electric Co., Inc 
1372 39th St., Brooklyn 18, N. y 
“Tele Heet” 

Stern Brown, Inc., 42-24 Orchard St 
Long Island City 1, N. Y. “Super 
star” 

Sunbeam Corp., 5600 W. Roosevelt 
Rd., Chicago 50, Ill. “Sunbeam” 
Superior Electric Products Corp 
Cape Girardeau, Mo. “SuperLectric” 
Toast-O-Lator Co., Inc., 1023 Jackson 
Ave., Long Island City 1, N. Y 

“Toast-O-Lator” 

Toastmaster Products Div., McGraw 
Electric Co., Elgin, Ill. “Toast- 
master” 

Toastswell Co., 622 Tower Grove 
Ave., St. Louis 10, Mo. “Toastswell” 

Westinghouse Electric Corp., Mans 
field, Ohio. “Westinghouse” 


TOASTERS (Sandwich) 


Bersted Mfg. Co., 
“Fostoria” 

Capitol Products Co., Inc., Winsted 
Conn. 

Chicago Electric Mfg. Co., 6333 West 
65th St., Chicago 38, IIl. 

Dominion Electric Corp., 120 N. Eh 
St., Mansfield, Ohio. 

Excel, Incorporated, 2300 N. Narra 
gansett Ave. Chicago 39, II 
“Brunch Master” 

Finders Mfg. Co., 3669 S. Michigar 
Ave., Chicago 15, Ill. “Holliwood’ 
(comb. sandwich grill & waffler) 

General Electric Co., 1285 Bostor 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Knapp-Monarch Co., Bent & Potoma 
Sts., St. Louis 16, Mo., “K-M” 

Landers, Frary & Clark, New Britait 
Conn. “Universal” 

Lewis Electrical Mfg. Co., 841 East 
88th St., Cleveland 8, Ohio “Lewis” 

Metal Ware Corp., Two Rivers, Wis 
“Empire” 

Nelson Machine & Mfg. Co., 76 
Grand Ave., Cleveland 4, Ohio 
National Stamping & Electric Works 
3250 W. Lake St., Chicago 24, Ill 

“White Cross” 

Newark Appliance Corp., Inc., 92-96 
South 6th St., Newark 7, N. J 
“Princess” 

Son-Chief Electrics, Inc., Winsted 
Conn. “Son-Chief” 

Stern-Brown, Inc., 42-24 Orchard St 
Long Island City 1, N. Y. “Super 
star Thermo Mastergrill” 

Superior Electric Products Corp 
Cape Girardeau, Mo. “SuperLectric 

Toastswell Co., 622 Tower Grove 
Ave., St. Louis 10, Mo. “Toastswell” 

Westinghouse Electric Corp., Mans 
field, Ohio. “Westinghouse” 


Fe storia, ( hi 


TOOTHBRUSH 


Toothmaster Co., 1215 State St. 
Racine, Wisc. “Toothmaster” 
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CLASSIFIED DIRECTORY OF 


TOYS 


Lionel Corp., 
York 10, N 
Ira ns” 

Metal Ware Corp., Two Rivers, Wisc. 
“Impire” (toy steam engines and 
toy portable lanterns), 
“Little Lady” (toy electric stoves 
and irons) 

Tacoma Metal Products, 414 Puyallup 
Ave., Tacoma 2, Wash. “Little Chef 
Toy Electric Stoves” 

Western Coil & Electric Co., 215 State 
St., Racine, Wisc. “Zephyr” (elec- 


tri trains) 


15 East 26th St., New 
“Lionel Fle tric 


electric 


TRAYS (Ice Cube) 


Associated Plastic Companies, Inc., 
uite 1198, Merchandise Mart, 222 
N. Bank Drive Chicago 54, Ill 


Eskotray” 


Ss 


Domestic Products Co.. 6535 Third 
Ave Detroit 2 Mict “Easy-2 
Slide” 

Gits Molding Co 4600 W. Huron 


St., Chicago 44, III 

Hoosier Cardinal Corp., Evansville 7, 
Ind 

Inland Mfg. Div., General Motors 
Corp., 2727 Inland Ave., Dayton 7, 
Ohio. “Free Cube” “Handi-Cube” 
“Magic Touch” “Shucker” “Tilt- 
Out” 

Philco Corp., Tioga & C Sts., Philadel- 
phia 34, Pa 

Plastray Corp., 823 Fisher Bldg., De 
troit 2, Mich. “Tiffy Cube” 

Republic Molding Corp., 4641 W. Lex- 
ington St., Chicago 44, Ill. (p‘astic) 
“Roto-Tray” 


TRIMMER (Hedge)—See 
Clippers 


VAPORIZERS 


DeVilbiss Co., 300 Phillip Ave., Toledo 
1, Ohio. “DeVilbiss” 

Electric Steam Radiator Corp., No. 1 
Electric Ave., Paris, Ky. “Electre 
steem” 

Hankscraft Co., 1007 E. Washington 
Ave., Madison 3, Wis. “Hankscraft” 

Hydro-Mist Corp., 531-33 State St., 
Glendale 3, Calif. “Hydro-Mist” 

Kaz Mfg. Co., Inc., 540 12th Ave., 
New York 18, N. Y. “Kaz” 

Knapp-Monarch Co., Bent & Potomac, 
St. Louis 16, Mo. “K-M” 

Practical Electric Products Inc., 330 
East 148th St., Bronx 51, N. Y 
“Prak-T-Kal” 

Sanit-All Products Corp., Greenwich, 
Ohio. “Vapor-All” 

Spartan Co., 2900 S. Emerson, Minne- 
apolis 8, Minn. “Spartan” 


VENTILATORS, WINDOW 


Air Controls, Inc., 2310 Superior Ave., 
Cleveland 14, Ohio. “Rex-Airate” 
Airgard Manufacturing Co., 362 W. 
Erie St., Chicago 10, Ill. “Airgard 
Window Ventilator & Filter” 

American Central Div., Avco Mfg. 
Corp., Connersville, Ind. “American 
Kitchen Ventilator” 

American Metal Products Co., Box 
7037 Sylvania Sta., Fort Worth 9, 
Tex. “Marsalis” 
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Armstrong Co., Inc., Gordon, Bulkley 
Bldg., 1501 Euclid Ave., Cleveland 
15, Ohio. “Silentaire” 

Bar-Brook Mfg. Co., Inc., 6133 Lin- 
wood Ave., Shreveport, La. “Bar- 
Brook” 

Berns Manufacturing Corp., 2278 N. 
Elston Ave., Chicago, Ill. “Berns 
Air King” 

C & H Air Conditioning Fan Co., Inc., 
1591 DeKlab Ave., N. E., Atlanta, 
Ga. “Cottongim” 

Carrick Products Co., 5110 Loraine, 
Detroit 8, Mich. “Ventrola” : 

Central States Mfg. Co., Inc., 1200 S. 
Summit, Arkansas City, Kansas 

Chelsea Fan & Blower Co., Inc., 1206 
Grove St., Irvington 11, N. J 

Climax Machinery Co., Indianapolis, 
Ind., “Climax” 

Comfort Products Corp., 2220 S. 
Lamesa St., Dallas 2, Tex. “Com 
fort” 

Dayton Electric Mfg. Co., St., Chicago 
6, Ill., “Dayton” 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn 
Electric” 

General Metals, Springdale, Conn. 

Health Trola Div., Excel Heating & 
Air Conditioning Co., Chicago, IIl. 

Ilg Electric Ventilating Co., 2850 N. 
Crawford Ave., Chicago 41, Il. 

Johnson Fan & Blower Corp., 1319 W. 
Lake St., Chicago 7, Ill. “Health 
aire” 

Kauffman Air Conditioning Corp., 
4505 Olive St., St. Louis 8, Mo. 
“Kauffman” 

Langtot, Inc., 32 East 4th St., New 
York 3, N. Y. “Windo-Aire” 

Lau Blower Co., Dayton 7, Ohio. 
“Lau” portable 

Meier Electric & Machine Co., Inc., 
3525 E. Washington St., Indiana- 
polis 7, Ind. “Filt-R-Fan” 

National Appliance Co., 4814 W. Ver- 
nor Highway, Detroit 9, Mich. 
“Ventrola” 

Pleasantaire Corp., Tower Bldg., 
Washington 5, D. C. “Pleasantaire” 
“Northwind” 

Reed Unit-Fans, 1001 St. Charles 
Ave., New Orleans 8, La. “Wind-O- 
Vent” (also portable floor, “Port-O- 
Vent) 

Robbins & Myers, Inc., 1345 Lagonda 
Ave., Springfield, Ohio. “R & M” 
Seco-Lite Mfg. Co., 4916 Eastern Ave., 

St. Louis 13, Mo. “Seco” 

Sprouse Co., Inc., V. E., 
Ind. “Sprouse” 

Stewart Mfg. Co., 3209 E. Washing 
ton St, Indianapolis 1, Ind. “Kitchen 
Aire” 

Tennessee Valley Associated Market 
ers, Inc., 117 Ninth Ave. N., Nash- 
ville, Tenn. “Tennessee Valley” 

Trade-Wind Motorfans, Inc., 5725 S 
Main St., Los Angeles 37, Calif. 
“Foto-Lator”, 

United States Air Conditioning Corp., 
Minneapolis 14, Minn. “usAIRco” 

Welch Co., W. W., Glenn Bldg., Cin- 
cinnati 2, Ohio. “Air Flight” 


“General 


Columbus, 


VIBRATORS (Massage) 


Abar Manufacturing Co., 8800 Wood 
land Ave., Cleveland 4, Ohio. “Beau 
tiator” 

Allover Mig. Co., 18th St. & Filett 
Ave., Racine, Wis. “Allover” (fits 
over hand, also applicator type) 

3attle Creek Equipment Co., 32 North 
Washington, Battle Creek, Mich 
“Battle Creek” (heavy duty hand 
massage vibrator ) 

Bersted Mfg. Co., Fostoria, Ohio 


Gilbert Co., A. C., Erector Square, 
New Haven 6, Conn. “Vitalator” 

Hamilton Beach Co, Div. Scovill Mfg. 
Co., Racine, Wis. “Hamilton Beach” 

Hollywood Beauty Products, Inc., 113 
East 23rd St., Los Angeles 11, Calif. 
“Beauty-Vac” 

Miracle Electric Co., 36 S. State St., 
Chicago 44, Ill. “Miracle” 

Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y. 
“Monitor” 

Oster Mfg. Co., John 1 Main St., Ra- 
cine, Wis. “Stim-u-lax Junior”, 
(“Scientific” massage instruments) 

Wahl Clipper Corp., Sterling, III. 
“Wahl,” “Hand-E”, “Jumbo”, “Pow- 
ersage” 


’ 


WARMERS (Bed) 


Battle Creek Equipment Co., 32 N. 
Washington, Battle Creek, Mich. 
“Battle Creek” 

Crise Mfg. Co., Columbus 16, Ohio 

Lobl Mfg. Co., Middleboro, Mass. 
“Warm-A-Bed” 

Therm-Aire Equipment Co., 1410 
Berry Field, Nashville 4, Tenn. 
“Therm-Aire Radiant Repose” 

Valdale Co., Inc., 622 Seventh Ave., 
Hendersonville, N. C. 


WARMERS (Biscuit and 
Food) 


Associated Products, Inc., 20 S. On- 
tario St., Toledo 2, Ohio. “Akron” 
Brubaker-Ugrin, 9437 Santa Monica 
Blvd., Beverly Hills, Calif. “Bab- 

eez” 

Continental Silver Co., Inc., 32-33rd 
St. Brooklyn 32, N. Y. “Continental 
Bun Warmer” 

Hankscraft Co., 1007 E. Washington 
Ave., Madison 3, Wisc. 

Radiant Heater Corp., 521 Fifth Ave., 
New York, N. Y. 

Toastswell Co., 622 Tower Grove 
Ave., St. Louis 10, Mo. “Toastswell” 

U. S. Mfg. Corp., Decatur 70, Ill. 
“U. S. Electric Food Warmer” 


WARMERS (Bottle) 


Aluminum Goods Mfg. Co., Manito- 
woc, Wis. “Mirro” 

Brubaker-Ugrin, 9437 Santa Monica 
Blvd., Beverly Hills, Calif. “Babeez” 

Electric Steam Radiator Corp., No. 1 
Electric Ave., Paris, Ky. “Electre- 
steem” 

Electrical Industries, Inc., 42 Summer 
Ave., Newark 4, N. J. “Electra- 
Serve” 

Hankscraft Co., 1007 E. Washington 
Ave., Madison 3, Wis., “Hanks- 
craft” 

Kaz Mfg. Co., Inc., 540 12th Ave., 
New York 18, N. Y. “Kaz” 


Manning, Bowman & Co., Meriden, 
Conn. “Manning Bowman”, “Lul- 
laby” 


Metal Ware Corp., Two Rivers, Wis. 
“Empire” 

Practical Electric Products Inc., 330 
East 148th St., Bronx 51, N. Y. 
“Prak-T-Kal” 

Sanit-All Products Corp., Greenwich, 
Ohio. “Baby-All” 

Spartan Co., 2900 S. Emerson, Minne- 
apolis 8, Minn. “Spartan” 
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WARMERS (Foot) 


General Electric Co., 1285 Bostop 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Sherrils, 22 W. Church Ave., Roap- 
oke 11, Va. 

Valdale Co., Inc., 622 Seventh Aye 
E., Hendersonville, N. C. 


WASHERS (Clothes) 
Automatic 


Altorfer Bros. Company, 812 W 
Washington St. Peoria 8, Ill 
“ABC-O-MATIC” 

Apex Electrical Manufacturing Co 
1070 E. 152nd St., Cleveland 1 
Ohio “Apex” 

Beam Mig. Co., Webster City, lowa 
“Beam” (automatic agitator type) 

Bendix Home Appliances Inc., 330 
W. Sample St., South Bend 24, Ind 
“Bendix Automatic Home Laundry’ 

Blackstone Corp., Allen St. Ext 
Jamestown, N. Y. “Blackstone” 

Frigidaire Div., General Motors Corp 
300 Taylor St., Dayton 1, Ohir 
“Frigidaire” 

General Electric Co., 1285 Sostor 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Jacobs Co., F. L., 1043 Spruce St 
Detroit 1, Mich. “Launderall” 
Nineteen Hundred Corp., St. Joseph 

Mich. “Whirlpool” 

Norge Div., Borg-Warner Corp., De- 
troit 26, Mich. “Norge” 

Thor Corp., 2115 South 54th Ave 
Chicago 50, Ill. “Thor” 

Westinghouse Electric Corp., Mans 
field, Ohio. “Laundromat” 


WASHERS (Clothes) 
WRINGER TYPES 


Altorfer Bros. Company, 812 W 
Washington St. Peoria 8, Ill 
“ABC” 

Apex Electrical Manufacturing Co 
1070 E. 152nd St., Cleveland 10 
Ohio. “Apex” 

Appliance Manufacturing Co., Al- 
liance, Ohio. “Duchess” 

Automatic Washer Co., Newton, Iowa 
“Automatic Duo-Disc”, “Automatic 
Press-Toe” 

Barlow & Seelig Mfg. Co., Ripor 
Wis. “Speed Queen” 

Barton Corp., West Bend, Wis. “Bar 
ton”, “La Salle”, 

Beam Mfg. Co., Webster City, Iowa 
“Coronado”, “AMC”, “Wizard 
“Beam” 

Bernhardt Co., Inc., McDonough, Ga 
“Wash-All” 

Birdsell Corp., South Bend, Ind 
“Water-Flex” 

Birtman Electric Co., 4140 Fullerton 
Ave., Chicago 39, Ill. “Bee-Vac”, 
“Magnetic”, “Mola” 

Blackstone Corp., Allen St., Ext. 
Jamestown, N. Y. “Blackstone” 
Brotman Engineering Co., 2539 Wood- 

ward Ave., Detroit 1, Mich. 

Chicago Dryer Co., 2210 N. Pulaski 
Rd., Chicago 39, Ill. “Chicago” 

Conlon Bros. Mfg. Co., 4512 W. Fill- 
more St., Chicago 24, Ill. “White 
Way” 

Conlon. Div., Conlon-Moore Corp. 
1824 S. 52nd Ave., Chicago 50, Ill 
“Conlon” 

Dexter Co., Fairfield, Iowa. “Dexter 
Twin Tub” 
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WASHERS (Wringer)—Cont. 


Fait ks-Morse & Co., 600 S. Michi- 
Ave., Chicago 5, Ill. “F-M” 

Genet 1 Electric Co., 1285 3oston 
\ye., Bridgeport 2, Conn. “General 
Electric 

Hart Inc., Wallace B., 104 Lexington 
Ave. New York 16, N. Y. “Hart” 

Holland-Rieger Div., Apex Rotarex 
Corp.. Sandusky, Ohio. “Magic 
“Wash”, “Paramount”, “Modern 
Maid”, “Golden Seal”, “Faultless”, 
‘Washmaster”, “Monitor”, “Match- 

" “Sno White”, “Century” 

Horton Mfg. Co., 731 Osage St., Ft., 
Wayne 1, Ind. “Horton” 

Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. “Hotpoint” 

Kalamazoo Stove & Furnace Co., Kal- 
amazoo 6, Mich. “Kalamazoo” (job- 
bing only) 

Landers, Frary & Clark, New Britain, 
Conn. “Universal” 

Marshall-Wells Co., Duluth, Minn 

Maytag Co., Newton, Iowa. “Maytag” 

Monitor Equipment Corp., 640 West 
249th St., Riverdale-on-Hudson, 
New York 63, N. Y. 

National Electric Washer Co., Inc., 
4800 Livernois, Detroit 4, Mich. 
“National”, “National Electric” 

Nineteen Hundred Corp., 304 N. State 
St., St. Joseph, Mich. “Whirlpool” 

Norge Div.. Borg-Warner Corp., 670 
E. Woodbridge, Detroit 26, Mich. 

One Minute Washer Co., Kellogg, 
Iowa. “One Minute” 

Robot Appliances, Inc., 
Mich. “Robot” 

Sheridan Vacuum Cleaner Co., 1002 
W. Leland Ave., Chicago 40, IIl. 
“Sheridan” 

Smith Mfg. Co., John J., McDonough, 
Ga. 

Thor Corp., 2115 South 54th Ave., 
Chicago 50, Ill. “Thor” 

Voss Bros. Mfg. Co., Davenport, Iowa 
“Voss” 

Woman’s Friend Washer, Central 
Rubber & Steel Corp., Findlay, Ohio 
“Woman’s Friend Washer” 

Young Corp., Fall River, Mass (round 
and square models) “Young” 

Zenith Machine Co., Duluth 2, Minn. 
“Zenith” 


Detroit 26, 


WASHERS (Clothes) 
Spinner Type 


Altorfer Bros. Co.. 812 W. Washing- 
ton St., Peoria &, III 

Automatic Washer Co., Newton, Iowa 
“Duo Spin” 


Easy Washing Machine Corp., Solar 
and Spencer Sts., Syracuse 1, N. Y. 
“Easy Spindrier” and “Easy Spin- 
drier with Automatic Rinse” 


WASHERS (Clothes), Small 


Apex Appliances Corp., 283 Greene 
Ave., Brooklyn 5, N. Y. “Astor” 
Apex Cinderella, Lake State Prod- 
ucts, Inc., 1623 Wildwood Ave., 
Jackson, Mich., sub. of Apex Elec- 
trical Mfg. Co., Cleveland 10, Ohio 
Bernhardt Co., Inc., McDonough, Ga. 

“Wash-All” 

Chicago Electric Mfg. Co., 6333 West 
65th St. Chicago 38, Ill. “Handy- 
hot” 

Zasy Washing Machine Corp., Solar 
& Spencer Sts., Syracuse 1, N. Y. 
“Easy Whirldry” 

Little Giant, Inc., 548 Clair St., Hay- 
ward, Calif. “TrayQueen” 

Menasco Mfg. Co., 805 San Fernando 
Blvd., Burbank, Calif. “Electro-Mite 
Portable Washer” 

Metropole Machine Corp., 36-56 34th 
St., Long Island City 1, N. Y. 
“Metro” (laundry tray type) 

Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y. 
“Monitor” 

Naxon Utilities Corp., 3600 Toughy 
Ave., Chicago 45, Ill. “Naxon” 
Nineteen Hundred Corp., 304 N. State 
St., St. Joseph, Mich. “Whirlpool” 
Poulsen & Nardon, Inc., 2665 Leonis 
Blvd., Los Angeles 11, Calif. “Royal 
Chef” (semi automatic portable) 
Robot Appliances, Inc., Detroit 26, 

Mich. 

Smith Mfg. Co., John, McDonough, 
Ga. “Wash-All” 

Taylor Corp., 825 S. Mahoning Ave.,e 
Alliance, Ohio. “Taylor Junior 
Portable” 

Victor Electric Products, Inc., Cin 
cinnati, Ohio “Tub-O-Wash” (laun- 
dry tray type)—Jim C. Porter Co., 
Inc., 130 E. Washington St., In 
dianapolis 4, Ind., national distribu- 
tors 

Vidrio Products Co., 134 West 54th 
St., Chicago 9, Ill. “Master Grande” 


WASHERS, CLOTHES 
(Gasoline Engine Driven) 


Altorfer Bros. Company, 812 W 
Washington St., Peoria 8 III 
iy 

Apex Electrical Manufacturing Co., 


CLASSIFIED DIRECTORY OF APPLIANCE MANUFACTURERS 


1070 FE. 152nd St., Cleveland 10, 
Ohio. “Apex” 

Automatic Washer Co., Newton, Iowa 
“Automatic Duo-Disc” 

Barlow & Seelig Mfg. Co., Ripon, 
Wis. “Speed Queen” 

Beam Mfg. Co., Webster City, Iowa. 
“Coronado”, “A.M.C.”, “Wizard”, 
“Beam” 

Birtman Electric Co., 4140 Fullerton 
Ave., Chicago 39, Ill. “Bee-Vac”, 
“Magnetic”, “Mola” 

Blackstone Corp., Allen St. Ext., 
Jamestown 6, N. Y. “Blackstone” 

Conlon Div., Conlon-Moore Corp., 1824 
S. 52nd Ave., Chicago 50, Ill. “Con- 
lon” 

Dexter Co., Fairfield, Iowa. “Dexter” 

Easy Washing Machine Corp., Syra- 
cuse 1, N. Y. “Easy Spindrier Gas 
Engine Washer” 

General Electric Co., 1285 3oston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Holland-Rieger Div., Apex-Rotarex 
Corp., Sandusky, Ohio. “Faultless”, 
“Washmaster”, “Magic Wash”, 
“Paramount,” “Modern Maid”, 
“Golden Seal”, “Monitor”, “Match- 
less”, “Sno-White”, “Century” 

Maytag Co., Newton, Iowa. “Maytag” 
Nineteen Hundred Corp., 304 N. State 
St., St. Joseph, Mich. “Whirlpool” 
Norge Div., Borg-Warner Corp., 670 
E. Wo «bridge St., Detroit 26, Mich. 
One Minute Washer Co., Kellogg, 
Iowa. “One Minute” 

Thor Corp., 2115 South 54th Ave., 
Chicago 50, Ill. “Thor” 


Voss Bros. Mfg. Co., Davenport, 
Iowa. “Voss” 

Woman’s Friend Washer, Central 
Rubber & Steel Corp., Findlay, 


Ohio. “Woman's Friend Washer” 
Zenith Machine Co., Duluth 2, Minn. 
“Zenith” 


WASHER, COMBINATION 
CLOTHES, DISH & SINK 


Thor Corp., 2115 South 54th Rd., Chi- 
cago 50, Ill. “Thor” (also Sink, 
Combination Clothes & Dishwasher ) 


WASHERS (Dish)—Electric 


American Central Div., Avco Mfg. 
Corp., Connersville, Ind. “Amer- 
ican” 

\pex Dish-a-matic, Lake State Prod- 
ucts, Inc., 1623 Wildwood Ave., 


Jackson, Mich., Sub. of Apex Elec’l. 
Mfg. Co., Cleveland 10, Ohio. 

General Electric Co., 1285 Boston 
Ave., Bridgeport 2, Conn. “General 
Electric” 

Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. “Hotpoint” 

Jackson Dishwasher Co., 3703 East 
93rd St., Cleveland 5, Ohio. “Jack- 
son 

KitchenAid Div., Hobart Mfg. Co., 
Troy, Ohio. “KitchenAid” 

Kitchen Kraft Corp., 122 S. Michigan 
Ave., Chicago 3, Ill. “Kitchen Kraft” 

Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y. 
“Monitor” 

Thor Corporation, 2115 South 54th 
Ave., Chicago 50, Ill. “Thor Auto- 
magic” Comb. Clothes-Dish washer 
and sink 

Westinghouse Electric Corp., Mans- 
field, Ohio. “Westinghouse” 


WASHERS (Dish) 
Water Power 


Cameron Corp., 1637 Superior Ave., 
Cleveland, Ohio. “Cameron” port- 
able 

Dishmaster Corp., 342 Rockwell Ave., 
Pontiac 19, Mich. “Dishmaster” 

Franklin Co., L. K., 1241 S. Hill St., 
Los Angeles 15, Calif. 

Kaiser Fleetwings Sales Corp., 1924 
Broadway, Oakland 12, Calif. 


- 


“Kaiser 5-minute dishwasher” 


WATER SYSTEMS 
See Pumps 


WRINGERS 


Chamberlain Corp., 100 Mildred St., 
Waterloo, Iowa 
Lovell Mfg. Co., Erie, Pa. 


WRINGER ROLLS 


Chamberlain Corp., 100 Mildred St., 
Waterloo, Iowa 

Goodrich Co., B. F., 500 Main St. 
Akron 18, Ohio 

Lovell Mfg. Co., Erie, Pa. 

Servall Co., 3572 Gratiot Ave., Detroit 
7, Mich. 








DIRECTORY OF 


Radio and Television Manufacturers 


Follows on Page 33 
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We stuck out our neck... 


and the orders rolled in! 


The wise guys said we were sticking our neck out when 
we announced the first GAS Water Heater Duo-Therm 
ever built. 


Maybe we were. But instead of getting it cut off, we stuck 
it right into some mighty sweet business ...some mighty 
enthusiastic approval from dealers and the buying public. 

Luck? Listen: we had 22 years behind us as leaders in the 
fuel oil water heater business. And we had seven years of 
testing behind the new Duo-Therm Gas Water Heater be- 
fore it ever heated a drop of water in a buyer’s home. And 
finally, we had a line-up of quality features that stood head 
and shoulders above anything in the industry. WHAT'S 
Lucky ABOUT THAT? 


Just look at the features of the new 
Duo-Therm Automatic Gas Water Heater 


1. The best burner in the business! It’s the exclusive Duo-Therm 
Equaflame . . . built oversize for better mixing, longer life ... 
designed with a tapered head and special inner baffles with pre- 
cision drilled ports to give perfect flame uniformity. No spot 
overheating, no heavy liming in tank, no noise. Easily removable, 

2. Top efficiency combustion chamber! Thorough insulation... 
large double doors for easy access to burner . . . controlled supply 
of pre-heated secondary air. 

3. Off-center flue for greater heat transfer! And there are no 
coils to clog or rust out. 

4. Finest control system available! Entire system designed as 
an integral unit .. . 100% shut-off in case pilot goes out . . . sensi- 
tive, accurate thermostat. 

8. Extra heavy tanks are built of heavy gauge steel, high tempera- 
ture hot dipped zinc lined. Built to exclusive Duo-Therm standards 
of quality that mean years of satisfactory service! 


AUTOMATIC GAS AND FUEL OIL WATER HEATERS 


Duo-Therm is « registered trademark of Motor Whee! Corporation, Copyright 1948 
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FUEL OIL SPACE HEATERS 


6. Duo-Therm Aquanode! A special magnesium rod lengthens 
tank life and prevents corrosion. Standard equipment on all models. 


7. Fiber Glass Insulation! Extra heavy layer of the best insulating 
material available reduces stand-by loss to a minimum. 


8. Complete adaptability to fuels! Control system and burner 
can efficiently handle every type of gas. Approved by AGA for 
use with all types of gas. 


9. Exceptionally fast recovery! 25 gallons an hour on the smaller 
model . . . 42 gallons per hour on the larger models. 


10. Beautiful over all design! Perfectly proportioned, clean stream- 
lined design . . . attractive gleaming finish of baked enamel. 


11. Liberal Warranty and 10-year Protection Plan! A powerful 
customer incentive —fair, practical, merchandisable. 


Compare Duo-Therm Gas Water Heaters on that point-for- 
point basis, dollar-for-dollar against any water heater on the 
market. Then you'll know why there are times when it’s 
mighty good sales sense to stick your neck out...in the 
right direction! 


P.S. Alert dealers can get in on this sales opportunity. Write 
for information. 


more than a million satisfied users 


Duo-THerm 


always the leader 


Division of Motor Wheel Corp., Lansing 3, Michigan 


FUEL OIL FURNACES 
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RADIO AND TELEVISION 


MANUFACTURERS 


With Company Names and Addresses 
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RADIO RECEIVERS 


TABLE MODELS (a-m only) 


Admiral Corp., 3800 Cortland St., Chi- 
cago 47, Iil. 

Air King Products Co., Inc., 170-53rd 
St., Brooklyn 32, N. Y. 

Alamo Electronics Corp., 105 W. 
Romana St., San Antonio, Texas. 

Altheimer & Baer, Inc., 440 N. Wells 
St., Chicago 10, Ill. 

American Communications Corp., 306 
Broadway, New York 7, N. Y. 

Andrea Radio Corp., 27-01 Bridge 
Plaza North, Long Island City 1, 
 & 2 

Autocrat Radio Co., 3855 N. Hamilton 
Ave., Chicago 18, Ill. 

Automatic Radio Mfg. Co. Inc., 122 
Brookline Ave., Boston 15, Mass. 
Belmont Radio Corp., 5921 W. Dick- 

ens Ave., Chicago 39, Ill. 

Bendix Radio Div., Bendix Aviation 
Corp., Baltimore 4, Md. 

Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

California Pacific Electronics Inc., 16 
Lyndon Ave., Los Gatos, Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, Ill. 

Coronet Radio & Television Corp., 500 
West 52nd St., New York 19, N. Y. 

Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnati 25, Ohio. 

Delco Radio Div., General Motors 
Corp., Kokomo, Ind. 

Detrola Radio Div., International De- 
trola Corp., 1501 Beard Ave., De- 
troit 9, Mich. 

DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City 1, N. Y. 

Eckstein Radio & Television Co., 
LeRoy, Minn. 

Electromatic Mfg. Corp., 88 Univer- 
sity Place, New York 3, N. Y. 

Electronic Corp. of America, 353 West 
48th St, New York 19, N. Y. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave. New York 11, 
N. Y. 

Empire Manufacturing Co., Box 2166- 
1304 W. Eighth Ave., Amarillo, 
Texas. 

Espey Mfg. Co. Inc., 528 East 72nd 
St. New York 21, N. Y. 

Fada Radio & Electric Co. Inc., 525 
Main St., Belleville, N. J. 

Farnsworth Television & Radio Corp., 
3700 E. Pontiac St., Ft. Wayne 1, 
Ind. 

Five Star Radio Co., 416-18 Broadway, 
Cambridge 38, Mass. 

Garod Radio Corp. 70 Washington 
St., Brooklyn 1, N. Y. 

General Electric Co. Electronics Park, 
Syracuse, N. Y. 

General Television & Radio Corp., 
2701 N. Lehmann Court, Chicago 14, 
Ill. 
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Gilfillan Bros. Inc., 1815 Venice Blvd., 
Los Angeles 6, Calif. 

Globe Electronics, Inc., 225 West 17th 
St., New York 11, N. Y. 

Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, Ill. 

Hoffman Radio Corp., 3761 S. Hill 
St., Los Angeles 7, Calif. 

Howard Radio Co., 1735 
Ave., Chicago 13, Ill. 

Jewel Radio Corp., 583 Ave. of the 
Americas, New York 11, N. Y. 

LaMagna Mfg. Co. Inc., 51 Clinton 
Place, East Rutherford, N. J. 

Laurehk Radio Mfg. Co., 3927-31 
Monroe Ave., Wayne, Mich. 

Majestic Radio & Television Corp., 
Elgin, Ill. 

Marco Industries Co., 245-A S. Bev- 
erly Drive, Beverly Hills, Calif. 
Meck Industries, Inc., John, Plymouth, 

Ind. 

Meissner Mfg. Div., Maguire Indus- 
tries, Inc. Mt. Carmel, III. 

Midwest Radio & Telev. Corp., 909 
Broadway, Cincinnati 2, Ohio. 
(short wave) 

Minerva Corp. of America, 238 Wil- 
liam St., New York 7, N. Y. 

Molded Insulation Co., 335 E. Price 
St., Philadelphia 44, Pa. 

Monitor Equipment Corp., 640 West 
249th St., New York 63, N. Y. 

Motorola Inc., 4545 Augusta Blvd., 
Chicago 51, Ill. 

National Co. Inc., 61 Sherman St., 
Malden 48, Mass. 

National Union Radio Corp., 350 Scot- 
land Road, Orange, N. J. 

Noblitt-Sparks Industries, Inc., Co- 
lumbus, Ind. 

Olympic Radio & Television Inc., 
34-01 38th Ave., Long Island City 1, 
N. Y. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. 

Pilot Radio Corp., 37-06 36th St. 
Long Island City 1, N. Y. 

RCA Victor Division, Radio Corp. of 
America, Camden, N. J. 

Radio Development & Research Corp., 
26 Cornelison Ave., Jersey City 4, 
N. J. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Ray Energy Corp., 32 West 22nd St., 
New York 10, N. Y. 

Regal Electronics Corp., 603 West 
130th St., New York 27, N. Y. 

Remler Co., Ltd., 2101 Bryant St., San 
Francisco 10, Calif. 

Scientific Development Corp., 5 Mc- 
Kibben St., Brooklyn 6, N. Y. 

Sentinel Radio Corp., 2100 Dempster 
St., Evanston, II. 

Setchell Carlson, Inc., 2233 University 
Ave., St. Paul 4, Minn. 

Signal Electronics Inc, 114 East 16th 
St., New York 3, N. Y. 

Sonora Radio & Television Corp., 325 


Belmont 
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N. Hoyne Ave., Chicago 12, III. 
Sparks-Withington Co., Jackson, Mich. 
Stewart-Warner Corp., 1826 Diversey 

Blvd., Chicago 14, II. 
Stromberg-Carlson Co., 100 Carlson 

Road, Rochester 3, N. Y. 
Symphony Radio & Telev. Corp., 230 

S. Spring St., Los Angeles 12, Calif. 
Tech-Master Products Co., 123 Prince 

St., New York 12, N. Y. 

Tele-tone Radio & Television, 540 
West 58th St., New York 19, N. Y. 

Templetone Radio Mfg. Corp., New 
London, Conn. 

Trav-ler Radio Corp., 571 W. Jack- 
son Blvd., Chicago 6, III. 

United Motors Service Div., General 
Motors Corp., 3rd Floor Annex, 
G. M. Bldg.,-Detroit 2, Mich. 

VIZ Sales Corp., 335 E. Price St., 
Philadelphia 44, Pa. 

Warwick Mfg. Corp., 4640 W. Har 
rison St., Chicago 44, IIl.. 

Watterson Radio Mfg. Corp, 2700 
Swiss Ave., Dallas 1, Texas. 

Wells-Gardner & Co., 2701 N. Kildare 
Ave., Chicago 39, Ill. 

Westinghouse Electric Corp., Sunbury, 
Pa. 

Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago 39, III. 


CONSOLE MODELS 
(a-m only) 


Admiral Corp., 3800 Cortland St., Chi- 
cago 47, Ill. 

Air King Products Co. 170-53rd St., 
Brooklyn 32, N. Y. 

Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, Ill. 

Crosley Div., Avco Mig. Corp., 1329 
Arlington St., Cincinnati 25, Ohio 
Detrola Radio Div., International 
Detrola Corp., 1501 Beard Ave., 

Detroit 9, Mich. 

Eckstein Radio & Television Co., 
LeRoy, Minn. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, 
N. Y. 

Espey Mfg. Co., Inc., 528 E. 72nd St., 
New York 21, N. Y. 

Five Star Radio Co., 416-18 Broadway, 
Cambridge 38, Mass. 

Howard Radio Co., 1735 Belmont 
Ave., Chicago 13, III. 

Majestic Radio & Television Corp., 
Elgin, Ill. 

Minerva Corp. of America, 238 Wil- 
liam St., New York 7, N. Y. 

Motorola Inc., 4545 Augusta Blvd., 
Chicago 51, IIl. 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. 


Remler Co., Ltd., 2101 Bryant St., San 
Francisco 10, Calif. 

Sentinel Radio Corp., 2100 Dempster 
St., Evanston, III. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Templetone Radio Mfg. Corp., New 
London, Conn. 

United Motors Service Corp., General 
Motors Corp., 3rd Floor Annex, 
G. M. Bldg., Detroit 2, Mich. 

Warwick Mfg. Corp., 4640 W. Harri- 
son St., Chicago 44, III. 

Watterson Radio Mfg. Corp., 2700 
Swiss Ave., Dallas 1, Texas. 

Wells-Gardner & Co., 2701 N. Kildare 
Ave., Chicago 39, Ill. 


COMBINATION (a-m only, 
with record player) 


Admiral Corp., 3800 Cortland St., Chi- 
cago 47, Ill. 

Air King Products Co., 170-53rd St., 
Brooklyn 32, N. Y. 

Alamo Electronics Corp., 105 W. 
Romana St., San Antonio 1, Texas. 

American Communications Corp., 306 
Broadway, New York 7, N. Y. 

Andrea Radio Corp., 27-01 Bridge 
Plaza North, Long Island City 1, 
N. Y. 

Autocrat Radio Co., 3855 N. Hamilton 
Ave., Chicago 18, IIl. 
Automatic Radio Mfg. Co., Inc., 122 
Brookline Ave., Boston 15, Mass. 
Belmont Radio Corp., 5921 W. Dick- 
ens Ave., Chicago 39, IIl. 

Bendix Radio Div., Bendix Aviation 
Corp, Baltimore 4, Md. 

Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Calbest Engrg. & Electronics Co., 828 
N. Highway Ave., Los Angeles 38, 
Calif. 

California Pacific Electronics Inc., 16 
Lyndon Ave., Los Gatos, Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, IIl. 

Continental Electronics Ltd., 252 
Norman Ave., Brooklyn 22, N. Y. 
Coronet Radio & Television Corp., 500 
West 52nd St., New York 19, N. Y. 
Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnati 25, Ohio. 
Detrola Radio Div., International 
Detrola Corp., 1501 Beard Ave., 

Detroit 9, Mich. 

DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City 1, N. Y. 

Electromatic Mfg. Corp., 88 Univer- 
sity Place, New York 3, N. Y. 

Electronic Corp. of America, 353 West 
48th St., New York 19, N. Y. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave, New York 11, 
m. Be 

Espey Mfg. Co. Inc., 528 East 72nd 
St., New York 21, N. Y. 

Fada Radio & Electric Co. Ine., 525 
Main 8t., Belleville, N. J. 
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CLASSIFIED DIRECTORY OF RADIO 


COMBINATION (a-m only, 
with record player)—Cont. 


Farnsworth Television & Radio Corp 
3700 E. Pontiac St., Ft. Wayne 1, 
Ind 

Five Star Radio Co., 416-18 Broad 
way, Cambridge 38, Mass 

Garod Radio Corp., 70 Washington 
St., Brooklyn 1, N. 

General Electric Co., 
Park, Syracuse, N. Y. 

General Television & Radio Corp., 
2701 N. Lehmann Court, 
14, Ill 

Gilfillan Bros., Inc., 1815 Venice Blvd., 
Los Angeles 6, Calif. 

Globe Electronics, Inc., 225 West 17th 
St., New York 11, N. Y. 

Harris Mfg. Co., 2422 W. Seventh St., 
Los Angeles 5, Calif. 
lype) 

Hoffman Radio Corp., 3761 S. Hill St 
Los Angeles 7, Calif 

Howard Radio Co. 1735 
Ave., Chicago 13, Ill 

laMagna Mfg. Co., Inc., 51 Clintor 
Place, East Rutherford, N. J 

Magnavox Co., Fort Wayne 4, Ind 

Majestic Radio & Television Corp 
Elgin, Ill 

Meck Industries Inc., John, Plymouth 
Ind 

Mi-Radio Corp., 4425 Lorain Ave., 
Cleveland 13, Ohio 

Minerva Corp. of America, 238 Wil- 
liam St., New York 7, N. Y. 

Monitor Equipment Corp., 640 West 
249th St.. New York 63, N. Y. 

Motorola Inc., 4545 Augusta Blvd., 
Chicago 5], Ill. 

Olympic Radio & Television Inc., 34-01 
38th Ave., Long Island City 1, N. Y. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

Phileo Corp., 7 ioga & C Sts., 
delphia 34, Pa. 

RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Ray Energy Corp., 32 West 22nd St., 
New York 10, N. Y. 

Remler Co. Ltd., 2101 Bryant St., San 
Francisco 10, Calif. 

Sentinel Radio Corp., 2100 Dempster 
St., Evanston, Il. 

Setchell Carlson, Inc., 2233 University 
Ave., St. Paul 4, Minn. 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, Il. 

Stewart-Warner Corp., 1826 Diversey 
Blvd., Chicago 14, IIl. 

Stromberg-Carlson Co., 100 Carlson 
Road, Rochester 3, N. Y. 

Symphonic Radio & Electronic Corp., 
292-298 Main St., Cambridge 42, 
Mass 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tele-tone Radio & Television, 540 
West 58th St., New York 19, N. Y. 
Templetone Radio Mig. Corp., New 
London, Conn. 

Trav-ler Radio Corp., 571 W. Jack- 
son Blvd., Chicago 6, Il. 

United Motors Service Div., General 
Motor Corp., 3rd Floor Annex, 
G. M. Bldg., Detroit 2, Mich. 

Warwick Mfg. Corp., 4640 W. Harri- 
son St ‘. Chicago 44, lll 

Watterson Radio Mfg. Corp., 2700 
Swiss Ave., Dallas 1, Texas. 

Wells-Gardner & Co., 2701 N. Kildare 
Ave., Chicago 39, Ill 

Westinghouse Electric Corp., Sunbury, 
Pa 

Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago 39, Ill 


Electronics 


Chicago 


(Luggage 


' 
Belmont 


Phila- 
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COMBINATION 


(a-m_ only, 
with record - player, and 
home recorder) 

Air King Products Co., 170-53rd St., 
Brooklyn 32, N. Y. 

Audar Inc., Argos, Ind 

Audio Industries, Michigan City, Ind. 
( Portable) 

Automatic Radio Mfg. Co., Inc., 122 
Brookline Ave., Boston 15, Mass 
Bowers Battery & Spark Plug Co., 

P. O. Box 1262, Reading, Pa. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, Ill. 

Emerson Radio & Phonograph Corp., 
lll Eighth Ave, New York 11, 
N. Y. 

Espey Mfg. Co., Inc., 528 East 72nd 
St., New York 21, N. Y. 

Five Star Radio Co., 416-18 Broad 
way, Cambridge 38, Mass. 

Hoffman Radio Corp., 3761 S. Hill St., 
Los Angeles 3 Calif 

Howard Radio Co., 1735 Belmont 
Ave., Chicago 13, IIl. 

Majestic Radio & Television Corp., 
Elgin, Ill 

Packard-Bell Co., 3443 
Blvd., Los Angeles 5, Calif. 

Ray Energy Corp., 32 West 22nd 
Street, New York 10, N. Y 

Remler Co. Ltd., 2101 Bryant St., San 
Francisco 10, Calif. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

VIZ Sales Corp., 335 E. Price St., 
Philadelphia 44, Pa. 

Wilcox-Gay Corp., Charlotte, Mich 


Wilshire 


PORTABLE RADIOS 


\dmiral Corp., 3800 Cortland St., Chi- 
cago 47, Ill. 

Air King Products Co., 170-53rd St., 
Brooklyn 32, N. Y. 

Alamo Electronics Corp., 105 W. 
Romana St., San Antonio 1, Texas. 
(battery & electric) 

Andrea Radio Corp., 27-01 Bridge 
Plaza North, Long Island City 1, 
N. Y. 

Automatic Radio Mfg. Co., Inc., 122 
Brookline Ave., Boston 15, Mass. 
Belmont Radio Corp., 5921 W. Dick- 

ens Ave., Chicago 39, IIl. 

Bendix Radio Div., Bendix Aviation 
Corp., Baltimore 4, Md. 

Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Caltron Co. 1406 S 
Los Angeles 6, Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, Ill. 

Coronet Radio & Television Corp., 500 
West 52nd St., New York 19, N. Y 
Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnati 25, Ohio. 
Delco Radio Div., General Motors 

Corp., Kokomo, Ind. 

Detrola Radio Div., International 
Detrola Corp., 1501 Beard Ave., 
Detroit 9, Mich. 

DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City 1, N. Y. 
Electronic Corp. of America, 353 West 

48th St.. New York 19, N. Y. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave, New York 11, 
N. ¥ 

spey Mfg. Co., Inc., 528 East 72nd 
St., New York 21, N. Y. 

Fada Radio & Electric Co., Inc., 525 
Main St., Belleville, N. J. 

Farnsworth Television & Radio Corp., 


Hobart Blvd., 


AND TELEVISION MANUFACTURERS 


3700 E. Pontiac St., Ft. Wayne 1, 
Ind 

Garod Radio Corp., 70 Washington 
St., Brooklyn 1, N. Y. 

General Electric Co., Electronics Park, 
Syracuse, N. Y. 

General Television & Radio Corp., 
2701 N. Lehmann Court, Chicago 14, 
Iil. 

Gilfillan Bros. Inc., 1815 Venice Blvd., 
Los Angeles 6, Calif. 

Globe Electronics Inc., 225 West 17th 
St., New York 11, N. Y. 

Hoffman Radio Corp., 3761 S. Hill St., 
Los Angeles 7, Calif. 

Howard Radio Co., 1735 Belmont 
Ave., Chicago 13, IIl. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 

LaMagna Mfg. Co., Inc., 51 Clinton 
Place, East Rutherford, N. J. 

Laurehk Radio Mfg. Co., 3927 Monroe 
Ave., Wayne, Mich. 

Majestic Radio & Television Corp., 
Elgin, Ill. 

Marco Industries Co., 245-A S. Bev- 
erly Drive, Beverly Hills, Calif. 
Maritime Radio Corp., 24 Whitehall 

St., New York 4, N. Y. 

Meck Industries, Inc., John, Plymouth, 
Ind. 

Minerva Corp. of America, 238 Will- 
iam St., New York 7, N. Y. 

Monitor Equipment Corp., 640 West 
249th St., New York 63, N. Y. 

Motorola Inc., 4545 Augusta Blvd., 
Chicago 51, Ill. 

National Union Radio Corp., 350 Scot- 
land Road, Orange, N. J. 

Noblitt-Sparks Industries, Inc., Co- 
lumbus, Ind. 

Olympic Radio & Television ‘Inc., 
34-01 38th Ave., Long Island City 1, 
N. Y. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

Philco Corp., Tioga & C Sts., Phila 
delphia 34, Pa. 

Pilot Radio Corp., 37-06 36th St., Long 
Island City 1, N. Y. 

RCA Victor Div., Radio Corp. of 
\merica, Camden, N. J. 

Radio Development & Research Corp., 
26 Cornelison Ave., Jersey City 4, 
N. J. (pocket book) 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Ray Energy Corp., 32 West 22nd St., 
New York 10, N. Y. 

Regal Electronics Corp., 603 West 
130th St., New York 27, N. Y. 

Remler Co., Ltd., 2101 Bryant St., San 
Francisco 10, Calif. 

Sentinel Radio Corp., 2100 Dempster 
St., Evanston, IIl. 

Setchell Carlson Inc., 2233 University 
Ave., St. Paul 4, Minn. 

Signal Electronics Inc., 114 East 16th 
| a New York > N. , 3 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, Ill. 

Sparks - Withington Co., Jackson, 
Mich 

Stewart-Warner Corp., 1826 Diversey 
Blvd., Chicago 14, Ill. 

Stromberg-Carlson Co., 100 Carlson 
Road, Rochester 3, N. Y. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tele-tone Radio & Television, 540 
West 58th St., New York 19, N. Y. 

Templetone Radio Mfg. Corp., New 
London, Conn. 

Trav-ler Radio Corp., 571 W. Jackson 
Blvd., Chicago 6, Il. 

United Motors Service Div., Gen- 
eral Motors Corp., 3rd Floor Annex, 
G. M. Bldg., Detroit 2, Mich. 

Warwick Mfg. Corp., 4640 W. Harri- 
son St., Chicago 44, II. 


SEPTEMBER 15, 


Watterson Radio Mfg. Cor p., 
Swiss Ave., Dallas 1, Texas. 
Wells-Gardner & Co., 2701 N. ki 
Ave., Chicago 39, Ill. 

Western Mig. & Supply Co., Inc., 1409 
West 22nd St., Kearney, Neb: 

Westinghouse Electric Corp., Sunbury 
Pa. 

Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago 39, IIl. 


2/0 


POCKET-PORTABLE 


Air King Products Co., Inc., 170-53rd 
St., Brooklyn 32, N. Y. 

Alamo Electronics Corp., 105 W 
Romana St., San Antoni. 1, Texas 
(battery only) 

Automatic Radio Mfg. Co., Inc., 122 
3rookline Ave., Boston 15, Mass 
(personal portable “Tom Thumb”) 

Belmont Radio Corp., 5921 W. Dick 
ens Ave., Chicago 39, II. 

Sowers Battery & Spark Plug Co, 
P. O. Box 1262, Reading, Pa. 

Concord Radio Corp., 901 W. Jacksor 
Blvd., Chicago 7, Ill. 

I:merson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, 
oe 

Fada Radio & Electric Co., Inc., 525 
Main St., Belleville, N. J. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 
La Magna Mfg. Inc., 51 Clinton Plac« 

East Rutherford, N. J. 

Laurehk Radio Mfg. Co., 3927-31 
Monroe Ave., Wayne, Mich. 

Marco Industries Co., 245-A S. Bev- 
erly Drive, Beverly Hills, Calif. 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meck Industries, Inc., John, Plymouth 
Ind. 

Mi-Radio Corp., 4425 Lorain Ave., 
Cleveland 13, Ohio. (battery) 

Minerva Corp. of America, 238 Wil 
liam St., New York 7, N. Y. 

Motorola Inc., 4545 Augusta Blvd 
Chicago 51, IIL. 

Olympic Radio & Telev. Inc., 34-01 
38th Ave., Long Island City 1, N. Y 

Radio Wire Television Inc., 100 Sixth 
Ave., New York 13, N. Y. 

RCA Victor Div., Radio Corp. ot! 
America, Camden, N. J. 

Regal Electronics Corp., 603 West 
130th St., New York 27, N. Y. 

Signal Electronics Inc., 114 East 106t! 
St., New York 3, N. Y. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif 

Templetone Radio Mfg. Corp., New 
London, Conn. 

United Motors Service Div., General 
Motors Corp., 3rd floor Annex 
G. M. Bldg., Detroit 2, Mich. 

Warwick Mfg. Corp., 4640 W. Harri 
son St., Chicago 44, IIl. 

Watterson Radio Mfg. Corp., 2700 
Swiss Ave., Dallas 1, Texas. 

Western Mfg. & Supply Co., Inc., 1400 
West 22nd St., Kearney, Nebr. 

Zenith Radio Corp., 6001 W. Dick- 
ens Ave., Chicago 39, Ill. (“Per- 
sonal” not pocket size) 


TABLE MODELS 
(a-m and f-m) 


\ir King Products Co., 170-53rd St 
Brooklyn 32, a 2 

Belmont Radio Corp., 5921 W. Dick- 
ens Ave., Chicago 39, IIl. 

Bendix Radio Div., Bendix Aviation 
Corp., Baltimore 4, Md. 


1948—ELECTRICAL MERCHANDISING 
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IDISING 


CLASSIFIED DIRECTORY OF RADIO AND TELEVISION MANUFACTURERS 


TABLE MODELS 
(a-m and f-m)—Cont. 


Bowers Battery & Spark Plug Co. 
P. O. Box 1262, Reading, Pa. 

ralbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd. 7, Chicago, III. 

Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnati 25, Ohio 

Delco Radio Div., General Motors 
Corp., Kokomo, Ind. 

Detrola Radio Div., International 
Detrola Corp., 1501 Beard Ave., 
Detroit 9, Mich. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, 
N. Y. 

Espey Mfg. Co., Inc., 528 East 72nd 
St. New York 21, N. Y. 

Fada Radio & Electric Co., Inc., 525 
Main St., Belleville, N. J. 

Farnsworth Telev. & Radio Corp., 
3700 E. Pontiac St., Fort Wayne 1, 
[nd. 

General Electric Co., Electronics Park, 
Syracuse, N. Y. 

Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, Ill. 

Howard Radio Co., 1735 Belmont 
Ave., Chicago 13, Ill. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 
LaMagna Mfg. Co. Inc., 51 Clinton 

Place, East Rutherford, N. J. 

Majestic Radio & Television Corp., 
Elgin, Il. 

Maritime Radio Corp., 24 Whitehall 
St, New York 4, N. Y. 

Meck Industries Inc., John, Plymouth 
Ind. 

Minerva Corp. of America, 238 Wil- 
liam St.. New York 7, N. Y. 

Motorola Inc., 4545 Augusta Blvd.. 
Chicago 51, IIl. 

National Co. Inc., 61 Sherman St., 
Malden 48, Mass. 

Noblitt-Sparks Industries, Inc., Co- 
lumbus, Ind. 

Olympic Radio & Television Inc., 34- 
01 38th Ave., Long Island City 1, 
a os 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. 

Pilot Radio Corp., 37-06 36th St., Long 
Island City 1, N. Y. 

RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Regal Electronics Corp., 603 West 
130th St., New York 27, N. Y. 

Remler Co., Ltd., 2101 Bryant St., 
San Francisco 10, Calif. 

Sentinel Radio Corp., 2100 Dempster 
St., Evanston, Il. 

Signal Electronics Inc., 114 East 16th 
St.. New York 3, N. Y. 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, Ill. 

Sparks-Withington Co., Jackson, 
Mich. 

Stewart-Warner Corp., 1826 Diversey 
sivd., Chicago 14, IIl. 

‘tromberg-Carlson Co., 100 Carlson 
Road, Rochester 3, N. Y. 

symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tele-tone Radio & Television, 540 
West 58th St., New York 19, N. Y. 

Templetone Radio Mfg. Corp., New 
London, Conn. 

United Motors Service Div., General 
Motors Corp., 3rd Floor Annex, 
G. M. Bldg., Detroit 2, Mich. 


tLECTRICAL MERCHANDISING—SEPTEMBER 


Watterson Radio Mfg. Corp., 2700 
Swiss Ave., Dallas 1, Texas 

Wells-Gardner & Co., 2701 N. Kildare 
Ave., Chicago 39, II. 

Westinghouse Electric Corp., Sun- 
bury, Pa. 

Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago 39, II. 


CONSOLE MODELS 


(a-m and f-m) 


Air King Products Co., Inc., 170 53rd 
St., Brooklyn 32, N. Y. 

Ansley Radio & Television Inc., 41 
St. Joes Ave., Trenton 9, N. J. 
Bowers Battery & Spark Plug Co., 

P. O. Box 1262, Reading, Pa. 

Brunswick-Radio & Television Inc., 
244 Madison Ave., New York 16, 
N. Y. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, Ill. 

Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnati 25, Ohio 
Detrola Radio Div., International 
Detrola Corp., 1501 Beard Ave., De- 

troit 9, Mich. 

DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City 1, N. Y. 

Electronic Corp. of America, 353 West 
48th St., New York 19, N. Y. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave, New York 11, 
N. Y. 

Espey Mfg. Co., Inc., 528 E. 72nd St., 
New York 21, N. Y. 

Fada Radio & Electric Co., Inc., 525 
Main St., Belleville, N. J. 

Gilfillan Bros., Inc., 1815 Venice Blvd., 
Los Angeles 6, Calif. 

Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, IIl. 

Howard Radio Co. 1735 Belmont 
Ave., Chicago 13, IIl. 

Majestic Radio & Television Corp 
Elgin, Ill. 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Midwest Radio & Telev. Corp., 909 
Broadway, Cincinnati 2, Ohio 

Minerva Corp. of America, 238 Wil- 
liam St., New York 7, N. Y. 

Motorola, Inc., 4545 Augusta Blvd., 
Chicago 51, Il. 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Remler Co. Ltd., 2101 Bryant St., San 

Francisco 10, Calif. 

Sentinel Radio Corp., 2100 Dempster 
St., Evanston, IIl. 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, IIl. 
Stewart-Warner Corp., 1826 Diversey 

Blvd., Chicago 14, Il. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Templetone Radio Mfg. Corp., New 
London, Conn. ‘ 

Watterson Radio Mfg. Corp., 2700 
Swiss Ave., Dallas 1, Texas. (also 
with record player) 

Wells-Gardner & Co., 2701 N. Kidar« 
Ave., Chicago 39, III. 

Westinghouse Electric Corp., Sun- 
bury, Pa. 


COMBINATION (a-m and 
f-m, with record player) 
Admiral Corp., 3800 Cortland St., Chi- 

cago 47, Ill. 
Air King Products Co. Inc., 170-53rd 
St., Brooklyn 32, N. Y. 


15, 1948 


Airadio Inc., Melrose Ave. & Barry 
P1., Stamford, Conn. 

Ansley Radio & Television Inc., 41 St. 
Joes Ave., Trenton 9, N. J. 

Belmont Radio Corp., 5921 W. 
Dickens Ave., Chicago 39, Ill. 
Sendix Radio Div., Bendix Aviation 
Corp., Baltimore 4, Md. 

Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Brunswick-Radio & Television Inc., 
244 Madison Ave., New York 16, 
| eS 2 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, Ill. 

Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnati 25, Ohio 

Delco Radio Div., General Motors 
Corp., Kokomo, Ind. 

Detrola Radio Div., International De- 
trola Corp., 1501 Beard Ave., De- 
troit 9, Mich. 

DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City 1, N. Y. 
Electronic Corp. of America, 353 
West 48th St., New York 19, N. Y. 
Emerson Radio & Phonograph Corp., 
111 Eighth Ave. New York 11, 

N. Y. 

Espey Mfg. Co., Inc., 528 East 72nd 
St., New York 21, N. Y. 

Fada Radio & Electric Co., Inc., 525 
Main St., Belleville, N. J. 

Farnsworth Television & Radio Corp., 
3702 E. Pontiac St., Ft. Wayne 1, 
Ind. 

Federal Recorder Co., Div. of C. G. 
Conn. Ltd., 630 S. Wabash Ave., 
Chicago 5, Ill. 

Fisher Radio Corp., 41 East 47th St., 
New York 17, N. Y. 

Freed Radio Corp., 200 Hudson St., 
New York 13, N. Y. 

Garod Radio Corp., 70 Washington 
St., Brooklyn 1, N. Y. 

General Electric Co., Electronics Park, 
Syracuse, N. Y. 

Gilfillan Bros., Inc., 1815 Venice Blvd., 
Los Angeles 6, Calif. 

Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, IIl. 

Hoffman Radio Corp., 3761 S. Hill 
St., Los Angeles 7, Calif. 

Howard Radio Co., 1735 Belmont 
Ave., Chicago 13, Ill. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 

Magnavox Co., Ft. Wayne 4, Ind. 

Majestic Radio & Television Corp., 
Elgin, Ill. 

Maritime Radio Corp., 24 Whithall 
St., New York 4, N. Y. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Meissner Mfg. Div., Maguire Indus- 
tries, Inc., Mt. Carmel, III. 

Midwest Radio & Telev. Corp., 909 
3roadway, Cincinnati 2, Ohio (& 
short wave) 

Minerva Corp. of America, 238 Wil- 
liam St., New York 7, N. Y. 

Motorola, Inc., 4545 Augusta Blvd., 
Chicago 51, IIl. 

Olympic Radio & Telev. Inc., 34-01 
38th Ave., Long Island City 1, N. Y. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. 

Pilot Radio Corp., 37-06 36th St., 
Long Island City 1, N. Y. 

RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 

Radio Wire Television, Inc., 100 Sixth 

Avenue, New York 13, N. Y. 

Remler Co. Ltd., 2101 Bryant St., San 
Francisco 10, Calif. 

Scott Radio Labs., Inc., 4541 N. Rav- 
enswood Ave., Chicago 40, Ill. 


Sentinel Radio Corp., 2100 Dempster 
St., Evanston, IIL. 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, Ill. 
Sparks-Withington Co. Jackson. 

Mich. 

Stewart-Warner Corp., 1826 Diversey 
Blvd., Chicago 14, Ill. 

Stromberg-Carlson Co., 100 Carlson 
Road, Rochester 3, N. Y. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif 

Templetone’ Radio Mfg. Co., New 
London, Conn. 

United Motors Service Div., General 
Motors Corp., 3rd Floor Annex, 
G. M. Bldg., Detroit 2, Mich. 

Warwick Mfg. Corp., 4640 W. Har- 
rison St., Chicago 44, Ill. 

Watterson Radio Mfg. Corp., 2700 
Swiss Ave., Dallas 1, Texas 

Wells-Gardner & Co., 2701 N. Kildare 
Ave., Chicago 39, Ill. 

Westinghouse Electric Corp., Sunbury, 
Pa. 

Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago 39, IIl. 


COMBINATION (a-m and 
f-m, with record player, 
and home recorder) 


Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Delco Radio Div., General Motors 
Corp., Kokomo, Ind. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, 
N. Y. 

Gilfillan Bros. Inc., 1815 Venice Blvd, 
Los Angeles 6, Calif. 

Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, Ill. 

Hoffman Radio Corp., 3761 S. Hill 
St., Los Angeles 7, Calif. 

Howard Radio Co., 1735 Belmont Ave., 
Chicago 13, Ill. 

Lear, Inc., 110 Ionia Ave., Grand 
Rapids 2, Mich. 

Majestic Radio & Television Corp., 
Elgin, Ill. 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meissner Mfg. Div., Maguire Indus- 
tries, Inc., Mt. Carmel, IIl. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

Radio Wire Television Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Remler Co., Ltd., 2101 Bryant St., San 
Francisco 10, Calif. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif 

Wilcox-Gay Corp., Charlotte, Mich 


OTHER TYPES HOME 
RECEIVERS 


Airadio, Inc., Melrose Ave. & Barry 
Pl., Stamford, Conn. (table comb. 
a-m & record player) 

American Communications Corp., 306 
Broadway, New York 7, N. Y. 
(built-in wall radio, also single fre- 
quency radio) 

Andrea Radio Corp., 27-01 Bridge 
Plaza No., Long Island City 1, 
N. Y. (all models with a-m & short 
wave) 

Automatic Radio Mfg. Co., Inc., 122 
Brookline Ave., Boston 15, Mass. 
(portable camera-radio) 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. (coin-operated & novelty re- 
ceivers ) 
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CLASSIFIED DIRECTORY OF RADIO 


OTHER TYPES—Cont. 


Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnatti 25, Ohio 
(Console with 2 speed record play- 
er) 

Delco Div., Motors 
Corp., Kokomo, Ind. (personal port- 
able) 

Flush Wall Radio Co., 
Newark 5, N. J. 


General Ele 


Radio General 


58 E. Park St., 
(flush wall radio) 
tric Co., Electronics Park, 


TELEVISION, TABLE, (tele- 
vision sight and sound only) 


Ansley Radio & Television, Inc., 41 
St. Joes Ave., Trenton 9, N. J. 

Bace Television Corp., Green & Leun- 
ing Sts., South Hackensack, N. J. 

Belmont Radio Corp., 5921 W. Dickens 
Ave., Chicago 39, Ill. 

Bendix Radio Div., Bendix Aviation 
Corp., Baltimore 4, Md. 

Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Columbia Television, Inc., Receiver 
Div., Stamford, Conn. 

Concord Radio Corp., 901 W. Jackson 
Blivd., Chicago 7, Ill 

Coronet Radio & Telev. Corp., 500 
West 52nd St., New York 19, N. Y. 

DeWald Radio Mfg. Corp., 35-15 37th 
Ave., Long Island City 1, N. Y. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave, New York 11, 
N. Y 

Fada Radio & Electric Co 
Main St., Belleville, N. J 

Farnsworth Television & Radio Corp., 
3702 E. Pontiac St., Ft. Wayne 1, 
Ind 

General Electric Co., Electronics Park, 
Syracuse, N. Y. 

Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, Ill. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 

LaMagna Mfg. Co. Inc., 51 
Pl., East Rutherford, N. J. 

Magnavox Co., Fort Wayne 4, Ind. 

Majestic Radio & 
Elgin, Il. 

Marco Industries Co., 245-A S. Bev- 
erly Drive, Beverly Hills, Calif. 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meck Industries Inc., John, Plymouth, 
Ind 

Minerva Corp. of America, 238 Wil- 
liam St., New York 7, N. Y. 

Motorola Inc., 4545 Augusta 
Chicago 5], Ill. 

National Co Inc., 61 
Malden 48, Mass. 

Packard-Bell Co., 3443 Wilshire Blvd., 


Inc., 525 


Clinton 


Television Cor p., 


Blvd., 


Sherman St., 


Los Angeles 5, Calif 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa 

Pilot Radio Corp., 37-06 36th St., 


Long Island City 1, N. ¥ 
RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 
Wire Television, Inc., 100 
Sixth Ave., New York 13, N. Y. 


Radio 


Royal Television & Radio Corp., 81 
Willoughby St., Brooklyn 1, N. Y. 

Scott Radio Labs., Inc., 4541 N. Rav- 
nswood Ave., Chicago 40, Ill 
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Syracuse, N. Y. (combination am- 
fm & short wave with record player) 

Mitchell Mfg. Co., 2525 Clybourn Ave., 
Chicago 14, Ill. “Mitchell Lullaby 
bed-lamp radio” 

National Co. Inc., 61 Sherman St., 
Malden 48, Mass. (table f-m only) 

RCA Victor Div., Radio Corp., of 
America, Camden, N. J. (comb. am- 
fm short wave & record player, 
comb. a-m short wave & record 
player, table comb. a-m short wave 
& record player) 


TELEVISION 


Sentinel Radio Corp., 2100 Dempster 
St., Evanston, III. 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, IIl. 

Sparks-Withington Co., Jackson, 
Mich. 

Stewart-Warner Corp., 1826 Diversey 
Blvd., Chicago 14, III. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tele King Corp., 601 West 26th St., 
New York 1, N. Y. 

Telequip Radio Co., 1901 S. Wash- 
tenaw St., Chicago 8, Il. 

Telesonic Corp. of America, 5 West 
45th St.. New York 19, N. Y. 

Tele-tone Radio &Television, 540 West 
58th St.. New York 19, N. Y. 

Television Assembly Co., 540 Bush- 
wick Ave., Brooklyn 6, N. Y. 

Televox, Inc., 451 S. Fifth Ave., Mt. 
Vernon, N. Y. 

Templetone Radio Mig. Corp., New 
London, Conn 

Transvision Inc., 385 North Ave., New 

m 

United Motors Service Div., General 
Motors Corp., 3rd Floor Annex, 
G. M. Bidg., Detroit 2, Mich. 

United States Television Mfg. Corp., 
3 West 61st St., New York 23, N. Y. 

Watterson Radio Mfg. Co., 2700 Swiss 
Ave., Dallas 1, Texas 

Wells-Gardner Co., 2701 N. Kildare 
Ave., Chicago 39, Ill. 

Westinghouse Electric Corp., Sunbury, 
Pa. 


Roc he le, 


TELEVISION CONSOLE (sight 
and sound) 


Admiral Corp., 3800 Cortland St., Chi- 
cago 47, Ill. 

Air King Products Co., Inc., 170-53rd 
St., Brooklyn 32, N. Y. 

Ansley Radio & Television Inc., 41 
St. Joes Ave., Trenton 9, N. J. 
Belmont Radio Corp., 5921 W. Dickens 

Ave., Chicago 39, III. 
Sowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 
Brunswick-Radio & Television Inc., 
244 Madison Ave., New York 16, 
N. Y. 
albest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 
concord Radio Corp., 901 W. Jackson 
slvd., Chicago 7, Ill. 
foronet Radio & Telev. Corp., 500 
West 52nd St., New York 19, N. Y. 
merson Radio & Phonograph Corp., 
111 Eighth Ave, New York 11, 
N. Y. 
Fisher Radio Corp., 41 East 47th St., 
New York 17, N. . A 
Five Star Radio Co., 416-18 Broad- 
way, Cambridge 38, Mass. 


_ 


os 


AND TELEVISION MANUFACTURERS 


Radio Development & Research Corp., 
26 Cornelison Ave., Jersey City 4, 
N. J. (bottle, keg & lamp radios) 

Radio Wire Television Inc., 100 Sixth 
Ave., New York 13, N. Y. (comb. 
a-m & f-m, radio chassis & wire 


recorder ) 
Setchell-Carlson, Inc., 2233 University 
Ave., St. Paul 4, Minn. (comb. 


radio & inter-call system) 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, IIl. 
(bed lamp radio—a-m only) 


RECEIVERS 


Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, Ill. 

Hoffman Radio Corp., 3761 S. Hill 
St., Los Angeles 7, Calif. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 
Magnavox Co., Fort Wayne 4, Ind. 
Major Television Co., 2500 David 

Stott Bldg., Detroit 26, Mich. 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Midwest Radio & Television Corp., 
909 Broadway, Cincinnati 2, Ohio 
Minerva Corp. of America, 238 Wil- 

liam St., New York 7, N. Y. 

Motorola Inc., 4545 Augusta Blvd., 
Chicago 5], II. 

National Co., Inc., 61 Sherman St., 
Malden 48, Mass. 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. 

Pilot Radio Corp., 37-06 36th St., Long 
Island City 1, N. Y. 

RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Royal Television & Radio Corp., 81 
Willoughby St., Brooklyn 1, N. Y. 

Sentinel Radio Corp., 2100 Dempster 
St., Evanston, III. 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, IIl. 

Sparks-Withington Co. Jackson, 
Mich. 

Stewart-Warner Corp., 1826 Diversey 
Blvd., Chicago 14, Il. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tele King Corp., 601 West 26th St. 
New York 1, N. Y. 

Telesonic Corp. of America, 5 West 
45th St., New York 19, N. Y. 

Telicor Corp., 851 Madison Ave., New 
York 21, N. Y. 

Transvision Inc., 385 North Ave., New 
Rochelle, N. Y. 

United Motors Service Div., General 
Motors Corp., 3rd Floor, annex, 
G. M. Bldg., Detroit 2, Mich. 

United States Television Mfg. Corp., 
3 West 6lst St., New York 23, N. Y. 

Watterson Radio Mfg. Corp., 2700 
Swiss Ave., Dallas 1, Texas 

Wells-Gardner & Co., 2701 N. Kildare 
Ave., Chicago 39, Ill. 

Westinghouse Electric Corp., Sunbury, 
Pa. 


TELEVISION, CONSOLE (with 
a-m broadcast-band radio) 


Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 
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Sparks-Withington Co, Ja 
Mich. (farm set—table model with 
battery ) 

Wells-Gardner & Co., 2701 N. Kildare 
Ave., Chicago 39, II. (automobil. 
radio) 

Western Mfg. & Supply Co., In 
1400 West 22nd St., Kearney, Nebr 
(miniature radio) 

Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago 39, Ill. (chairside 
with am-fm record player) 


Coronet Radio & Telev. Corp., 5 
West 52nd St., New York 19, N.Y. 

Emerson Radio & Phonograph Corp, 
111 Eighth Ave. New York 11, 
| ae A 

General Electric Co., Electronics Park, 
Syracuse, N. Y. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 
Magnavox Co., Fort Wayne 4, Ind. 
Marco Industries Co., 245A S. Beverly 

Drive, Beverly Hills, Calif. 
Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 
Meck Industries Inc., John, Plymouth, 
Ind. 
Midwest Radio & Telev. Corp., 99 
Broadway, Cincinnati 2, Ohio 
Royal Television & Radio Corp., 81 
Willoughby St., Brooklyn 1, N. Y. 

Stewart-Warner Corp., 1826 Diversey 
Blvd., Chicago 14, IIl. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif 

Tele King Corp., 601 West 26th St, 
New York 1, N. Y. 

Telesonic Corp. of America, 5 West 
45th St., New York 19, N. Y. 

Transvision Inc., 385 North Ave., New 
Rochelle, New York 


— 


TELEVISION COMBINATION 
(with a-m_ broadcast-band 
radio and record player) 


Bowers Battery & Spark Plug Co, 
P. O. Box 1262, Reading, Pa. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Coronet Radio & Telev. Corp. 50 
West 52nd St., New York 19, N. Y. 

Emerson Radio & Phonograph Corp. 
111 Eighth Ave. New York ll, 
| a - 
Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 
Magnavox Co., Fort Wayne 4, Ind 
Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Midwest Radio & Telev. Corp. 909 
Broadway, Cincinnati 2, Ohio 

Motorola Inc., 4545 Augusta Blvd, 
Chicago 51, II. 

Packard-Bell Co., 3443 Wilshire Blvd. 
Los Angeles 5, Calif. 

Royal Television & Radio Corp., 81 
Willoughby St., Brooklyn 1, N. Y. 

Sparks-Withington Co., Jackson, 
Mich. 

Stewart-Warner Corp., 1826 Diversey 
Bivd., Chicago 14, III. 

Symphony Radio & Telev. Corp., 250 
S. Spring St., Los Angeles 12, Calit 

Telesonic Corp. of America, 5 West 
45th St., New York 19, N. Y. 
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Boost your sales 
with 


These lino popular types of J & H JACK ¢ HEINTZ 


Motors are now on the job in America’s shops, = 
Siemens seal hommes. . quidlly end degittildly Better electric motors 


powering more than a million machines and 
appliances. The Type Cl Split-Phase Motor 
(left) powers easy-to-start applications such as 
blowers, fans, centrifugal pumps. The Type 

C2 Capacitor-Start Motor (right) drives compressors, reciprocating pumps, ae7) Starters 


process machines and other hard-to-start applications. Each is the result " 


BACKED BY (eel Sim lekieel })) 


of J & H superb engineering skill and precision-production “know-how”. 
Write for full information on the J & H Motor Franchise for your area. pone ~ 
Generators craft 


Eisemann Inverters 
Magnetos 


JACK & HEINTZ JH PRECISION INDUSTRIES, INC., Cleveland 1, Ohio 
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CLASSIFIED DIRECTORY OF RADIO AND TELEVISION MANUFACTURERS 


TELE COMB. (with a-m radio 
and record player)—Cont. 


Templetone Radio Mfg. Co., New 
London, Conn. 
Transvision Inc., 385 Nort! 


Rochelle, N. Y. 


\ve., New 


TELEVISION COMBINATION 
(with a-m radio, record- 
player and home recorder) 


Bowers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave, New York lI, 
N. Y. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Telesonic Corp. of America, 5 West 
45th St., New York 19, N. Y 


TELEVISION, CONSOLE (with 


am-fm radio) 


Andrea Radio Corp., 27-01 Bridge 
Plaza No., Long Island City 1, 
N. Y. 

Ansley Radio & Television Inc., 41 St. 
Joes Ave., Trenton 9, N. J 

3owers Battery & Spark Plug Co., 
P. O. Box 1262, Reading, Pa. 

Coronet Radio & Telev. Corp., 500 
West 52nd St., New York 19, N. Y. 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave, New York 11, 
a 

Farnsworth Telev. & Radio Corp., 
3702 E. Pontiac St., Fort Wayne 1, 
Ind. 

Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, IIl. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 

Magnavox Co., Fort Wayne 4, Ind. 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Midwest Radio & Telev. Corp., 909 
Broadway, Cincinnati 2, Ohio 

Motorola Inc., 4545 Augusta Blvd., 
Chicago 51, IIL. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif 

Pilot Radio Corp., 37-06 36th St., 
Long Island City 1, N. Y 

RCA Victor Div., Radio Corp. of 
America, Camden, N. J 

Royal Telev. & Radio Corp., 81 Wil- 
loughby St., Brooklyn 1, N. Y. 

Sightmaster Corp., New Rochelle, 
N. Y. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tele King Corp., 601 West 26th St., 

New York 1, N. Y 

Telesonic Corp. of America, 5 West 

45th St., New York 19, N. Y. 

Transvision Inc., 385 North Ave., New 
Rochelle, N. Y. 

United States Television Mfg. Corp., 
3 West 6lst St.. New York, 23, 
N. Y. 

Wells-Gardner & Co., 2701 N. Kil- 
dare Ave., Chicago 39, Ill. 


TELEVISION COMBINATION 
(with a-m and f-m radio, 
and record player) 


Admiral Corp., 3800 Cortland St., Chi- 
cago 47, Ill. 
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Air King Products Co. Inc., 170 53rd 
St., Brooklyn 32, N. Y. 

Andrea Radio Corp., 27-01 Bridge 
Plaza No., Long Island City 1, N. Y 

Ansley Radio & Television Inc., 41 St 
Joes Ave., Trenton 9, N. J. 

Belmont Radio Corp., 5921 W. Dickens 
Ave., Chicago 39, IIl. 

Bendix Radio Div., Bendix Aviation 
Corp., Baltimore 4, Md. 

Brunswick-Radio & Television, Inc., 
244 Madison Ave., New York 16, 
| 4 

Coronet Radio & Telev. Corp., 500 
West 52nd St., New York 19, N. Y. 

Crosley Div., Aveo Mfg. Corp., 1329 
Arlington St., Cincinnati 25, Ohio. 

DuMont Laboratories, Inc., Allen B., 
515 Madison Ave., New York 22, 
N. Y. (console model also with short 
wave ) 

Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, 
N. Y. 

Farnsworth Television & Radio Corp., 
3702 E. Pontiac St., Ft. Wayne 1, 
Ind. 

Fisher Radio Corp., 41 East 47th St. 
New York 17, N. Y. 

Freed Radio Corp., 200 Hudson St., 
New York 13, N. Y. 

Garod Radio Corporation, 70 Wash- 
ington St., Brooklyn 1, N. Y. 

General Electric Co., Electronics Park, 
Syracuse, N. Y. 

Gilfillan Bros., Inc., 1815 Venice Blvd., 
Los Angeles 6, Calif. 

Hallicrafters Co., 4401 W. Fifth Ave., 
Chicago 24, Ill. 

Hoffman Radio Corp., 3761 S. Hill 
St., Los Angeles 7, Calif. 

Howard Radio Co., 1735 Belmont 
Ave., Chicago 13, IIl. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 

Magnavox Co., Fort Wayne 4, Ind. 

Maritime Radio Corp., 24 Whitehall 
St.. New York 4, N. Y. 

Midwest Radio & Telev. Corp. 909 
Broadway, Cincinnati 2, Ohio. (and 
short wave) 


Motorola Inc., 4545 Augusta Blvd., 
Chicago 51, Ill. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Royal Telev. & Radio Corp., 81 Wil- 
loughby St., Brooklyn 1, N. Y. 

Sparks-Worthington Co., Jackson, 
Mich. 

Stewart-Warner Corp., 1826 Diversey 
Blvd., Chicago 14, IIl. 

Stromberg-Carlson Co., 100 Carlson 
Road, Rochester 3, N. Y. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tele King Corp., 601 West 26th St., 
New York 1, N. Y. 

Telesonic Corp. of America, 5 West 
45th St., New York 19, N. Y. 

Telicor Corp., 851 Madison Ave., New 
York 21, N. Y. 

Transvision Inc., 385 North Ave., New 
Rochelle, N. . 3 

United States Television Mfg. Corp., 
3 West 61st St., New York 23, N. Y. 

Univox Co., 83 Murry St., New York 
7, N. Y. 

Wells-Gardner & Co., 2701 N. Kil- 


dare Ave., Chicago 39, IIl. 


TELEVISION COMBINATION 
(with a-m and f-m radio, 
record player and home re- 
corder) 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, 
N. Y. 

Howard Radio Co., 1735 Belmont 
Ave., Chicago 13, Ill. 

Maritime Radio Co., 24 Whitehall St., 
New York 4, N. Y. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 


Radio Wire Television, Inc., 100 Sixt 
Ave., New York 13, N. Y. 

Symphony Radio & Telev. Corp., 239 
S. Spring St., Los Angeles 12, Calis 

Telesonic Corp., of America, 5 Wes 
45th St., New York 19, N. Y. 


OTHER TYPES TELEVISION 


Andrea Radio Corp., 27-01 Bridge 
Plaza No., Long Island City 1, N.Y 
table with am-fm) 

Bace Television Corp., Green & Leun- 
ing Sts., South Hackensack, N. J 
(club type) 

Crosley Div., Avco Mfg. Corp., 1329 
Arlington St., Cincinnati 25, Ohio 
(table model with f-m radio) 

Du Mont Laboratories Inc., Allen B, 
515 Madison Ave., New York 22 
N. Y. (table model, also console 
comb. with short wave & record 
player) 

Garod Radio Corp., 70 Washington 
St., Brooklyn 1, N. Y. (table mode! 
with am-fm.) 

General Electric Co., Electronics Park, 
Syracuse, N. Y. (table with am-fm 
comb. am-fm. shortwave & record 
player) 

Pioneer Telescreen, 282 West 25th St. 
New York 1, N. Y. (table model 
with fm radio) 

RCA Victor Div., Radio Corp., of 
America, Camden, N. J. (Console 
am-fm, short wave & record player) 

Remington Radio Corp., 80 Main St. 
White Plains, N. Y. (console with 
f-m radio) 

Sightmaster Corp., 220 Fifth Ave., 
New York 1, N. Y. (table f-m sight 
& sound) 

Stromberg-Carlson Co., 100 Carlson 
Rd., Rochester 3, N. Y. (table model 
also console model with f-m radio) 

Television Asembly Co., 540 Bush- 
wick Ave., Brooklyn 6, N. Y. (table 
model with f-m radio, also console 
with f-m radio) 


RECORD PLAYERS 


MECHANICAL TYPE (without 
electronic amplifier) 


Alamo Electronics Corp., 105 W. 
Romana St., San Antonio 1, Texas. 
Audio Industries, Michigan City, Ind 
Autocrat Radio Co., 3855 N. Hamilton 

Ave., Chicago 18, Ill. 

Beam Radionics Corp., 3700 W. Roose- 
velt Rd., Chicago 24, IIl. 

Boetsch Bros., 221 East 144th St., New 
York 51, N. Y. 

Detrola Radio Div., International 
Detrola Corp., 1501 Beard Ave., 
Detroit 9, Mich 

Fada Radio & Electric Co., Inc., 525 
Main St., Belleville, N. J. 

Harris Mfg. Co., 2422 West Sevent! 
St., Los Angeles 5, Calif. 

Herold Mfg. Co., Inc., 3267 Third 
Ave., Bronx 56, N. Y. 

Jackson Industries, Inc., 1708 S. State 
St., Chicago 16, Ill. 

Musitron Co., Inc., 223 W. Erie St., 
Chicago 10, IIl. 

Philco Corp., Tioga & C Sts., Phila- 
delphia 34, Pa. 

*hoto Electric Co., 1509 S. Michigan 
Bivd., Chicago 5, Ill. “Picture Pho- 
nograph” 


(Home, Without Radio) 


Ray-Dyne Mfg. Corp., 141 West 24th 
St., New York 11, N. Y. 

Ray Energy Corp., 32 West 22nd St., 
New York 10, N. Y. 

Tech-Master Products Co., 123 Prince 
St., New York 12, N. Y. 

Telequip Radio Co., 1901 S. Wash- 
tenaw St., Chicago 8, Ill. 

Walton Products Co., 614 Southern 
Ohio Bank Bldg., Cincinnati 2, Ohio. 
(also children’s model ) 

Waters Conley Co., Rochester, Minn. 

Webster-Chicago Corp. 5610 W. 
Bloomingdale Ave., Chicago 39, IIl. 

Western Mfg. & Supply Co., Inc., 1400 
West 22nd St., Kearney, Nebr. 
( Juvenile) 


ELECTRONIC TYPE 


Admiral Corp., 3800 Cortland St., Chi- 
cago 47, Ill. 

Alamo Electronics Corp., 105 W. 
Romana St., San Antonio 1, Texas. 

Audar, Inc., Walnut & Maple Sts., 
Argos, Ind. 

Audio Industries, Michigan City, Ind. 

Autocrat Radio Co., 3855 N. Hamilton 
Ave., Chicago 18, II. 


SEPTEMBER 15, 


Beam Radionics Corp., 3200 W. Roose- 
velt Rd., Chicago 24, IIl. 

Bell Sound Systems, Inc., Columbus 7, 
Ohio. 

Boetsch Bros., 221 East 144th St., New 
York 51, N. Y. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Califone Corp., 1041 N. Sycamore 
Ave., Hollywood 38, Calif. 

California Pacific Electronics, Inc., 16 
Lyndon Ave., Los Gatos, Calif. 

Capitol Records Inc., Sunset & Vine 
Sts., Hollywood 28, Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, Ill. 

Continental Electronics, Ltd. 252 
Norman Ave., Brooklyn 22, N. Y. 
Detrola Radio Div., International 
Detrola Corp., 1501 Beard Ave. 

Detroit 9, Mich. 

Dynavox Corp., 40-05-21st St., Long 
Island City 1, N. Y. 

Emerson Radio & Phonograph Co., 111 
Eighth Ave., New York 11, N. Y. 
Espey Mfg. Co., Inc., 528 East 72nd 

St., New York 21, N. Y. : 

Fada Radio & Electric Co., Inc., 525 

Main St., Belleville, N. J. 
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CLASSIFIED DIRECTORY OF RADIO AND TELEVISION MANUFACTURERS 


ELECTRONIC TYPE—Cont. 


Five Star Radio Co., 416-18 Broad- 
way, Cambridge 38, Mass. 

General Electric Co., Electronics Park, 
Syracuse, N. Y. (also Electronic 
Toy Record Player) 

Godfrey Mfg. Co., 171 S. Second St., 
Milwaukee 4, Wisc. 

Harris Mfg. Co., 2422 W. Seventh St., 
Los Angeles 5, Calif. (automatic 
changer ) 

Herold Mfg. Co., Inc., 3267 Third 
Ave., Bronx 56, N. Y. 

Jackson Industries Inc., 1708 S. State 
St., Chicago 16, Ill. 

Jewel Radio Corp., 583 Avenue of the 

” Americas, New York 11, N. Y. 

Magnavox Co., Fort Wayne 4, Ind. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Mi-Radio Corp., 4425 Lorain Ave., 
Cleveland 13, Ohio. 

Mills Industries Inc., 4140 Fullerton 
Ave., Chicago 39, IIl. 

Musitron Co., Inc., 223 W. Erie St., 
Chicago 10, Ill. 

National Acoustic Products Co., 120 
N. Green St., Chicago 7, IIl. 

Packard-Bell Co., 3443 Wilshire Blvd., 
Los Angeles 5, Calif. 

RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Ray-Dyne Mfg. Corp., 141 West 24th 
St. New York 11, N. Y. 

Ray Energy, 32 West 22nd St., New 
York 10, N. Y. 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, Il. 

Steelman Radio Corp., 742 E. Tremont 
Ave., Bronx 57, N. Y. 

Symphonic Radio & Electronic Corp., 
292 Main St., Cambridge 42, Mass. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tech-Master Products Co., 123 Prince 
St. New York 12, N. Y. 

Telequip Radio Co., 1901 S. Wash- 
tenaw St., Chicago 8, III. 

Tele-tone Radio & Television, 540 
West 58th St., New York 19, N. Y. 

Televox, Inc., 451 S. Fifth Ave., Mt. 
Vernon, N. Y. 

Trav-ler Radio Corp., 571 W. Jack- 
son Blvd., Chicago 6, III. 

Univox Co., 83 Murray St., New York 
7 nm. ¥. 

Waters Conley Co., Rochester, Minn. 

Watterson Radio Mfg. Corp., 2700 
Swiss Ave., Dallas 1, Texas. 

Webster-Chicago Corp., 5610 W. 
Bloomingdale Ave., Chicago 39, III. 


Western Sound & Electric Labs, Inc., 
805 S. Fifth St., Milwaukee 4, Wisc. 


WITH HOME RECORDING 


Audar Inc., Walnut & Maple Sts., 
Argos, Ind. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, III. 

Dynavox Corp., 40-05 21st St., Long 
Island City 1, N. Y. 

Emerson Radic & Phonograph Corp., 
111 Eighth Ave., New York 11, 
N. Y. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 

Lear, Inc., 110 Ionia Ave. Grand 
Rapids 2, Mich. 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Radio Wire Television Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Ray Energy Corp., 32 West 22nd St., 
New York 10, N. Y. 

Simpson Mfg. Co., Inc., Mark, 32-28 
49th St., Long Island City 3, N. Y. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Western Sound & Electric Labs. Inc., 
805 S. Fifth St., Milwaukee 4, Wisc. 

Wilcox-Gay Corp., Charlotte, Mich. 


OTHER TYPES RECORD 
PLAYERS 


Audio Industries, Michigan City, Ind. 
(portable) 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 
38, Calif. (wire & tape players) 

Detrola Radio Div., International 
Detrola Corp., 1501 Beard Ave., 
Detroit 9, Mich. (Portable electric 
& spring) 

Herold Mfg. Co., Inc., 3267 Third 
Ave., Bronx 56, N. Y. (childrens’ 
table & console) 

Pilot Radio Corp., 37-06 36th St., Long 
Island City 1, N. Y. (f-m converter- 
pilotuner ) 

Ray-Dyne Mfg. Corp., 141 West 24th 
St.. New York 11, N. Y. (kiddie 
table & console) 

Rockola Mfg. Co., 800 N. Kedzie Ave., 
Chicago 51, Ill. (coin operated) 


HOME RECORDERS 


(Without Radio) 


DISC 


\udar Inc., Walnut & Maple Sts., 
\rgos, Ind. 

Bell Sound Systems, Inc., Columbus 7, 
Ohio. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Caltron Co., 1406 S. Hobart Blvd., Los 
Angeles 6, Calif. 

Concord Radio Corp., 901 W. Jackson 

: Blvd., Chicago 7, Ill. 

Emerson Radio and Phonograph 
Corp., 111 Eighth Ave., New York 
ll, N. Y. 
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Federal Recorder, Div. C. G. Conn 
Ltd., 630 S. Wabash Ave., Chicago 
5, Ill. 

Five Star Radio Co., 416-18 Broad- 
way, Cambridge, Mass. 

Hoffman Radio Corp., 3761 S. Hill 
St., Los Angeles 7, Calif. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Presto Recording Corp., Box 500, 
Hackensack, N. J. 

Radio Wire Television Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Ray Energy Corp., 32 West 22nd St., 
New York 10, N. Y. 

Simpson Mfg. Co., Inc., Mark, 32-28- 
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49th St., Long Island City 3, N. Y. 
Speak-O-Phone Recording & Eapt. 
Co., 23 West 60th St., New York 
23, N. ¥: 
Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 
Western Sound & Electric Labs. Inc., 
805 S. Fifth St., Milwaukee 4, Wisc. 
Wilcox-Gay Corp., Charlotte, Mich. 


WIRE 


Air King Products Co., Inc., 170-53rd 
St., Brooklyn 32, N. Y. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Caltron Co., 1406 S. Hobart Blvd., Los 
Angeles 6, Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, IIl. 

Crescent Industries Inc., 4132-54 W. 
Belmont Ave., Chicago 41, III. 

Electronic Corp. of America, 353 West 
48th St., New York 19, N. Y. 

Electronic Sound Engineering Co., 
4344 W. Armitage Ave., Chicago 59, 
Ill. 

Hoffman Radio Corp., 3761 S. Hill St., 
Los Angeles 7, Calif. 

Jewel Radio Corp., 583 Avenue of the 
Americas, New York 11, N. Y. 

Lear, Inc., 110 Ionia Ave., Grand 
Rapids 2, Mich. 

Majestic Radio & Television Corp., 
Elgin, Ill. 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Meck Industries Inc., John, Plymouth, 
Ind. 

Molded Insulation Co., 335 E. Price 
St., Philadelphia 44, Pa. 

National Polytronics Inc., 2430 Atlan- 
tic Ave., Brooklyn 7, N. Y. 

Peirce Wire Recorder Corp., 1328 
Sherman Ave., Evanston, IIL. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Tech-Master Products Co., 123 Prince 
St., New York 12, N. Y. 

Televox Inc., 451 S. Fifth Ave., Mt. 
Vernon, N. Y. 


VIZ Sales Corp., 335 E. Price St., 
Philadelphia 44, Pa. 
Webster-Chicago Corp. 5610 W. 
Bloomingdale Ave., Chicago 39, IIl. 
Western Sound & Electric Labs. Inc., 
805 S. Fifth St., Milwaukee 4, Wisc. 
Wire Recording Corp. of America, 76 
Varick St., New York 13, N. Y. 


TAPE 


Brush Development Co., 3405 Perkins 
Avenue, Cleveland 14, Ohio. 

Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 

Concord Radio Corp., 901 W. Jackson 
Blvd., Chicago 7, III. 

Dormitzer Elec. & Mfg. Corp., 782 
Commonwealth Ave., Boston 15, 
Mass. 

Magnograph Corp., 5800 West Third 
St., Los Angeles 36, Calif. (Magno- 
graph multiple line “talker tape” 
recorder ) 

Maritime Radio Corp., 24 Whitehall 
St., New York 4, N. Y. 

Radio Development & Research Corp., 
26 Cornelison Ave., Jersey City 4, 
N. J. 

Radio Wire Television, Inc., 100 Sixth 
Ave., New York 13, N. Y. 

Sound Recorder & Reproducer Corp., 
5501 Wayne Ave., Phila. 44, Pa. 

Wilcox-Gay Corp., Charlotte, Mich. 


FILM 


Calbest Engrg. & Electronics Co., 828 
N. Highland Ave., Los Angeles 38, 
Calif. 


OTHER 


Air King Products Co., Inc., 170-53rd 
St., Brooklyn 32, N. Y. (portable 
wire recorder & record player, con- 
sole wire recorder, record player & 
radio comb.) 


PHONOGRAPH RECORDS 


Aim Industries, 41 Union Square, New 
York 3, N. Y. 

Audak Co., 500 Fifth Ave., New York 
18, N. Y. 

Banner Records, 1674 Broadway, New 
York 19, N. Y. 

Bibletone Inc., 354 Fourth Ave., New 
York 10, N. Y. 

Capitol Records, Inc., Sunset & Vine 
Sts., Hollywood 28, Calif. 

Code Record Co., 1291 Sixth Ave., 
New York 19, N. Y. 

Commodore Record Co., 415 Lexing- 
ton Ave., New York, N. Y. 

Coronet Records, Inc., 1450 Broadway, 
New York 18, N. Y. 

Decca Records, Inc., 50 West 57th St., 
New York 19, N. Y. 

Harmonia Records, 1328 Broadway, 
New York, N. Y. 

London Gramaphone Corp., 16 West 
22nd St., New York 10, N. Y. 

M G M Records, 701 Seventh Ave., 
New York, N. Y. 

Majestic Records, Inc., 25 West 57th 
St., New York, N. Y. 

Majestic Records, Inc., Elgin, Ill. 


Musicraft Records, Inc., 40 West 46th 
St.. New York 19, N. Y. 

National Records Co., 1841 Broadway, 
New York, N. Y. 

Pilot Radio Corp., 37-06 36th St., Long 
Island City, N. Y. 

Poinsettia, Inc., 95 Cedar Ave., Pit- 
man, N. J. 

R.C.A. Victor Div., Radio Corp. of 
America, Camden, N. J. 

Riggs & Jeffreys, Inc., 140 Glenridge 
Ave., Montclair, N. J. 

Robinson Recording Laboratories, 
2022 Sansom St., Philadelphia, Pa. 

Sonora Radio & Television Corp., 325 
N. Hoyne Ave., Chicago 12, Ill. 

Speak-O-Phone Recording & Egpt. 
Co., 23 West 60th St., New York, 
N. Y. 

Sterling Records, Inc., 7 West 46th 
St., New York, N. Y. 

Symphony Radio & Telev. Corp., 230 
S. Spring St., Los Angeles 12, Calif. 

Universal Microphone Co., Inglewood, 
Calif. 

Western Sound & Electric Labs. Inc., 
805 S. Fifth St., Milwaukee 4, Wisc. 
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Extruded (USI 8 offers you 


TRAE mane EEGISTERED US FaTENT OFFICE 


ECONOMY, SPEEDY DELIVERY, PRODUCTION SAVINGS 


Alsimag can be extruded to almost any desired cross- 
section. It can then be machined to incorporate addi- 
tional features before firing. This combination of extru- 
sion and machining often permits unusually economical 
production of components which appear highly complex. 
In many Instances these components can be designed to 
perform several functions. The result is simplified assem- 


' Oo gem 2 es 6 





bly for you. The single Alsimag component can become 
virtually a sub-assembly and the focal point of your as- 
sembly operation. Alsimag's uniformity of dimensions and 
of physical characteristics form an ideal base on which to 
build a quality product with speed and economy. Our 
engineers will be glad to offer cost saving suggestions if 
you will submit details of your design and requirements. 


ae. oe oe 2S @ 2:2 8. Bog 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5, TENNESSEE 


SALES OFFICES: ST. LOUIS, MO., 1123 Washington Ave., Tel: Garfield 4959 ¢ CAMBRIDGE, MASS., 38-8 Brattle St., Tel: Kirkland 4498 © PHILADELPHIA, PENNA. 1649 N. Broad St., Tel: Stevenson 4-2823 
MEWARK, MN. J., 671 Broad St., Tel: Mitchell 2-8159 ¢ CHICAGO, 9 S. Clinton St., Tel: Central 1721 © SAN FRANCISCO, 163 2nd. St., Tel: Douglas 2464 © LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 
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COOLERATOR Refrigerator 
Model: DU - 91. 


Selling Features: Standard model, 
provides 9.2 cu. ft. storage capacity; 
15.4 sq. ft. shelf area; all shelves 
easily accessible ; twin Crisp-O-Lators 
provide moist storage for 24 qts. fruit 
and vegetables; frozen food storage 
23.4 Ibs.; ice capacity 4 lbs. or 28 
cubes; tall bottle space on both sides 
of evaporator ; temperature control ad- 
justable to 10 positions including off; 
hermetically sealed mechanism; high- 
bake synthetic enamel finish; 3-in. 
Pneupro fiber insulation. 
Manufacturer: The Coolerator Co., 
Duluth, Minn. 

faa Merchandising, Sept. 15, 
1948 





SCHICK Shover 


Yevice: New Schick Super Electric 
shaver, 
Selling Features: New Stream-Flo 
styling—exterior designed by Ray- 
mond Loewy; new stop-start switch— 
no wheel to spin, a simple stop-start 
switch does the job so shaver need not 
be disconnected when not in use; 
double shearing head; new motor has 
‘more power without sacrificing size 
or weight; nylon rubbing blocks elimi- 
ae motor vibration; new high-speed 
il-impregnated bronze bearings on 
motor shaft furnishes smoother run- 
ting; Stay-On-Whisk-Its catch all 
tar clippings; Whisk-Its of same 
jlastic as case with a special spring- 
pivoted hinge so they remain per- 
manently attached to shaver and can- 
hot get lost; interior works almost 
entirely new--V 16 shearing head has 
Xen improved with a new buffing 
process; improved cord; new travel- 
Ng case all- metal covered in brown 
ad stamped in gold. 
Schick Colonel, single-head shaver, 
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has also been improved with a new 
3-M shearing head; new interceptor 
bar that pops up each whisker to be 
cropped clean at skin line. 
Manufacturer: Schick Inc., Stamford, 
Conn. 


Electrical Merchandising, September 
15, 1948 








K-M Heater 


Device: K-M space heater. 

Selling Features: For use in living 
room, nursery, den, bathroom; can 
also be recessed into wall as a perma- 
nent unit; no heating wires exposed; 
K-M embedded element 1650 watts, 
115 volts, a.c., only allows maximum 
radiation; moulded plastic switch 
knob; easy-to-read 4-position dial per- 
mits control of heating and fan; enamel 
finish. 

Manufacturer: Knapp-Monarch Co., 
St. Louis, Mo. 

Electrical Merchandising, September 
15, 1948 





MILLER-HARRIS Coin Meter 


Device: Coin meter for all types of 
automatic and conventional washing 
machines, driers, extractors, show 
shiners, radios, television, water heat- 
ers and other electrical services in a 
“package unit.” 

Selling Features: ABT electric slug 
rejector mechanism checks _ size, 
weight, metallic content and hardness 
of coin, protecting from slugs; Tele- 
chron motor and gearing provides ac- 
curacy of timing; contact mechanism 
is rated to handle 30 amps.; electrical 
interlock system provides protection 
against loss of coin due to current in- 
terruption—free operation or multiple 
operation on one coin impossible; en- 
tire unit housed in steel case with coin 
vault and coin chutes; may be mounted 
on wall or on machine; available for 


5, 10 and 25 cent coins; timing periods 
of 15, 20, 30 and 60 min., and 115 or 
230 volts. 

Manufacturer: Miller-Harris Instru 
ment Co., 836 N. 4th St., Milwaukee 3, 
Wis. 

Electrical Merchandising, September 
15, 1948 


PALMAIRE Humidifier 


Device: Palmaire automatic humidi- 
fier. 

Selling Features: Complete unit may 
be humidistatically controlled ; employs 
rain-drop dripper system to filter, 
wash and moisturize air; quiet, slow- 
speed motor and fan draws air through 
dampened filter pads adding moisture, 
filtering dust, pollen, smoke, etc.; air 
is then expelled through chromium 
grille in top of unit; water is con- 
tinuously recirculated from 3-gal. res- 
ervoir by small centrifugal direct 
driven pump; disperses 12,000 cu. ft. 
washed air per hr. May be connected 
for automatic water refilling; 11. in. 
high, 94 in. deep, 16 in. long. 
Manufacturer: Palmer Mfg. Corp., 
Phoenix, Arizona. 

Electrical Merchandising, September 
15, 1948 





FRIGIDAIRE Water Heaters 


Models: New series of water heaters 
No. EKM. 


Selling Features: Series includes 30 
and 40 gal. table top models; and 32, 
40, 52, 64 and 80 gal. capacities in 
single and double Radiantube heating 
unit cylindrical models; equipped with 
magnesium rods and backed by a 10- 
year replacement plan in event of tank 
failure. 

Manufacturer: Frigidaire Div., Gen- 
eral Motors Corp., Dayton, O. 
Electrical Merchandising, September 
15, 1948 






F & W Water System 


Device: No. C-700 shallow well pump 
system. 

Selling Features: Compact, occupies 
only 24 x 28 x 34 in.; pump and motor 
closely coupled to operate as integral 
unit ; 3-balanced bronze impellers, high 
quality, rotary seal, automatic air vol- 
ume and pressure controls; rated ca- 
pacities range to 6500 gal. per hr.; 
automatic operation; equipped with 
galvanized pneumatic pressure tank 
which replenishes water supply and 
constantly gives fresher water; dual 
volute water passages give balanced 
water loads within pump; pump has 
only 1 integral moving part and is 
fitted with priming, valve in base and 
an air vent plug for easy priming at 
time of installation. 

Manufacturer: Flint & Walling Mfg. 
Co., Inc., Kendallville, Ind. 
Electrical Merchandising, September 
15, 1948 


F & W Deep Well Systems 


Device: No. C-760 and C-770 series 
Heavy Duty Deel Well Centrifugal 
System. 

Selling Features: Pump is used on 
wells not over 150 ft.; will deliver up 
to 4000 gal. per hr. series of pumps 
available in 2 or 3 impeller stage types 
and with 3 H.P. single-phase or 5 H.P. 
3-phase motors; simple design, only 1 
integral moving part for steady non- 
pulsating water flow; dual volute 
water passages give perfectly balanced 
water loads within pump; entirely au- 
tomatic in operation and are suited to 
meet needs of targe farms, ranches, 
estates, etc; occupy total space of 
24 x 38 x 60 in. 

Manufacturer: Flint & Walling Mfg. 
Co., Inc., Kendallville, Ind. 

Electrical Merchandising, September 
15, 1948 
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display ‘em 
for easy sales, 
big profits 





FlasHLIGHT 
BATTERY 


* Quality-built cells preferred by 
millions from coast to coast. ; 


* New design, sturdy construc- 
tion appeal to widest consumer 


market. 
* “Give More Bright Light Longer’’ 
—proved by actual test. * Big profit margins protected by 


fixed price policy. 
* Extra, easy profits whenever * Colorful cut-out display nestles 
displayed to store traffic. 3 No. 216 Prefocused Metal 


| %& Pop-up container self-selis 2; Flashlights. 


dozen standard metal top 











batteries. | FAST SELLERS 
$1.65 


complete with cells 
BRIGHT STAR BATTERY CO. 7 


CLIFTON, N. J 
SAN FRANCISCO 


Write also for details of the eye- 
appealing line of Plastic Flashlights 


Main office and factory 


Branches: CHICAGO + . . guaranteed corrosion-proof! 
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ELECTR TANCE 


NEW PRODUCTS 


where temperature is hignest: singie 
or double heating elements available 
composed of Nichrome imbedded jp 
magnesium oxide and sealed in a seam- 
less copper tube; element projects 
lirectly into water; Fiberglas insula. 
tion encloses storage tank and prevents 
eat loss; finger-tip control 5 
easy, accurate water temperature regy- 
ation; instant power shutoff at preset 
temperature assures safety operation 
available in capacities from 12 to 1% 


gals 
ais. 








IT 
r 





Vanufacturer: Rheem Mfg. Co., 57 
Lexington Ave., New York, 22, N. y 
Electrical Merchandising, September 
15, 1948 





FLOW-AIR Circulator 
ice: Modern Flow-Air circulator. 
Selling Features: “Floating Air” fea- 
ture provides complete room-wide 
circulation of low cool air without di- 
rect blasts; all-metal construction; 
mpletely enclosed in protective grill; 
16 in. high, 13 in. diam.; weighs 20 
lbs. bronze finish; 1/30 h.p. motor; 
3-blade, 12 in. vairified air impeller; 
}-speed control 






Vanufacturer: Modern Utilities Co 
3733 La Salle St., St. Louis, Mo. 
ectrical Merchandising, September 





BURGESS Vibro-Sprayer 


Device: New type electric sprayer for 
spraying paint, lacquer, enamel, 
secticides and disinfectants. 
Selling Features: Self-contained 
veighs slightly over 1 Ib.; op 





without aid of mpressor of other 
equipment ; plugs into any 110 volt ac 
socket 


Manufacturer: Burgess Battery Co 
K-M Weftle Beker Handicrait Div., Lake Zurich, IIL. 


vaffle baker. 


K-M t Electrical Merchandising, September 
ng I-eatures: Bakes one or two 15, 1948, 
iffles at a time; signal light on top 
lls when baker is ready tor battter 
vi wattle re done; shuts off 
mat iully when affles are done: 
4 tr , } ~ VCs 4 1 e f 3 
ade ignt i! dark € a 
hinges; snap-on sandwich grills 


ilable for the K-M twin waffle 
baker for toasted sandwiches; alumi- 
num grills have separators preventing 
sandwiches from being crushed while 
toasting ; 775 watts, 115 volts, a.c. only 
Vanufacturer Knapp-Monarch C 
St. Louis, Mo. 

trical Merchandising, September 

1948. 





NORGE Milk Coolers 
Models: MC-4, MC-45 and MC 


Selling Features: Milk is co 


90 to 3) degs. in 40-min.; ag 
pump to swirl water in base 


available when fast cooling is 1 
ywered by Norge “Rollator” ( P 
iker; MC-4 stores 4 milk cans, ¢ 
in a row; MC-45 holds 4 











‘ + Vii , ho] 1c ¢ 
n 2 rows; 22 gauge galvanize 
t e ase finis! ray 
iT 18-gauge galva . 
ring stee side tank c 
\ 2--gaug wearing ste 3 
vith air bber gasket; all 
sides covered with 3-in. glass ber 
RHEEM Water Heaters nsulation; seamless 4 in. copper tub- 
, ‘ - —_ ne 1 ‘ an .. ner 
levice: Rheem Royal Deluxe Series ‘8; + . Gvernew | bumpe 
SU automat electric water heaters. annel and breaker gasket 
, : , : Va , lor ious Borg- 
Selling Features: Modern styling, gray as GNM wer Norge Div., borg 


und white baked on enamel with gold Warner Corp _ O40 E. Woodbridge, 
t exterior; skirted base is flush 
i floor; hot water outlet placed Electrical Merchandising, Septembet 
areiully to draw trom top of tank 15, 1948 
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SLECT APPLIANCE 


Lighting Products 


Fluorescent Shields 





: Plastic shields for fluorescent 





Selling Features: Light is softly dii- 
fused through ribbed plastic shield 
that encloses fixture so no dust or in 
sects can collect inside; plastic shield 
is light, shatter-proof, unaffected by 
normal temperature changes; easily 
cleaned; patterns available in soft 
r tones for living, dining, bed, bath- 
rooms and in bright colors for 
} 1 breakfast nook—trim in- 
s gold, chrome, rose, blue and 
“hinese red; fixtures vary in length 
from 17 to 50 in; easily installed by 
home owners. : 





Vanufacturers Shields made by 

United States Rubber Co., Rockefeller 

Center, N. Y.; fixtures, by Markstone 

Mig. Co., Chicago, III 

Electrical Merchandising, September 
1948 


CERTIFIED Spiralamp 


Device: Spiralamp fluorescent lamp 
ra for which exposes brighter inner surface 

f lighting phosphor. 

Selling Features: Produces helical 
ned unit area of greater brilliance in an at- 
operates tractive decorative motif: can be used 
of othe with glass shields, louvres, etc 
| voit ac Manufacturer: Certified Electric Corp.. 

Warren, Penna 
trical Merchandising, Septembe 
15, 1948. 


te 


WESTINGHOUSE Fluorescent Light 


Device: 1-watt fluorescent glow night 
ight, S-11, for bedrooms, children’s 
oms, halls, stairways, et 

elling Features: Walnut size bulb 
mounted in plastic prong type base; 
110-125 volts, a.c. or d.c.: white base: 
rated average life 3000 hrs. (useful) 
10,000 hrs. to burn out. 

Manufacturer: Westinghouse Electric 
ae Lamp Division, Bloomfield, 


\ 


Electrical Merchandising, September 


), 1948. 





GUARDIAN Fluorescents 


vice: 8 and 15-watt fluorescent fix- 
‘ures for easy installation under 
en cabinets. 
eling Features: Can be fastened 
asily to bottom of steel or wood cabi- 
all nets; knockouts are provided for 





= er bern anent installation; can be fur- 
tub- mshed with one or two standard con- 
bumper venience outlets connect appliances 
‘uch as toaster, roaster, mixer, etc, 

Borg- ‘sed on kitchen counter tops. 


ge Manufacturer: Guardian Light Co., 
1 Lake St., Oak Park, III. 

Electrical Merchandising, September 
12, 1948. 
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Exelidéiae Feiadditd 


HELP TO SELL RANGES FOR YOU: 


@ The TK Monotube—with the distinctive swivel-arm con- 
struction—is easily moved to an upright position for quick 
cleaning, even when hot. No need to let spilled foods smoke 
and burn until the unit cools. 

The Monotube is flat, not round. Presents a greater utensil- 
contact area—insures greater heating efficiency and faster 
cooking. 

Y The heating element stays flat—maintains its original efficien- 

cy for the life of the unit. Quicker and lower-cost cooking are 
assured, year after year. 
Here are outstanding, easy-to-demonstrate features that will 
quickly be seen and understood by Mrs. Range Buyer. She 
will appreciate the smart and sturdy design of the TK 
Monotube. You'll fid the Monotube easier to sell than to 
sell against. 


REPLACEMENT UNITS NOW AVAILABLE. The TK Monotube is now made for, 
and is being used in practically all types of electric ranges, old or new. Ask your 
distributor about the Monotube Pack, or write us for a copy of the new Monotube 
Replacement Catalog. 
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Spark is Versatile! 


ry 

Phe SPARK OIL BURNING HEATER burns not 
one, not two, but four grades of fuel oil. That is un- 
usual in oil heaters, most of which burn efficiently only 


one or two grades. 


Spark burns: No. 1, No. 2, No. 3 and motor 
diesel oil. Unusual as this versatility is, Spark does 
what is fully as important —it burns all of these 
fuels CLEANLY, EFFICIENTLY. 

Last winter, using common motor diesel oil, Spark 
oil heaters kept thousands of homes throughout the 
nation warm and comfortable. 

Fuel versatility is just one of many Spark fea- 
tures. Write for full information on the valuable 
Spark franchise. See what other dealers think of 
this versatile, dependable oil heater! 

Get set now to tie in with Spark’s big fall and winter 
advertising campaign. Powerful, frequent farm paper 
ads—free dealer mats—new, colorful literature — 


dealer assistance. 


Get all the facts! 


Fill in and mail 
the coupon. 


SPARK ..:.... HEATERS 
















Spark Model 4070 1 product 


SPARK STOVE CO., IN¢ 
OAKLAND CALIF 





SPARK Stove Co.. Ine.. Dept. E-9 
2619 E. 12th St., Oakland 1, Calif. 





Gentlemen: Please send me complete information on SPARK oil 
burning heaters and your SPARK dealer plan. 


Vame 
Firm 
iddress 


City State 
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NEW RADIO & TELEVISION PRODUCTS 





SIGHTMIRROR Teleset 


Models: “Americana” television set 
equipped with “Sightmirror” screen 
which is a decorative mirror when set 
is not in use, and when set is in oper- 
ation picture appears on mirror itself. 
Selling Features: Cabinet of “Ameri- 
cana” table set designed by Hal Berg- 
strom and Edward Albano—18th Cen- 
tury, hand-made, hand-rubbed mahog- 
any in dark or bleached finish; 15 in. 
tube provides 125 sq. in. direct vision 
picture; also combines continuous tun- 
ing on FM radio. 

Manufacturer: The Sightmaster Corp., 
New Rochelle, N. Y 

Electrical 


15, 1948 


Verchandising, September 





PHILCO Table Radio 


Model: No. 901 “New Look” table 
radio features touch-tuning. 

Selling Features: Jewel-like light 
changes color to identify stations; 6 
knobs in bottom of cabinet adjust the 
6 selected stations for best reception; 
volume controlled by rotating tuning 
drum which also operates as off-and- 
on switch; available in ivory or light 
green plastic with contrasting grill and 
tuning drum; 5 tubes including re- 
ceiver; a.c.-d.c.; built-in loop aerial. 
Manufacturer: Philco Corp., Phila- 
delphia, Pa. 

Electrical Merchandising, September 
15, 1948. 





CROSLEY Table Radios 


Models: 14 new table radios. 


Selling Features: Models 9-102, 
9-118-W, 9-105, 9-106-W, 9-103 and 
9-104W are equipped with 5 tubes plus 
one rectifier. 9-104-W and 9-106-W 


SEPTEMBER 15, 


are enclosed in 1-piece ivory finished 
plastic cabinet with enclosed back and 
concealed hand-grip, 84 in. high, 13 jp 
wide, 63 in. deep. Nos. 9-103 and 9-105 
have same cabinet in walnut color 
Nos. 9-105 and 9-106W have world. 
wide shortwave band extending fron 


9.4 to 11.9 mc. 





Models 


9-113, 
9-122W, 9-119, and 9-120W have 4 
tubes plus 1 rectifier; plastic cabinets 
—3 in walnut and 3 in ivory. 


9-114-W, 9-121, 


Manufacturer: Crosley Div. Aveo 
Mig. Co., Cincinnati, O. 
Electrical Merchandising, September 


15, 1948. 


PICTURE PHON®GRAPH 


Device: Synchronized picture record 
player. 

Selling Features: Plays standard rec- 
ords at 78 rpm., synchronized with 
color pictures, projected on translu- 
cent screen 43 by 6 in., AC current 
16 mm. film attached to disc; 17 
frames per film; a 6-volt GE lamp 
with lens, mirror to project picture 
every 11 sec.; phonograph made of } 
in. plywood with simulated leather and 
colored decals; phonograph 6 x 104 x 
13 in.; a tube amplifier, 4 in. speaker, 
9 in. turntable, on-off switch and 
volume control, standard phonograph 
parts, popular Decca and Capitol rec- 
ords for children illustrated up to 
date, new strips. 

Manufacturer: Photo Electric Co., 1509 
So. Michigan Blvd., Chicago 5, III. 
Electrical Merchandising, September 
15, 1948. 





G-E Toy Phonograph 


Model: Electronic toy record player 
Selling Features: While styled for 
children, it is constructed like larger 
units; employs 2-tubes: 1 amplifier 
and another rectifier; self-contained, 
modern design; equipped with ai 
standard radio parts; on-off and vol- 
ume control switch mounted on side 
of “tear drop” metal case; high output 
pickup ; 4-in. permanent speaker ; plays 
10 and 12-in. records as well as smaller 
children’s records. Blue case, weighs 
6 Ibs. 

Manufacturer: General Electric Co. 
Electronics Park, Syracuse, N. Y. 
Electrical Merchandising, September 
15, 1948. 
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Non-Electric Froducts 





BURPEE Steam Jacket Cooker 


Device: Steam Jacket Cooker provides 
new type pressure cooking—zwith pres- 
sure instead of im pressure. 

Selling Features: Consists of 2 sec- 
tions—an outer body and an inset; 
water is placed in outer body, inset is 
put into place and clamped to body 
with sealing band; rubber gasket pro- 
vides a steam-tight seal; as water in 
outer body is heated, steam is gener- 
ated under pressure, surrounding bot- 
tom and sides of double-walled inset, 
providing uniform high-temperature 
heat within inset where food is cooked; 
pressure is kept constant by means of 
adjustable control valve in the side of 
the inset. 

Manufacturer: Burpee Can Sealer Co., 
Barrington, III. 

al Merchandising, 


Electri September 
15, 1948. 


HOLD-A-CORD 


Device: Appliance cord holder. 
Selling Features: Handy bracket to 
keep vacuum hose and appliance cords 
in good condition, preventing cracking 
of wires. 

Manufacturer: Sterling-Freeland In- 
dustries, Inc., 4701 N. Western Ave., 
Chicago 25, IIl. 

Electrical Merchandising, September 
15, 1948. 





SCRAP-BOY Disposal Unit 


Vevice: Non-electric disposal unit. 
Selling Features: Fastens in any con- 
venient place, eliminating trips to 
vastebasket, garbage pail, or inciner- 
ator; holds refuse of a big day’s work 
and waterproof bag can be disposed 
ot; tight-fitting lid opens easily; bot- 
tom bag support; allows full opening 
t bag without putting strain on bag; 
bag is held in position with removable 
expanding clip; comes complete with 
30 bags; replacement bags available. 
Manufacturer: Sterling Freeland In- 
dustries, 4701 N. Western Ave., Chi- 
cago 25, Ill. 

Electrical Merchandising, September 
15, 1948, 


APPLIANCE 
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from sidewalk or car 


Veople can’t miss the store with the Visual Front. It stands out like 
a landmark in any shopping district...reveals the entire store 
interior through Polished Plate glass. 

Tuf-flex* tempered plate glass doors are a primary element of the 
Visual Front...they assure an uninterrupted view of the selling 
floor. To simplify ordering, Tuf-flex doors are now packaged with 


all necessary hardware ...may be installed in a complete wall of 


glass or used to achieve a partial Visual Front. 

For clearer vision even in cold weather, Thermopane* is recom- 
mended for show windows. This insulating windowpane minimizes 
condensation on glass, increases the efficiency of an air-conditioning 
system. For maintenance economy, solid areas may be faced with 
Vitrolite* colorful opaque glass. Rain and snow roll off its non- 
porous surface ... dirt can be quickly washed off. 

Both you and your architect will find our Appliance Store folder 
useful in designing a Visual Front. Write for your free copy. Libbey- 


Owens: Ford Glass Company, 5298 Nicholas Building, Toledo 3, Ohio. 


cate 





Wall of Polished 
Plate glass shows 
passersby the wide 
variety of appliances 
available at Nides 
Appliance Store, 
Denver, Colorado. 
Architect: Walter 
Smythe, Denver. 


Fully transparent 
front makes Grdina 
Hardware Store in 
Euclid, Ohio, look 
wider. Door is Tuf- 
flex, the plate glass 
tempered to with- 
stand greater physi- 
calimpact. Architect: 
Ernst Payer, Cleve- 
land, Ohio. 








LIBBEY~- OWENS - FORD 
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1948 


t 


ba 


PAGE 45 





































































Statistical Summary of 
1948 Appliance Sales 


COFFEE MAKERS, POTS & 
URNS~Metal & Glass 


(NEMA Member Sales, Not Industry) 


June 1948 44,510 
June 1947 167,161 
6 Mos. 1948 328,149 
6 Mos. 1947 658,161 
Jo Change versus 1947: 

June 1948 —73.37% 
6 Mos. 1948 -50.18% 


Note.—1948 figures represent, since 
April, one less manufacturer than 1947 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


June 1948 44,917 
May 1948 35,047 
Apr 1948 37,703 
Mar 1948 44 906 
Feb 1948 33,529 
Jan 1948 37,311 
6 Mos. 1948 233,413 
Note.—1947 comparable unavailable 


HEATERS, Convector & Radiant 
(NEMA Member Sales, Not Industry) 


June 1948 35,317 
June 1947 36,629 
6 Mos. 1948 219.144 
6 Mos. 1947 434,259 
J Change versus 1947: 

June 1948 —3.58% 
6 Mos. 1948 49.54%, 


HEATING PADS 
(NEMA Member Sales, Not Industry) 


june 1948 25,418 
June 1947 21.719 
6 Mos. 1948 165,410 
6 Mos. 1947 383,208 
J Change versus 1947: 

June 1948 +17.03% 
6 Mos. 1948 —56.84% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


June 1948 33,409 
June 1947 42,901 
6 Mos. 1948 206,552 
6 Mos. 1947 354,149 
Jo Change versus 1947: 

June 1948 —22.13% 
6 Mos. 1948 —41.68% 
IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


June 1948 32,767 
June 1947 52 025 
6 Mos. 1948 270,569 
6 Mos. 1947 268 309 
Yo Change versus 1947: 

June 1948 —37.02% 
6 Mos. 1948 +.84% 
IRONS 

(NEMA Member Sales, Not Industry) 
June 1948 255,249 
June 1947 502,292 
6 Mos. 1948 2144914 
6 Mos. 1947 3,343,849 
Yo Change versus 1947: 

june 1948 -49 18% 
6 Mos. 1948 —35.86% 
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RADIO RECEIVERS, All Types 
(Radio Manufacturers’ Assn.) 


June 1948 1,113,870 
June 1947 . 1,213,142 
6 Mos. 1948 7,745,419 
6 Mos. 1947 er 8 610,644 
J Change versus 1947: 

June 1948 —9.08% 
6 Mos. 1948 —10.05% 


TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


June 1948 64,353 
June 1947 11,484 
6 Mos. 1948 278,896 
6 Mos. 1947 46,389 
% Change versus 1947: 

June 1948 +460 37% 
6 Mos. 1948 +501.21% 


RADIO RECEIVERS, FM-AM 
(Radio Manufacturers’ Assn.) 


June 1948 90.414 
June 1947 76,624 
6 Mos. 1948 695,313 
6 Mos. 1947 445,563 
J Change versus 1947: 

June 1948 +18.00% 
6 Mos. 1948 +56 05% 


RADIO RECEIVERS, AM (includ- 
ing Automobile and Battery 
Receivers) 

(Radio Manufacturers’ Assn.) 


June 1948 959 103 
June 1947 1,125,034 
6 Mos. 1948 6,771,210 
6 Mos. 1947 8,118,692 
% Change versus 1947: 

June 1948 —14.75% 
6 Mos. 1948 —16.60%, 


RANGES, ELECTRIC 
(NEMA Member Sales, Not Industry) 


June 1948 124,914 
June 1947 99,833 
6 Mos. 1948 671,023 
6 Mos. 1947 473,057 
Jo Change versus 1947: 

June 1948 +25.12% 
6 Mos. 1948 +41.85% 


Board of Strategy 






REVIEWING NEWA’s new quarterly Future Trend Survey, members of the major 
appliance committee, al! Big-wigs in appliance wholesaling, met recently in Chicago. 
At the front are Charles G. Pyle, managing director of NEWA, and K. G. Gillespie, 
chairman of the committee, Jenkins Wholesale Div. Clockwise are: W. G. Peirce, Jr., 
Peirce-Phelps; W. H. Kaiser, G-E Supply Corp, Boston; H. W. Goldstein, Anchor Dist. 
Co.; R. A. Gerlinger, Gorlinger Equipment Co.; K. Taylor, Zion’s Co-operative Mercan- 
tile Institute; L. B. Merrefield, Englewood Electrical Supply; C. J. Savasta, Levenson & 
Savasta; R. E. McCarthy, A. A. Schneiderhahn Co.; R. C. Hill, director, NEWA’s 
appliance division; J. T. Morgan, Charleston Electrical Supply; W. M. Fenn, NEWA 
counsel; T. B. Schmid, Crescent Electric Supply; C. J. Timmerman, Midwest-Timmerman 
Co.; |. W. Danforth, Danforth Co.; and Harry Alter, Harry Alter Co. 





REFRIGERATORS 

(NEMA Member Sales, Not Industry) 
ee Se a occascawuen 389,973 
June 1947 291 464 
6 Mos. 1948 . 2,016,523 
6 Mos. 1947 . 1,477,191 
% Change versus 1947: 

June 1948. +33.80% 
6 Mos. 1948 +36.51% 
ROASTERS 

(NEMA Member Sales, Not Industry) 
June 1948 54,019 
June 1947 24,468 
6 Mos. 1948 299,119 
6 Mos. 1947. 180,237 
Yo Change versus 1947: 

June 1948 +110.77% 
6 Mos. 1948 +65.96% 


Learning About Television 











SCHOOL DAYS are here for dealers, service managers, servicemen and independent 
service contractors who are attending shop training conducted by Philco distributors. 
Above is a typical classroom scene during instruction period when experiments in 
trouble shooting and general television service problems are worked out. 
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TOASTERS 
(NEMA Member Sales, Not Industry) a 


ee | cies tr case es 302,461 
June 1947. 225 806 
6 Mos. 1948. 1,806,188 
6 Mos. 1947.. 1,298,611 
J Change versus 1947: 

June 1948 + 33.95‘ 
6 Mos. 1948 +39.09', 


VACUUM CLEANERS, FLOOR 


(Industry Estimate by Vacuum Cleaner 
Manufacturers’ Assn.) 


June 1948....... 256,071 
= 327,250 
6 Mos. 1948............. 1,810,459 
OE. Se xs seve baacns 1,829,004 
Yo Change versus 1947: 

Die Wb so oi ane occ —21.75 
6 Mos. 1948 —101% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


i. See 80011 
June 1947 . 71,630 
6 Mos. 1948. 721,289 
6 Mos. 1947.. 275,265 
% Change versus 1947: 

June 1948....... +11.70% 
6 Mos. 1948......... .. +162.03% 


WASHING MACHINES, STAND- 
ARD—Electric & Gas Engine 
(Industry Estimate by American Washer 

& lroner Mfrs. Assn.) 


June 1948...... 386,685 
June 1947..... . 314,705 
6 Mos. 1948... oo, £950,775 
ae 1,754,639 
% Change versus 1947: 
June 1948... +22.87'% 
6 Mos. 1948........ +28.79% 
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New Credit Controls Cover 
Most Home Appliances 


Milder than wartime measure, new “W” 
covers appliances over $50, may sub- 


stitute price for 


ONSUMER controls on install- 
eee credit purchases of appli- 
wnces, as promulgated by the Federal 
Reserve Board within the framework 
of the bill signed in mid-August by 
President Truman, require a 20 per- 
cent down payment. 

In the latest of the government’s 
efforts to combat the rising tide of 
prices, the new Regulation W goes 
into effect on September 20. 

Included in the list of appliances 
dishwashers, ranges, 
refrigerators, com- 
n units of appliances, air con- 
litioners, radio and television sets, 
sewing machines, vacuum cleaners and 

me freezers. The regulations affect 

purchases of over $50 with the 
lowing stipulations: (1) purchases 

$1,000 or less must be paid up 
yithin 15 months; (2) purchases of 
ver $1,000 and up to $5,000 must be 
aid in full within 18 months and 
ionthly payments must be not less 
than $70. 

While the 
severe as those of the wartime regu- 
lation which expired last November, 

are more rigid than present 
isiness practice on installment credit 

[he wartime restrictions affected pur 

ses ranging from $50 to $2,000 and 
required a one-third down payment 


1 


ill payment within 15 months 


vere l are: 
mers, washers, 





controls are not as 


1 ff, 


Plugged Loophole 

e regulations are also applicable 

yank credit—a move to forestall 

imvention of the installment reg- 
lations through borrowing money in 
rder to make purchases. Borrowers 
will have to declare that they will not 
use bank-obtained money to violate 
he act. Such loans, too, must be paid 
within the 15-18 month period, de- 
ending upon their size. 

Until the regulations expire next 
ine, violators will be subject to 
fines of up to $10,000 and 10 years 
uprisonment, or both. In the event 
that the new restrictions appear either 
too hard or too soft the Federal Re- 
serve Board will survey their effects 
with a view to making the controls 
ulfill their function of slowing down 
the terrific expansion rate of con- 
sumer credit, now at an all-time high 
of $14,200,000,000. 

Installment sales of such items as 
jewelry, pianos, silverware, and mu- 
sical instruments will not be affected 
y the controls. 


le 
oft 


Although installment buying has in- 
creased more than $1 billion from 
January to June this year, as com- 
pared with $870 million last year, 
FRB economists question whether the 
new restrictions will reduce the total 
volume of installment credit." How- 
ever, they may reduce some prices, by 
substituting price competition for 
credit competition in the sale of such 
items as radios. 

Despite the increase in credit use, 
FRB figures show that about $3 of 
every $4 spent last year in the total 
of $117.7 billion were paid in cash. 
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credit competition 





Verbatim Extract 
from Supplement 
to Regulation W 


Part 1. Listed Articles, Down 
Payments, Loan Values: For the 
purposes of Regulation W, the 
following articles, whether new or 
used, are “listed articles”, and the 
following required down payments 
and maximum loan values are pre- 
scribed; but no article having a 
cash price of less than $50 shall be 
considered a listed article. 
Group B: 20 percent down pay- 
ment, 80 percent maximum loan 
value 


1. Cooking stoves and ranges 
designed for household use. 

2. Dishwashers, mechanical, de- 
signed for household use. 

3. Ironers designed for house- 
hold use. 

4. Refrigerators, mechanical, or 
less than 12 cu. ft. rated stor- 
age capacity (including food 
ireezers ). 

5. Washing 

for household use 

Combination units incorporat- 

ing any listed article in the 

foregoing classification. 

7. Air conditioners, room, unit. 

8. Radio or television receiving 
sets, phonographs, or com- 
binations. 

9. Sewing machines designed for 
household use 

10. Suction cleaners designed for 
household use 

11. Furniture, household, (includ- 
ing ice refrigerators, bed 
springs, mattresses and lamps) 
and floor coverings, soft sur- 


tace 


machines designed 


6. 











Cash Appreciation 





NATIONAL WINNER 


of Recordio’s 
home demonstration contest, Leopold 
Alexander (right), of Heitzner’s depart- 
ment store, receives $100 check from 
Wilcox-Gay distributor, Jim Parks, of J. 
George Fischer & Sons, Saginaw, Mich., 
as Mr. A. Heitzner beams his approval. 
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America’s Newest Washer 


Because of increased production facilities, a limited 
number of dealers can now be added to the White Way* 
electric washer organization. 


The White Way is the product of the Conlon Brothers 
Manufacturing Company which specializes in the build- 


ing of washing machines exclusively. *T. M. Reg. U. S. Pat. Off. 





CONLON BROS. MFG. CO. 
Builders of Fine Washing Machines, Exclusively 
4512-18 W. Fillmore @ Chicago 24, Illinois 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PAGE 2) 





THE MIDWEST 





Continued 
Pick up irse, is from the top of 
a high building 
4 chain store executive, in from the 
Southwest to chat with his Chicago 
bosses, said that refrigeration in chain 
stores in such places as Oklahoma, 


Arkansas and Kansas was at last hav 
ing to be sold 

The appliance business is again look 
ing, with bright eyes, at the demon 
strator who has shown proven power 
in selling. Girls have to be handpicked, 
mature, and self starting. The best 
ones enjoy an override on sales. The 
dealer furnishes the equipment with 
which they work, and generally trans- 
portation to the next deal. Tuesdays, 
Thursdays and Fridays are the best 
days for demos, who work a four hour 
shift. 

Again we are seeing a bundle of 
merchandise sold the dealer, with 
privilege of return, precisely as it was 
done in the toilet goods business 
While it may cost as much as the girl 
is worth while she is on the job, she 
creates a latent demand for the mer- 
chandise, and acts as an educational 
force with the other sales girls. 


Attic Fan Drive Goes Over 


The attic fan campaign, which is 
about the only thing the utility today 
can promote, is going over in northern 
cities. What was sprung in Chicago 
has been copied in Kansas City. The 
bjection that the north is too cool is 
brushed aside by the red hot days of 
July and August. 

Washer manufacturers who put wa- 
ter connected devices on the market 
have discovered an odd thing about 
the plumbing market. Chicago seems 
to be the leading town in giving ap- 
proval to items. If it clears in the 
Windy City, it automatically is okay 
in the whole country. 

Promotionwise, you are beginning to 
see some refrigerators and washers 
advertised for sale. In Milwaukee 
they are throwing in giveaways like 
towels and soap with a washer deal 
It has been a long time since such copy 
ran 

Marshall Field is the man who said 
it was worth 50¢ to get a customer into 
store. One Chicago vacuum cleaner 
oncern feels that it is worth 25¢ to 


get a man to halt and listen to a 





lemonstrat At least, he gets a tin 

wastebasket worth that much for his 

rm and t any seems please 1 

t lea is working out 
THE SOUTH 


ntinued) 





of mind and observers throughout the 
South re@pérted that appliance dealer 
were feeling the renewed ‘pressure of 
customer buying resistance, just as 
vere hardware men, haberdashers and 
10rticulturists. 

Dealers worked hard to overcome 
crammed 
1 ads inviting customers to buy on 


The newspapers were 


+] 


wi 
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the cuff. In fact, until the curbs came, 
a buyer practically could pick his own 
terms on almost anything he wanted 
to buy. Some wholesalers and retail- 
ers also pointed out in their ads that, 
ucts, electrical appliances have under- 
gone relatively small increases in price. 


Credit Curbs Satisfactory 


Most dealers greeted the announce- 
ment of Federal Reserve Board credit 
curbs with satisfaction. The concensus 
was that 20 percent down and 15 
months to pay was “fair enough,” and 
few dealers expected a sharp drop in 
normal business because of the new 
regulations. One dealer in Memphis 
declared: “Last March I predicted 
that I would increase my volume sales 
this year over the 1947 figures by at 
least 40 percent. I wouldn’t make any 
such prediction now but I still expect a 
good increase.” This was the general 
tenor of dealers’ thoughts throughout 
the South in late August. In Birming- 
ham, a wholesaler said: “The first five 
months of this year were so good, even 
if business in the last quarter declines 
some, 1948 should still be a banner 
year.” 

At the present time, due to a number 
of reasons such as customer buying 
resistance, seasonal declines, hot 
weather, vacations, etc., business is off 
in Richmond, Louisville, Memphis and 
Jacksonville by about 15 percent from 
the spring high water mark. Atlanta 
and Birmingham continue to set the 
pace with little if any decline in busi- 
ness, while New Orleans, Charlotte 
and Houston are below the spring 
mark but expect to climb back on the 
heels of cool weather, 

Despite the slight slump in selling, 
there were many signs to indicate that 
the boom was far from exhausted. 
First, dealers everywhere were still 
crying for competent and able sales 
personnel. One firm in Georgia was 
paying salesmen an average of $147.50 
a week in salary and commissions and 
still was unable to get the salesmen it 
needed. Many others were paying 
close to the $100 per week mark but 
still the cry was for more and better 
appliance sales help. Government and 


Self-Service lroning 


F al 





private employment agencies seemed to 
be unable to supply the needs, and ads 
in newspapers simply did not attract 
the desired personnel. 

A second sign was in figures com- 
piled by utilities and power boards, 
which indicated a steady rise in electric 
consumption and appliance buying. 

Too, the demand for scarce ap- 
pliances is as high as or higher than 
ever. With the exception of one name 
brand which seems to have caught up 
with the demand along the southeast 
coast, refrigerators were still the most 
sought-after item in the appliance busi- 
ness. From the Potomac to the Rio 
Grande, they were in short supply and 
long demand, 

One major headache down south got 
a shot of aspirin at long last. The 
black market was getting wobbly. In 
Jacksonville, where it apparently got 
its start, dealers considered the gray 
threat now almost non-existent. In 
New Orleans, which for a long time 
was the center of this obnoxious busi- 
ness, black market dealers were 
imitating the Arabs by silently folding 
their tents and scramming to other 
parts. Passage by the Louisiana legis- 
lature of laws designed to curb black 
market activity seems to have had a 
wholesome effect. In Alabama, Mis- 
sissippi and Tennessee some unfran- 
chised dealers in appliances were still 
hanging on, but the handwriting was 
on the wall and it didn’t take a Daniel 
to interpret it. 


Freezer Sales Drop 


After a record quarter in home 
freezer business, most southern deal- 
ers’ sales of this appliance were down 
slightly, as was sales volume in water 
heaters, vacuum cleaners, ventilation 
equipment and minor appliances. 
Laundry equipment was still a best 
seller everywhere. Radio sales were at 
a slow clip, probably influenced to 
some extent by the nearness of tele- 
vision. The football season may pro- 
vide a shot in the arm for the sale of 
small sets, as has been the case in the 
past. 

Most dealers seem to feel that Sep- 
tember and October will be key months 








FIRST OF ITS KIND is the claim made for this self-service ironer store opened in 


Woodside, L. |., recently by Carl Gutilla. 


Equipped with a battery of 24 Empire 


ironers, the store is patterned after many self-service laundries now in operation. 
Credit for the idea goes to W. M. Barnes, president of Servease, Inc., Long Island City, 
who plans to open similar lronettes throughout the country. 


SEPTEMBER 15, 


in indicating the trend of busines; 
down south for some time to come 
The next 60 days will therefore fp 
watched by observers with close jp. 
terest. 





THE FAR WEST 
(Continued) 





They resent being required to make 
payment on receipt of invoices. 

They do not like to pad orders with 
unwanted items in order to obtain 
scarce merchandise. 

They feel that some dealers have 
been slighted on critical items and 
others favored. The fact that statistics 
show that a large proportion of sales 
are made through a small proportion 
of stores, in a time when every ap- 
pliance received is promptly sold, in- 
dicates an injustice of distribution, 
they say. 

They claim a lack of tie-in ads ex- 
cept on appliances with which the 
manufacturers are overstocked. 

They complain that low discounts 
have cut margins to the danger point. 

Dealers from Seattle, Wash., think 
manufacturers should be holding prices 
instead of increasing them. They also 
want higher discounts. 

Portland, Ore., dealers protest new 
dealerships. 


More Help Wanted 


Spokane, Wash., dealers want more 
help and guidance in buying and 
merchandising. They resent high pres- 
sure methods designed simply to get 
rid of appliances of which the distrib- 
utor may have an overstock. Shipping 
merchandise without orders was a 
practice which grew out of the era of 
shortages, but dealers feel that the time 
has come to bring it to a stop. Quite 
a few dealers complain that the 
reluctance of some distributors to as- 
sume any responsibility for putting 
merchandise into salable condition by 
correcting manufacturing defects and 
shipping damage works a real hard- 
ship. 

One of the largest dealers in Reno, 
Nev., reports that a large percentage 
of the appliances received are chipped 
or otherwise damaged through defec- 
tive protection in shipping. He is will- 
ing to admit that difficulties in obtain- 
ing packaging material are to blame, 
but says it is particularly hard on the 
small dealer. He himself has a re 
finishing booth, where he can repair 
the damage at small cost. 

Dealers from Albuquerque, N. M., 
are still complaining of their need of 
appliances. Old dealers also protest 
new dealerships, 

All dealers are willing to admit that 
some distributors are greatly to be 
commended for their fairness and aid 
to the dealer, but the fact remains that 
many of the above conditions do still 
exist and should be corrected. 

On the other hand, distributors are 
becoming more critical of dealers, and 
the man who is not willing to get « 
and work in order to move appliances 
is being brought up for criticism and 
often threatened with loss of his 
franchises. 

On the whole, however, August sales 
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in the West have been good. The 
threatened drop in purchases in the 
Pacific Northwest due to expected crop 
failures has not been as serious as 
expected. California drought fears do 
not seem to have lessened purchasing 
the public. Specifically, there has 
heen a spurt in the buying of automatic 
yashers within the past few weeks, 
‘ter a threatened slump. This has 
heen true not only of the lower priced 
ind well-established makes, but all 
brands report a similar high level of 
sales, Dealers seem to think this is also 
“care”? buying in anticipation of 
iher prices and shortages. Incidenti- 
ally, there has been considerable serv- 
ce trouble experienced with some of 
the new automatics, 

Fl Paso, Texas, reports a con- 
stantly ascending ratio of ironer sales 
to washers. Last year it was about 
ne ironer for every 6.34 washers. This 
year they predict 600 ironers sold to 
3,500 washers. The reason for the im- 
provement: consistent demonstrating— 
in the store, to the customer, after the 
sale. All parts of the West show im- 
provement in ironer selling and better 
acceptance on the part of the public. 


No Headaches on Credit 


The resumption of credit restrictions 
by the government does not seem to 
bother electrical dealers, most of whom 
were keeping up their terms pretty 
well, or having them kept up for them 
by banks and finance companies. Most 
ustomers these days ask for terms, 
and most of them have trade-ins to go 
with the sale, but so far collections 
nave been good and trade-ins salable, 
» no headaches. 


Turnover Normal 


Turnover ratios, after decreasing 

during the years when merchandise 
was short, are about back to normal, 
or better. One large dealer reports 
a six-times turnover on appliances, but 
has only a two-times turnover on 
records. Normal for appliances is about 
4} times, for radios a little less than 
four. The dealer association of Spo- 
kane gives this suggestion to their 
lealers: Divide your quick assets 
cash collectible, receivables and read- 
ily salable securities) by your current 
abilities. The ratio should be one or 
more. If, however, it is more than 
two, you may be carrying too much 
cash or allowing your receivables to 
accumulate excessively. In that case, 
put your liquid funds to work and aim 
ata better turnover. 


Range Wiring Increase Threatened 


An interesting situation is to be 
found in many western communities 
where there are considerable numbers 
range-wired homes without electric 
ranges. This resulted from the wartime 
tuation when electric ranges could 
not be obtained, while other types of 
oking appliances were available. The 
amily which bought a gas range at 
s time is still using it, although they 
ty actually prefer electric cookery. 
lere is a preferred prospect list for 
aiers, 

The electricians’ strike in Oakland, 
lif., has ended with a $2.50 per hour 
we promised electricians. This means 
resulting increases in range and water 
ater installation costs, already higher 
i this area than almost anywhere in 
he country. The new wage rate is 
gher than anything current else- 
vhere on the Coast. Watch for a 
"hole series of wage adjustments (or 
trikes to achieve them) in the near 
luture, 


“Same insulation 
they use in the 
best commercial 
refrigerator 
cases!” 
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..a swell feature to have 


“Same insulation they ..a swell feature to sell 


use in most home 
refrigerators today” 
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Fiberglas is the trademark (Reg. U. S$. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation 
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SECOND SALE was promoted bv west coast television manufacturer, Hoffman, in design 
of matched television sets for radio-phono consoles. G. E. Moxon, San Francisco, right 
shows sales points to dealers Mr. and Mrs. Ted Matson, Knight Furniture Co., Willits, Calif 


PICTURE ROUNDUP of 


NEW MAKER for established product was shown to 
dealers wnen “Dish-A-Matic” dishwasher appeared under 
Apex sponsorship. Appliance dealers Mr. & Mrs. A. D 
Davidson of Reedley, Calif., get the soles story and 
demonstration from Apex’ H. E. Williams 





AUTOMATIC electric cooking was presented by Hotpoint 
and General Electric with the new push-button ranges. 
W. E. Derbyshire, Graybar, San Francisco, shows new Hot- 
point range to R. Chapin, of Chapin Furniture and 
Appliance, San Carlos. 
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the 


PRESENTS 


CAP 


TALENT tied-in with product demonstration showed 
dealers how to hold attention of buyers during sales talks. 
Ventriloquist act at Westinghouse showroom drew regular 
crowd, was linked to product demonstrations by economist, 
Lois Ferris, on stage, right. 


BREWING more business for the new Westinghouse Auto- 


matic Coffeemaker, and sampling at the same time, are 
Paul Bradner, Westinghouse, San Francisco, pouring, and 
Bert Conlin, WESCO, Oakland, left, and dealer Dick Hurt 
of Breuner’s, Oakland. 


SEPTEMBER 





15, 


LIVE DEMONSTRATION of television at Leo J. Meyberg Co., showed San Francisco 
dealers the value of working television receivers at traffic builders. Television camera, 
above, left, piped scenes to Meyberg’s display of all RCA-Victor models. 


Western Market 


iN THIS SCENE at McCormack & Co., Bill Casey center, 
rear, shows International Harvester freezer to dealers Mr. 
& Mrs. Johnston of Modesto, Calif., while J. Bogliolo of 
Central Park Appliance, Petaluma, Calif., foreground, 
studies heaters. 


SLOW SPEED for a fast seller was expected by distribu- 
tor Thompson-Holmes, only one showing new Microgroove 
record players. Salesman Joseph Wyss, left, shows the new 
two-arm, two-speed Philco to Walter Maier of the Mission 
Music Shop, San Francisco. 
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TELEVISION may reach $400,000,000 in sales for retailers in 1949, said Frank 
M. Folsom, right, RCA head, in address to 1000 dealers and distributors in San Fran- 
cisco. At speakers table with Folsom, left, Mayor Elmer Robinson of San Francisco, 
center, Chas. Dostal, vice-president Westinghouse Corp., and trade dinner chairman. 


Television Boom Exceeds Plans, 
Folsom Tells Western Dealers 


$4 million year possible in 1949, says RCA-Victor 


head. 


ELEVISION has boomed far 
beyond the expectations of even 
e€ most optimistic leaders in the in- 
lustry, said Frank M. Folsom, execu- 
tive vice-president of the Radio Corp. 
f America, in charge of the RCA- 
Victor Division, to more than 1,000 
electric appliance retailers and dis- 
tributors at the semi-annual Western 
Radio and Appliance Trade Dinner 
which highlighted the Western Sum- 
mer Market in San Francisco early 
n August. 

Mr. Folsom said that the expanded 
production of the industry could reach 
1,600,000 television sets in 1949, repre 
more than $400,090,000 in 
retail business for the dealers. 


senting 
In the 
San Francisco Bay Area, where tele- 
vision will be introduced late in 1948, 
the dealers should realize about $10,- 
(00,000 in television sales during 1949, 
he said, referring to an RCA-Victor 
survey. 


Majer Role—Service 


The foundation of television’s suc 

ss, Mr. Folsom said, has been and 

ll continue to be service to the pub- 
lic. “Proud as we are of the business 
stature of television,” he told the deal- 
ers, “we’re even prouder of the many 
excellent ways in which it has served 
and will continue to serve humanity. 
We can envision for it major roles in 
education, religious training, industry 
and military fields.” 

Reviewing the progress that tele- 
vision has made during its relatively 
short history, Mr. Folsom pointed to 
the televising of the Republican and 
Democratic conventions to a 10,000,000 
audience, the dramatic 
President Truman departure from 
Washington and arrival at Philadel 
phia, the 30,000 person church audience 
for the television of the consecration 
f an Episcopal bishop in Buffalo, and 
e close-ups of surgical operations 
televised to 10,000 doctors at an AMA 

nvention, as recent highlights that 


scanning of 


‘ 


emphasize the scope and value of tele- 
vision and indicate the potential sell- 
ing qualities. 
Mr. Folsom brought to the dealers 
e national attitude on television and 
possibilities at time when every 
tributor was showing television re- 
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Jalass sees rising consumer resistance. 


ceivers to the dealers in anticipation 
of the opening of the San Francisco 
market to television about December 
1, and to the Northwest during 1949. 
He said that the topography of the 
Bay Area, with its multitude of hills, 
inland waters and scattered residential 
suburbs, would test the ingenuity of 
the television engineers and provide a 
ground for considerable developmental 
work by the industry 


Forced to Sell 


In the other major address before 
the trade dinner, Harold E. Jalass, 
vice-president and sales manager for 
Cribben & Sexton Co., Chicago, gave 
an inspirational talk in which he em- 
phasized the necessity of renewing spe- 
cialty selling at level. He 
pointed out that a chain of circum- 
stances will force the retailer to start 
selling. With diversion of steel to 


dealer 


oreign aid and to the defense program, 
ugher prices will come to the retail 
level at just about the time that the 
supply of appliances meets up with the 
demand. As a result, consumer re- 
sistance will increase. The situation 
will be a challenge to every salesman 
in the appliance industry who wants to 
maintain or increase his volume, he 
said. 

Retailers, wholesalers and manufac- 
turers were urged by Mr. Jalass to 
improve the quality of their sales or- 
ganizations, particularly through thor- 
ough indoctrination in company poli- 
cies. “A salesman must know every 
facet of your business practices gov- 
erning merchandising or service, for 
he can reflect confidence in his com- 
pany only if he sincerely feels it,” he 
said 

Serving as chairman of the Western 
Radio and Appliance Trade Dinnet 
was Charles A. Dostal, vice-president 
an1 Pacific Coast district manager ot 
the Westinghouse Corp. In his open 
ing remarks, Mr. Dostal announced 
that the meeting was the largest semi- 
annual gathering in the history of these 
events at the Western Merchandise 
Mart, and that it reflected the con- 
stantly growing importance of San 
Irancisco and the West as the center 
of trade for western America and the 
lands bordering the Pacific. 
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7 ...A NEW PRINCIPLE IN ELECTRIC HEATING 








—_ Soe : Retail Price $7995 


2 : , Fair Traded 


...A NEW LOW IN OPERATING COST 
...A NEW HIGH STANDARD OF PERFORMANCE 





...A NEW HIGH IN QUALITY MERCHANDISE 


... the new ... revolutionary 





ELECTRIC’ HEATER 


It’s new it’s packed with sales appeal . . . it sells itself 
when demonstrated, and it keeps right on selling in the homes 
of enthusiastic owners. 


It’s different it’s a new application of a non-metallic 

element, combined with a revolutionary reflector that results 

in unmatched performance; quick, effective, comfortable and 

healthful radiant heat yet consumes HUNDREDS of 

watts /ess current than ordinary heaters. Performance and 

economy of operation are your customer’s first consideration 
the Caliente is your customer’s first choice! 


The Caliente is not limited to a market the Caliente 
was made to create a market! Now is the time to get in on 
the profits which will belong to those who are first to give 
their customers the performance, quality, beauty, safety, long 


life, and ECONOMY of the Caliente. 


Write for complete information and the name of our distrib 
utor near you. 
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NEW POSITIONS 








icto : J¢ 
Need for waste paper is as great 
er 
| . 
Zenith Radio Corp. Westinghouse Electric Corp. 
WI B s es must sli 
shipped in Ipe ) cupat 
es | erate t For t 
Pacific r these take ble ar 
triple wr ig to withstan ong se 
voyages and tr 1 climates 
M wh f t 
packaging paper comes from scores of 
reconverted industries. Jobs and shi 
ments of new goods depend on pap 
the essential protection of almost every- SAM KAPLAN R. E. DITSLER 
thing made in ir factories 
Sam Kaplan has been elected a vice R. EE. Ditsler has been appointed 
lent of Zenith Radio Corp. at a handise manager, refrigeration 
ng of the board of directors, ac- specialties department, Westinghouse 
That's why you should designate one ording to a recent announcement by Electric Appliance Division, East 
place as your Salvage Corner. Collect FE. F. McDonald, Jr., pre Springfield, Mass., it was recently an 
s , \ssociated with the company for nounced by H. F. Hildreth, department 
a Tou raste pape lore you ~ , , 4 » : : . H 
m your weste paper Gere Se Y 25 years, Mr. Kaplan has been manager. Mr. Ditsler will supervise the 
bundle and turn it in. If you're ussistant treasurer and assistant sec- nationwide merchandising of electric 
doubt about how to get it packaged up, retary In 1935, he became credit water and milk coolers made at the 
' . manage and 10 years later was division. 
call your local newspaper or Salvage ; 
elected assistant vice-president 


Committee Company Veteran 


\ veteran of the company since 1930 
at which time he started with a student 


General Mills, Inc. yurse at East Pittsburgh, Pa. Mr. 
Ditsler served in the table appliance 





lepartment in the Mansfield, Ohio, 









lant after which he held sales posts in 
the fan and vacuum cleaner depart- 
ments in Pittsburgh, Pa. 

He has also been connected with 
contract work involving insecticide 
dispensers both for the armed forces 
and civilian use. 
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American Central Div. Avco Mfg 


General Mills, Inc. 





JACK BERNO 





MARY JOHNSON 


The promotion of Jack Berno from 
sales promotion manager to supervisor 
of national account sales for home 
appliances was announced recently by 
Roscoe E. Imhoff, vice-president and 
department mgr., General Mills Inc., 
Minneapolis, Minn. 

At the same time Mr. Imhoff an- 
nounced the promotion of Mary John- 
son from demonstration training di 
rector to supervisor of department 
store sales. 











Corp 9 
American Lava Corp 49 
Sightmaster Corp. 
Bright Star Battery Co 42 3 P 
Cleveland Plain Dealer 29 Sightmaster Corp., New Rochelle, 
N. Y.. television receiver manufac- 
Commercial Credit Corp 22 turers, recently announced the ap- 
pointment of Michael Kaplan as 
Conlon Bros. Mfg. Co 47 JAMES FISH president. Mr. Kaplan takes over the 
Doherty Inc., Wm. J 53 presidency as a veteran of many years’ 
, : er experience in merchandising as well 
Duo-Therm Div. Motor Wheel ames fis av ng manager, aa ae 
Corp 32 mn al i] vi 1 General Mills, = Ser “ere 1 
t Vl ; ins Sat. Dae F. Wakefield Minor has been named 
nc., inneapolis, Minn., has _ bee gRiphisd Roe aeS aie = saga 
Hedges Mfg. Co., Inc., H. H 17 sheet tien uit small od vice-president and general manager of 


the firm. Former manager of the New 


ales promotion for the division, ac- . : : . 
: York zone distribution for General 


Jack & Heintz Precision Indus 


tries, Inc 37 ling to a recent anouncement by 
L. N. Perrin, president. The move 
Libbey-Owens-Ford Glass Co 45 vas made to coordinate the advertis 


otion activities of 


Lonergan Mfg. Co Third Cover 


e industrial and home app 


pliance 
Nobitt-Sparks Industries, Inc 15 irtments of the division 


Owens-Corning Fiberglas Corp 


Rea Engineering & Manufacturing 


Corp 51 | Admiral Corp. 
Smith Corp., A. O 19, 21 Paul A. Dye has been named as- 
Spork Steve Co., Inc 44 sistant Sales manager charge of 
regional tributors for Admiral 
Tuttle & Kift, Inc 43 Corp.. according to a recent announce 
ment b Ross |). Siragusa, pres lent 
United States Time Corp., The 7 ae. Dye : aS P os 7 


MICHAEL KAPLAN 
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Wood Mfg. Co., Inc., John 13 radio industry 20 vears, the last 
two of whicl yuund him located in 

Youngstown Kitchens Div. Mul Milwaukee, Wisc. as midwest regional : 
ins Wty. Corp Fourth Cover unager. His new headquarters will 
mpanvy's home office in 


F.W MINOR 


Motors and Delco radios, Mr. Minor 
previously had been director of op- 
erations for the A&P Tea Co. At 
one time he also was president of 
Motor Parcel and Sills Transport 
Ltd. 

Arthur Aro has been elected sales 
manager. Previously with General 
Motors, he handled Delco radios and 
parts for 14 years. Mr. Aro will be 
in charge of the New York sales 
office and showroom. 


New Sightmaster Corp. Executives 
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Scheduled Meetings 


NATL. LIGHTING CONFERENCE 
\Iluminating Engineering Society 
Hotel Statler, Boston, Mass. 
September 20-24 


CAROLINAS APPLIANCE SHOW 

Charlotte Radio & Appliance Distribu- 
tors Assn. 

Armory-Auditorium, Charlotte, N. C. 

September 21-24 


VACUUM CLEANERS MFRS. 
ASSN. 


35th Anniversary Meeting 
The Homestead, Hot Springs, Va. 
September 27-28 


INT. ASSN. OF ELECTRICAL 
LEAGUES 


13th Annual Conference 
Mayflower Hotel, Washington, D. C. 
Sept. 29—Oct. 2 


CANADIAN ELECTRICAL MERS. 
ASSN. 


4th Annual Meeting 

General Brock Hotel, Niagara Falls, 
Ont. 

Sept. 30—Oct. 1 


4TH ANNUAL PACIFIC 

ELECTRONIC EXHIBITION 
West Coast Electronic Mfg. Assn. 
Biltmore Hotel, Los Angeles, Calif. 
Sept. 30—Oct. 2 


YOUR 1949 HOME DISPLAY 
Home Displays, Inc. 
Minneapolis Auditorium, Minn. 
October 1-9 


PORCELAIN ENAMEL INSTITUTE 
10th Annual Forum 

University of Ill., Urbana, Ill. 
October 13-15 


BOSTON CONFERENCE ON 
DISTRIBUTION 
Boston Chamber of Commerce 
Hotel Statler, Boston, Mass. 
October 25-26 


RICHMOND BETTER HOME 
SHOW 
Grays’ Armory, Richmond, Va. 
Oct. 30—Nov. 7 


NATL. FARM ELECTRIFICATION 
CONF. 

Congress Hotel, Chicago, Ill. 

November 17-18 














Electrical Conference 
To Cover Many Problems 


The 13th annual conference of the 
International Association of Electrical 
Leagues, scheduled for the Mayflower 
Hotel, Washington, D. C., Sept. 29- 
Oct. 2, 1948, has listed many phases 
of the business for consideration. In- 
cluded on the agenda is an address by 
an editor of a leading national publi- 
cation, a discussion of wiring, food 
freezers, appliance marketing, train- 
ing of salesmen, the power outlook, 
industrial electrification and legal con- 
siderations of interest to the associa- 
tion. 

Closed, informal discussions will be 
held on farm electrification, sales 
training activities, electrical interde- 
pendence, major appliance promotion, 
lamp and lighting promotion, selling 
ventilating systems, league bulletins as 
good public relations promoters, and 
financing requests for free copies of 
league bulletins, booklets, etc. 

The association showed an over- 
whelming desire for the conference to 
last 34 days. 
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Appliances Overpriced, 
Say Wives in Survey 


The majority of housewives feel 
electrical appliances are too expen- 
sive, according to a recent report to 
management from the Wage Earner 
Forum. Sponsored by Macfadden Pub- 
lications, Inc., the forum comprises a 
panel of about 1,500 wage earners, dis- 
tributed throughout the country in 
proportion to employment concentra- 
tion, on the basis of government data 
with proper representation for essen- 
tial factors. Its purpose is to find out 
what the wage earner is thinking. 

Electrical appliances was one of the 
categories questioned, and the women 
definitedly feel prices are too high. 
Nearly a third, 30.9 percent, feel over- 
priced on these items by 25-49 percent. 
Another 26.2 percent are of the opinion 
that prices are 50-74 percent over what 
they should be, while the same percent- 
age think prices are 75 percent too 
high and more. 


Radio, Video More So 


Radio and television sets are con- 
sidered even more out of line by the 
wives. A total of 37.5 percent think 
prices are 50-74 percent too much. 


Farnsworth Unveils 
1949 Tele Receivers 
The 1949 Capehart and Farns- 


worth television receivers were re- 
cently introduced at a three day dis- 
tributor meeting and presentation in 
New York by the Farnsworth Tele- 
vision & Radio Corp., New York, 
N. Y. 

The display was attended by dis- 
tributors and dealers from 14 states 
as well as the District of Columbia 
who heard E. A. Nicholas, president, 
predict a rise in prices shortly because 
of the shortage of glass blanks for the 
cathode ray viewing tubes. He ex- 
plained that this was the principal 
reason for price boosts in as much as 
the shortage keeps tube production 


considerably behind demand, and, ac- 
cordingly, raises unit costs of end 
products. 

In addition to the presentation of 
the seven new video models, the com 
pany announced the distribution and 
sale in New York of the new televi 
sion-radio-phonograph combinations. 


Production schedules and promotional 
plans were outlined during the con- 
ference. 


Webster-Chicago Produces 
Changer for LP Records 


Thoroughly convinced that micro- 
groove records can only be handled 
properly by using the automatic 
changer, Webster-Chicago Corp. re- 
cently began large scale production of 
such units designed to play the new 
long playing records, according to an 
announcement by W. S. Hartford, gen- 
eral sales manager. Mounted on a 
metal base, the changer will retail for 
$38.75. 

Equipped with a new balanced tone 
arm which applies no lateral pres- 
sure on the thin walls of the micro- 
groove recordings, the changer will be 
able to handle four hours of continuous 
record play in a single loading. 
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‘ROBCO COIN METERS: 
|RYFTE TS 


DEPENDABLE, 
ACCURATE, 
FOOLPROOF 
METERS FOR 

ALL TYPES 

OF ELECTRICAL 

APPLIANCES 


ROBCO #1000 Series: 


plete cycle. 


List Prices: +800 ‘‘H”’ 


= 


ie 


f 


Af e 


and 35¢ sizes. 





+1000 “H” — 


- ROBCO “400 and*500 
FOR BENDIX 
WASHING MACHINES: 


4 
3 


erated. Rejects slugs. All doors below the surface... 
obtained with a chisel. Meter can be removed for servicing without 
opening money box. Returns excess money. Refunds coins if machine 
is out-of-order. Streamlined design, baked enamel finish blends per- 
fectly with machine. Set for 33 minute cycle. In 10¢, 15¢, 20¢, 25¢, 30¢, 


1728 Grand Central Terminal 


Suitable to all possible conditions. Operator can regulate the time by 
simple screw adjustment, from 10 minutes to one hour. Contains exclu- 
sive Robco Reset Feature: insertion of coin resets meter to new com- 


ROBCO #800 Series: A set-cycle meter, suitable for any appliance 
where reset feature and timing change are not required. Available in 
timings of 5, 10, 15, 20, 30, 40, 60 and 120 minutes. 

Both #800 and #1000 series available in two types of cases: Case “H” 
— Heavy duty 8-gauge steel welded case. Has 2 separate locked com- 
partments, one for collector, one for meter mechanism. Preferred for 
unprotected locations. In 5¢, 10¢, 25¢ and 50¢ sizes. Case “L”— 14-Gauge 
welded steel case, with one locked door covering both meter and 
money compartment. In 5¢, 10¢, 25¢ and 50¢ sizes. 


Electrical Specifications: 110 volts, 60 cycle, 15 amp. 
+800 “‘L” — $24.50 
#1000 “L’’— 26.00 


A mechanical meter working off the 


Mallory Timer on the 
Bendix. Only ONE timer 
involved. Dial is removed 
to give positive, exact 
setting. 


Every washing <zegis 
tered ... every cent safe! 
Has a positive counter 
which cannot be turned 
back . . . registers every 
time the machine is op- 
no grip can be 


+400 Fits Round-back Standard Bendix. 
+500 Fits New Square-back Standard Bendix. 
List Price — $32.50 for either model 


Exclusive Manufacturer’s Representative 


WM. J. DOHERTY & CO. 


New York 17, N. Y. 
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HAVE YOU HEARD... 


A GEORGIA PEACH 


What a start!! The first week of 
her new job with the Georgia Power 
Co.’s main store, Atlanta, Ga. saw 


Mrs Jeatrice Cabe sell more than 
$2,229 worth of appliances in one 


was actually only 44} work 


Ed Dyer 


nanager, added that all items were 


veek whi | 
lays because of a holiday 


table articles except two 
Wait until the girl really gets 


started 


HOW DRY I! AM 


[wo recent stories from the Sunro 
Refrigeration Co., Glen Ridd! Pa 
emphasize the importance of having 
good drinking water available at all 
times 

On the island of Aruba, 
er 


ittle coral off Venezuela, whic is t 


location of the large refinery of tl 
ago Oil & Transport Co., there 

ome 8,000 employees getting awfull 
Iry The parent company, Standard 
Oil of N. J., took the 
Sunroc, who developed a brand ne 


explosion-pr 


problem to 


of water cooler. The re- 
sult—no more well water, rain wate 
or tepid H.O for the lads. but re 
treshing, cool, and satisfying water to 
lrink anytime they're thirsty 

Unable to use a motor-driven fan 
across the condenser because of the 
langer of explosion and fire by the 
tatic electricity generated by the Stati 


eliminates all haz 


condenser, whi 
ards because there are no moving 
parts, is the answer in the new cooler 
Chis was the first time the principl 
was applied to water coolers 

In Philadelphia, Pa. last June, the 
GOP convention was hotly engaged in 
the process of selecting a presidential 
candidate Inside the hall, delegates 
vere perspiring and thirsty. How wel- 
come were the water coolers which 
Orville C. Morrison, president, Sun 
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roc Refrigeration Co., had installed, 
not only in the hall itself, but also in 
all of the headquarters. Voted as the 
man best suited to cope with the hot 
veather”, Mr. Morrison rushed $5,000 
worth of the lastest type water coolers 
vhen he learned that the only source 
} water was to come from old style 
yottle coolers pac ked with cracked ice 
\t the end of the convention it was 
that over 50,000 cups had been 
ised aid the big water cooler exe 

tive, “People who have the big worry 
» might be the 
esident shouldn't have 
worry about a cool 


e man 


lrink of water 
We thought we'd take that small item 
ff their minds.” 


Let’s Have a Drink 





OF WATER, THAT IS. About to in- 
dulge in a bit of welcome thirst-quench- 
ing at the republican national convention 
in Philadelphia, Pa. last June is candi- 
date Harold E. Stassen, followed by a 
group of thirsty delegates. Sunroc coolers 
were installed in all candidates’ head- 
quarters to handle the water requirements 
of the hard-working politicians. 





LETTERS 


Another “Big Ten” 


To the Editor: 

In your August Ist issue on page 55, 
is an article by R. W. Armstrong about 
“The Big Ten” in Philadelphia, Pa. 
Now Mr. Editor, you should go west. 
You would find that is old news in Los 
Angeles. In December, 1946, after be- 
ing pushed around and “insulted” by 
some distributors so much that we got 
really sore, ten dealers got together 
and formed the Allied Vacuum Cleaner 
Stores. In January, 1947, we were in- 
corporated as a non-profit corporation. 
We have done some advertising, but 
we are principally a buying group. Our 
members are all principally in the 
vacuum cleaner business. The mem- 
bers are: 

The Peters Co., Studio City 

Yeakel Bros., Los Angeles 

Boulevard Appliances, Los Angeles 

Brownie’s, Los Angeles 

Community Appliances, Huntington 
Park 

California Vac, Long Beach 

Smith & Lee, Santa Monica 

lorbord Appliances, Pasadena 

Ace Vac, Glendale 

Millirons, Los Angeles Department 
Store (Ed Brown Concession) 

Carl Shepherd, Beverly Hills, (Con- 
cession in Bickel Furniture) 

Due to our buying together we can 
buy in greater quantity than the largest 
chain of department stores and thereby 
get the longest discount. Each member 
has put up $325.00, $25.00 for organ 
ization, $300.00 for buying. The Cor- 
poration keeps all the discounts, pays 
all delivery charges. In 1947 we aver- 
aged $1,000 or more extra profit per 
member on cleaners alone, and we 
manage to get some scarce things like 
toasters, mixers, etc. The Ten is now 
Eleven. We added one member. No one 
has been dropped or offered to quit. 
We meet the last Thursday of each 
month generally at Yeakel Brothers, 
1315 West 7th. We have four officers 
and no expense. No longer do the 
snooty distributors brush us off. They 
all beg us to buy their wares. We have 
become the biggest cleaner buying 
group in the West. We think we are 
now the top dog and not the tail. 

Cart SHEPHERD, 
Secretary, Allied Vacunm 
Cleaner Stores, Ine. 


Fair Trade Laws 
To the Editor 


\ question has arisen in one of our 
local appliance organizations regard- 
ing fair trade laws. We do not seem to 
be able to obtain the correct answer 
from local sources; therefore, are writ- 
ing to you with the thought that pos- 
sibly your legal department can supply 
us with the information. 

Our question is this: When a sup- 
plier, either a manufacturer or dis- 
tributor, sells a fair traded product to 
a dealer or to a distributor, and that 
dealer or distributor wishes to discon- 
tinue the sale of such fair traded 
article, and notifies his supplier with 
the request that they accept the return 
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of any merchandise he may still hay 
on hand, then if the supplier refuses 
to relieve him of the merchandise, ca; 
it be sold and disposed of at liquidation 
prices, which are less than the fair 
trade price? It is our understanding 
that when a supplier refuses to accep 
the return of fair traded merchandise 
upon cancellation of a franchise or t! 
request of the dealer to do so, then thi; 
mechandise can be sold at lower 

the fair trade prices, in 
liquidate it. 

We would appreciate your advisir 
us on this matter, as it seems we have 
seen some article in ELeEctrica 
MERCHANDISING on this point. 

Jerry ACHTEN HAGE) 
Radio and Applian 
Distributing Co., In 
1634 18th St 
Denver 2, Col 


order t 


Counsel for the McGraw-Hill Publishing 
Company advises that it is his understand- 
ing of fair trade laws, that where a con- 
cern in good faith desires to close out o 
line of merchandise, which it is discontinu 
ing, at a price below the fair trade price 
it is permitted to do so.—Ed. 


Plumbers in Kansas 


To the Editor: 

We wish to compliment you on t! 
editorial “Plumber Foolishness” 
your July issue of ELectricaL Merc#- 
ANDISING. It so happens our lo 
plumbers are at present trying t 
stampede our city commissioners int 
adopting the same _ ordinance _ that 
Wichita, Kansas, adopted not long agi 
This ordinance brought about condi 
tions in Wichita such as described i: 
your editorial and also in the “Plumber 
Obstacle” article on page 57 of Jul 
ELECTRICAL MERCHANDISING. 

We would like to get hold of, an 
quick, at least three of the issues « 
the trade paper “Plumbing and Heat 
ing Business” which you quote in your 
editorial. Would it be possible for you 
to send us at least six reprints of you 
“Plumber Foolishness” editorial? 

(Name WITIIHE 
IVinfield, Kan 


Caption Trouble 


To the Editor: 

In your August issue of ELECTRICA 
MERCHANDISING you have a very 
teresting article called “Selling Kite! 
ens’. The story is outstanding in 
However, you state in the 
photo that the range is a new Kel 
vinator. You were not even close. 
happens to be a Hotpoint RC10 mode! 

[ just thought you might like 
know this. Your magazine as a whole 
is tops and thoroughly enjoyed by al 
of us who read it. 

WILiLiAM R. Wriciit 
2 Anderson Ave 
Phoenixville, / 


class. 


1 am sending along your note to Howard 
Emerson, our Pacific Coast editor so that 
he may see how closely his copy is scanned 
by industry folk_—E€d. 
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Exclusive Miniflow Pilot Burns 
42 Hours on 1 Gallon of Fuel! 


One of America’s leading universities in 
independent and impartial scientific 
laboratory tests discovered that the 
Lonergan heater on high-fire operation pro- 
duced 22.6°% more heat per gallon of oil 
than the average of four other leading 
heaters tested. 
21° more than heater # 
241.87 more than heater # 
29.8°7, more than heater #4 
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15.5°% more than heater #: 


VAME 


STREET 


CITY pmo ,aseee SEALED 


~- 








The same tests proved that the Lonergan 
heater on Pilot fire burned 7.8 times as 
long on a gallon of fuel as the average of 
four other leading heaters tested. 
1.7 times as long as heater # 

10.4 times as long as heater # 

5.9 times as long as heater # 

10.4 times as long as heater # 


LONERGAN MANUFACTURING COMPANY 


When you sell 
-you sell the Best! 


And you can prove it to every prospect who comes inte your store 
because the beautiful all-new LONERGAN Fireside Consoles are 
years ahead in engineering design. Lonergan Fireside Consoles have 
extra heating capacity—60,000 and 75,000 B.T.U.—and are the most 
beautiful and efficient console type heaters ever built. They have the 
revolutionary new Miniflow Pilot that burns 42 hours on one gallon 
of oil—the famous Lonergan Hi-Temp Burner which gives 22.6% 
more heat per gallon of fuel on high-fire operation—the exclusive 
DRAFT-O-STAT that is preset at the factory and is never affected 
by weather conditions—the scientific Lonergan Heat Economizer De- 
sign which keeps the heat in the room and lowers chimney temperature 
by 300 degrees. These “years-ahead’ Lonergans can be operated 
completely automatically with a thermostat. 

Lonergan is the line for sales and profits. With Lonergan you have 
features, beauty, and price all backed by a forceful national con- 
sumer magazine advertising campaign. 


ViIiwN=— 


Albion, Michigan 
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Lonergan Manufacturing Company, Albion, Michigan 


FREE | want all the facts on fuel economy and heater efficiency. 


Please send me proof of Lonergan’s amazing economy. 
I ad 6 , 


4 Plus-Featured 


« 
e Lea OF Here's o natural for floor traffic and 
2 profitable step-up sales. The Lonergan model 4842 
a incorporates every economy and convenience feature 
A) that can be built into a really fine heater. Like the 
P; Fireside Console models it operates automatically with a 
© thermostat. Compare it for features—check it for perform- 
a ence—and you'll find it's the value scoop of the year for 
® @ fully-featured heater of 42,000 B.T.U. capacity. At 
~) the price, it’s headline news for any retail promotion. 


ERSHIP IN FINER OIL HEATERS 










































Waste disposers 
are a cinch to sell | 


with the new Mullinaider Caddy! 


N°? wonder the new Mullinaider automatic waste dis 
poser has be come a sensat ion of the whole appliance 
industry! 

With this brand-new 
couldn’t miss! 


rolling demonstrator it just 


The gleaming chrome Caddy rolls right into the cus 
tomer’s home or to any part of your showroom you 
choose for your demonstration. And everything you 
need to show the Mullinaider in action is right at hand 
n water, if a live Kitchenaider connection ts 
not available. 


yes, eve 


When you can show your customer exactly how the 
\Mullinaider automatic waste disposer works, two-thirds 
of vour selling job is done. And the Mullinaider Caddy 
makes that demonstration a breeze. 


Order the Caddy 
lay. Availabl 


from your Youngstown distributor 
to Youngstown Kitchen dealers only. 
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MULLINS MANUFACTURING CORPORATION 


World’s largest 


makers of 







“| 


Another promotion 
EXCLUSIVE 


for Youngstown 





dealers! 


Promotion does it! 


A brilliant new chapter in American merchandising history 
is being recorded today by Youngstown Kitchen dealers all 
over the country. And one of the reasons for the fabulous 
success of Youngstown Kitchens ($60,000,000 retail volume 
last year) is the big Youngstown merchandising and pro 
motional program. 


The Mullinaider Caddy is only one of many exclusive mer- 
chandising helps for Youngstown dealers, all of which are 
backed up by the largest national advertising campaign ever 
run for any kitchen! 


There are a few franchises still available to dealers who are 
ready to follow the approved Mullins plan 
like to handle the “ 


If you would 
sweetest line on the floor}’ please write 


lfoungsown filehens 


BY MULLINS 
WARREN, OHIO 


steel kitchens 





